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According to one of the foremost retail atts on 
a . ~ -< fe «4 Fe sy 
jewelers in the midwest, “VAN DELL fe & -, :3@ 
designs work like magic. The oh’s _ 2 Oe 


and ah’s with which a customer greets y 


That's true, of course. We DO take pride 
in our designing. But that’s only part of 
the story, and there is no magic in it. 
As in the case of all fine products, 
VAN DELL acceptance is due to the combi- 


nation of knowledge and experience. — 


styling. Today as always... just as VAN — 
DELL design is unsurpassed . . . so are. 
VAN DELL finish and craftsmanship. 


_~, *Name on request 
Set 5537-4833 
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Rhinestones and 


oe IN A NUTSHELL... | pts 


FINISH 
CRAFTSMANSHIP 
VALUE 


VAN DELL CORPORATION ¢ PROVIDENCE 3 an Delf wholesalers 
ee 


“AMERICA'S FINEST GOLD FILLED JEWELRY’ 

















A NEW, HANDSOME STRAP, 
DESIGNED WITH A PURPOSE 


It “stays put” on the wrist 
in any desired position — 
no slip —no slide! 


For the conservative fellow who likes to wear his 
watch in the normal manner — on top of his wrist 





For the crystal cracker who feels more at ease 
with his watch down under his wrist—like this 








For the pilot who checks his flying course by his 
watch worn in constant view at the side of his wrist 





Built-in staves keep the 

strap from slipping—hold 

the watch where you want tt— 
without binding the wrist. 


ect 

It Eff 

Nove y Staves, made of clear Lucite, 
transmit light. When held toward source 


of light the stave ends glow softly as if 
illuminated from within. Very attractive. 





A MAN’S 
Stave Put WATCH STRAP Patents Pending 








Made only by A. SAUER & COMPANY, KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Country’s Leading Jobbers 
feature 


Genuine BULOVA Parts 
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Order Genuine Bulova Material 
from your Jobber by Bulova Model 
and Part Number or Description 


BULOVA WATCH COMPANY, INC. 


Material Sales Division, Woodside, New York 


IT’S SIMPLE AS 























GENUINE BULOVA PARTS are truly 
standardized. Perfect fit saves repair 
time—every time! You need them for 
factory-precision repairs. 


FOR YOUR PROTECTION, every 
Genuine Bulova Part is individually 
packaged and sealed in a Bulova 
Sealpack. 


REMEMBER, your customers rely on 
you! They expect you to use Genuine 
Bulova Material. 











/ /vailable as finished ring mount- 
ings or as findings, the KB Die Struck 
line is Designed and Styled to help 
you make a better ring at a better 


og 


SPECIFY K & B THE LEADING 


DIE-STRUCK RINGS | RING FINDING 
AND FINDINGS... 170/47043/114 44090/307 MANUFACTURERS 


a 


reators and Uesigners of erlec/ ng /ndbngs— 188 WEST FOURTH SIBEET NEW YORK 14.4 ¥ 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISIO:N OF KARLAN. & BLE CHER 


FOR AuGuST, 1951 




















For 
the Best Bet 
of the Year. 





This ad will appear 
in the September issue 7 
of ESQUIRE. ..the 1 
magazine whose readers 
represent the best 


of your men's market. 


Tie-—in with Counter 


.display SIROCCO 





cards.. 
-..and cash in 


all the way around. 


COUNTER CARDS AVAILABLE 
..-ORDER YOURS NOW WHILE 
SUPPLY LASTS. 


WRITE DIRECT TODAY TO: 


R. F. SIMMONS COMPANY 
Attleboro, Massachusetts 
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With styling @5 fresh as a night 
ROCCO by 


: S} 
breeze on the desert, : 8 
Simmons combines solid sterling frame with 
a kingly signet of carat gold on sterling. 


Truly, 2 masterful crafting 
of masculine elegance! Cn Sole 
Whereve! 
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FISHTAIL ILLUSION MOUNTINGS 







WEDDING RING ,</— 
FINDINGS 










Mace in jewelry palladium, gold and 


palladium-gold combinations, these find- 







Sa D Ge ings for fishtail illusion mountings and 
Ase <a y 
J wedding rings make diamonds appear 






larger than they actually are and any of our 






settings can be used with the mountings. 







We supply only the unassembled parts. 


For selecting the styles and sizes you need, 


we think you will find the table very handy. 42408 /597 








4230A/599 










edding Rings.| Mountings. |Wedding Rings.| Mountings. 
No. of Stones. | No. of Stones. | No. of Stones. | No. of Stones. 


—7630A — 9  4230A — 6: 7640A — 9 . 4240A —6 - 
| 3 each side {| 3 | 3 each side - 
76308 —8 | es 7640B — & — 
. 7630C — 7 42308 —-4 | 7640C —7 | 4240B — 4 
r : 2 each side _ 2 each side 
7630D — 6 : - ‘| 76400 —6 [| a : 


isi Edge | Knife Edge | Half Round | Half Round 

















































THESE FINDINGS TAKE DIAMONDS FROM 
100 PER CARAT TO 40 PER CARAT 








113 Astor Street, Newark 5, New Jersey 


New York San Francisco Chicago 
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The superiority of our designs and 

uniform perfection is an 

established fact in the trade. 

Many manufacturers are producing 
better and smarter rings with — 

improved settings from our 

“Gem Setting Line”, 



















| SERIES R—Double reflector with ET / is 7 
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} SERIES se Pte gah —— piercing \" , ie Re. iy | fe 
on two sides, with the new pat- 3 g 

ented reflector top. Stone sizes oS ip PAT. NO. 

-05 to .50. | x : 3 156712 
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SERIES LK—Our new “Four Prong 
Sett with the hand-made 
| look. Stone sizes from 3g to 5 «+ 


+ 





FH—“FACETED”’ 


oe 2 ages peter dpe 3 RNY iG 
setting. Higher an ong ay 7 
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PReCIOUS METALS SPECIALTIES. CO., Inc. 


1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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PLAIN and 
MILGRAINED 
POLISHED 4 










RINGS. : 
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TO WHOLESALERS AND 
MANUFACTURERS ONLY 


ASK US ABOUT 
OUR PLAN 


carry a minimum stock 
order any quantity you please 


always have correct finger sizes 


AT LOWEST PENNYWEIGHT (dwt.) PRICES 


WE ARE ONE OF THE LARGEST PRODUCERS OF SEAMLESS GOLD WEDDING RINGS 


\ 


PRECIOUS METALS SPECIALTIES CO., Inc. 


11 Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 
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DIAMOND RING SETS 
















WITH FULL-CUT SP SAP TE 
CENTER DIAMONDS een SM Ti : 
At These Low Retail Prices | @ SEN A , CWP 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 





Princess Rings and a 


varied line of Diamond 






Wedding Rings, set part- 
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wig in Row and Wide Wedding Rings. 






way and all around... 
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We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


RINGS ENLARGED <M [a €/ fg 
TO SHOW DETAIL "eae . . 7 


the bride and groom, at popular prices. 





NEWSPAPER MATS AVAILABLE 


DIAMOND_RINGS 





BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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The old adage “Variety is the Spice of Life” aptly fe aN ee 
describes the extensive Bristol Line of quality Dia- nh 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
requirement... and of course, 
“economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


RINGS ENLARGED 
TO SHOW DETAIL 


oe A new selection of Extra Wide Diamond 
oF Wedding Rings, featuring dainty floral de- 
i signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 


Retail Priced from $60.00 up. 





BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Important as his blocks and toys is Baby’s 
first religious medal, presented at birth or at an 


early birthday by proud friends and 





relatives. A tiny Catamore Sterling Baby 
Medal makes the perfect gift to start 


Baby on his religious life. Ask 





your wholesaler to show you this 


lovely, dainty medal line. 
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ob) 
.. to. Sterling Miraculous Baby Medals, 
oe 1222 hand-engraved, witn blue enamelling. 
| H t [ fl ] fl M | f t [ | Ml P fl ! y D. 809 S.H. Gold-Filled Child's Locket, with Sacred 
, ~~" Heart Medal 
231 PINE STREET. PROVIDENCE 3. 8. 1. , ate - 
; YY ROsaRrtes ; Sterling Miraculous Baby Medals. 
: P P . . . 
Re SR eee RRR ; gp MEDALS sy ore Transparent blue enamelling, individ- 
H. 1226 ually carded. 


Blue display card for dozen assoft- 
ment of above medals. 
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Take a good look at five of the grandest, most successful 
sales-boosters ever offered to clock dealers! All of these 
Sessions Displays have been tested—all of them really 
pull sales. Whatever your clock volume, select one or 
more, and popular Sessions Clocks will help you to quicker 
turn-over, better profits. 


FREE DISPLAYS! 


TEAPOT DISPLAY 


Effective 34” x 28” white masonite with 
black border, easel or wall mounting. 
Displays 6 clocks. Deal includes 12 clocks 
and free display. 
Retail Price $59.40* 
Dealer Price 37.44 


—>» Your Profit $21.96 
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KITTY-BELLE DISPLAY 


A price-featuring counter display, for 
low-priced, popular alarms. 11” x 12”, 
it displays 1 clock. Deal includes 2 496A 
Kitty-Belle alarms, and 1 496AL with 
luminous hands and numerals, and free 
display. 

Retail Price $14.50* 

Doaler Price 9.13 


—> Your Profit $5.37 


CHEF DISPLAY 


Sturdy 5-color easel-type display, 1914” 
x1314” with simulated kitchen wall back- 
ground. Displays 1 clock. Deal includes 
3 487W “Pierre” chef clocks, and free 
display. 
Retail Price $14.85* 
Dealer Price 9.36 


—> Your Profit $5.49 


OWL DISPLAY 


Colorful 1214” x 1214” easel-type counter 
display features “Ollie The Owl” alarm. 
Displays 1 clock. Deal includes 2 494A 
“Ollie” alarm clocks, and 1 494AL with 
luminous hands and numerals, and free 
display. 

Retail Price $18.85* 

Dealer Price 11.84 


—>» Your Profit $7.01 
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UR . 











pick our Own Sure wig NERS 





SUPER=MARKETER DISPLAY 


Letters are pouring in from dealers everywhere, 
acclaiming this Sessions Display the finest and 
most successful ever offered the trade. 


A “live” display in the form of a richly tra- 
ditional New England corner cupboard, built by 
skilled cabinet makers from beautiful knotty 
pine—it operates quarter-hour Westminster 
Chime clocks—it illuminates table models—it 
mounts wall clocks. 6’ 6” high, 5’ wide, 1’ 8” 
deep, it displays 28 Sessions Clocks. Deal in- 
cludes 36 clocks, 2 free chimes and self-liquidat- 
ing cupboard. (Send Coupon for complete details). 


Retail Price | $350.40* 
Dealer Price 240.13 


-— » Your Profi? $110.27 


4 MAIL THIS COUPON TODAY! 
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SELF-STARTING ELECTRIC CLOCKS 


The Sessions Clock Company 
Forestville, Connecticut 





Please send me all the details, without obligation, on your Sessions Clock Cupboard 
“Super-Marketer” deal. | understand this to be the equivalent of a handsome free cup- 
board display, combined with a profitable deal in clocks. 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 























TO OUR MANY OUT-OF-TOWN CUSTOMERS 
Make our office your headquarters while attending the A. N. R. J. A. 
Convention at the Waldorf-Astoria Hotel during August 12th to 16th. 











HONESTY (673 ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
FoR AuGust, 1951 15 
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COMBINING THE “SUCCESS 
FEATURES” OF 


ually 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47rtH STREET 
NEW YORK 19, N.Y. 
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TWO YEARS IN THE MAKING! 


Bil Pod 


STYLES FOR THE 


AMERICAN GaN TORY 


Fytra special? Yes indeed! These dazzling J-B styles 
have been two years in the making... are the brilliant 
result of designs originating from a survey of American 
buying preferences. They offer every wanted new idea 
in watch bands...offer your customers extra special 
style and extra value for the coming season! 





Caprice (oes 


Richly sculptured oblong design, fitting companion to the 
finest watch. Full expansion band, combining sparkling beauty 
with superb craftsmanship. Available in yellow or white. 


RETAIL...ONLY $8.50 F.T.1. 


Dixie Rose oss oss 


Shimmering globules, with the look of smoothly polished gems. 
Full expansion. Shown on watch, Model No. 6069, with regular 
end. Below, Model No. 6064 with special tailored end. Available 





in yellow, pink or white. - as 
a 
RETAIL...ONLY $8.50 F.T.1. ot 
OO" 2 2 e 
Top shells 1/15 — 12 Kt. Gold Filled, | “as e 
. . * S 
with non-corrosive stainless steel backs. os _ 2. 

= 
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MORE GOLD 
... QUALITY “WEAR” IT COUNTS! 


At a time when shortages are tempting many manufacturers to cut quality, 
J-B continues to give you — and your customers — MORE GOLD! 


J-B Full Expansion Bands feature a top shell of precious 1/15—12 Kt. 
gold instead of the customary 1/20—12 or 10 Kt. It’s still another J-B 
quality “extra”... proof that J-B means ‘Jewelers’ Best”! 





R” IT COUNTS! 


’mpting many manufacturers to cut quality, 
d your customers — MORE GOLD! 

eature a top shell of precious 1/15—12 Kt. 
1/20—12 or 10 Kt. It’s still another J-B 

B means “Jewelers’ Best’”’! 


tools or training. 


ONLY J-B LADIES’ WATCH BANDS 
FEATURE THE ORIGINAL END-0-MATIC END 


Pat. Pending 


Fast... foolproof... trouble proof! It’s a J-B exclusive..... and it per- 
Fits all ladies’ watches....works so mits you to sell two or three different 
simply that anyone can attach or de- — style bands for the same watch — 
tach it in just 8 seconds, without because anyone can attach the 
End-0-Matic End to any watch lug! 


‘ee a 


IntermeZZo (0s 


Smart simplicity...each golden oblong beautti- 
fully facetted like a precious baguette. Available 
in yellow or white. 


RETAIL...ONLY $7.50 F.T.1. 


Serenade (6067) 0s3 


Gracefully inter-twined links, handsomely styled 
and finished. A design of great charm. Above, 
Model No. 6068, with straight end for sports 
and nurses’ watches. Available in yellow or 
white. On watch, below, Model No. 6067, with 
End-0-Matic End. Yellow, pink or white. 
RETAIL...ONLY $8.50 F.T.1. 


1/15-12 Kt. gold-filled top shells, 


non-corrosive stainless steel backs. 


J-B END-0-MATIC END 


Open... Snap tight 
That’s all! 
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that will be tops on your best-seller list! 


Golden Circle (os retwi... $9.50 F.1.1 


1/15-12 Kt. gold filled top shells, non-corrosive stainless steel: 
backs. Available in yellow, pink or white. 


American Champion cms = 
RETAIL... $8.50 FTL. 


1/20-12 Kt. gold-filled top shells with non-corrosive stainless steel 


backs. Available in yellow or white. 


JACOBY-BENDER, INC. 
AVENUE OF THE AMERICAS +« NEW YORK 13, N. Y. 





Here’s the /(*\, luxurious 
iAH presentation display\\/ that will sell these exciting 
| 








' Paris-created RITZ” ppsnecklaces for you! 
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RITZ etet 


Presents the Neo PEARL CREAT! 


suPers giMv 


SCHREEREY" 


I 


' 


You can get this highly attractive | 
display for only $2.75 ($37.50 value) | 


Because these exquisite Ritz necklaces fully deserve 
a rich, important presentation display, Deltah offers 
this specially-created plateau to all jewelers who 

: order any eight necklaces in the R1Tz Collection, for 
salen oe the amazingly low cost of only $2.75. This gives you a 
vieces: Has the Wook $34.75 saving if you were to buy this unit separately. 


of real pearls and If you want to cash-in on larger profits in simulated 
diamonds — just 


pearl necklaces—then Deltah’s exciting new RITZ 
what your customers : : ; oe 
will weet this Bait! Collection, designed by Schneider of Paris, is your 
best bet for bigger volume this Fall and Christmas! 
And this striking display piece will help you 
speed sales—and multiply your Deltzh profits! 
Check with your wholesaler — today ! 


This is ‘“Fairmont’— 


AT BETTER eS JEWELERS 
CONSULT 
eltah — 


To be nationally advertised this Fall WHOLESALER 
: : : : SIMULATED PEARLS 
in leading national magazines 





t. HELLER & SON, INC. « 411 FIFTH AVENUE. NEW YORK 








A DEVELOPMENT 


that accelerated Jewelry Industry progre 
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if ee ers *) anene ane « ta aa as TIN OTT i eR cs ; eis 

- . : Shad 4 } state?” AGSER eons a ; ie %, Re org bie)? j Ree We Be 

ME Great changes have taken place in the a ge on | 
ee a fe is * | 


Silverware and Jewelry Industry since 
1867 when Handy & Harman was 
founded. 


Then — there were about 100 firms in | og 
the country making and selling silverware i fe ie 
and jewelry. They operated for the most |__| a 
part locally, though some did journey to 
distant towns by horse and wagon to sell 
their wares. 





BES 
Dice 


Today — there are some 2,080 manufac- 
turers, 3,390 wholesalers and 21,269 | | 
retailers. It’s a flourishing industry with Jie Ws ON int | age OY : — = 
annual retail sales of over a billion dollars. “ee | ie heey 4 











Then — there was no outside source of 
precious metal supply. Littke was known [y ak 
about metallurgy and laws establishing | ee. : Vig \) 
metal quality were non-existent. Manu- ea | a 
facturers made their own silver and gold bi 
alloys from “recipes” handed down from if a i | 

father to son. } : 5S “ P Fi * ye i F ao “ss . 








Today — metal fabrication is a separate 
and specialized field. It provides manu- 
facturers with the best insterling silverand | 1 | : 
karat golds — metals with ideal working [ag a NT? vt 
properties and unvarying uniformity in Ete 
fineness, finish and gauge. This develop- 
ment, in which Handy & Harman has | ~ =i 
been a principal contributor, has been a *—— “mene 
KNIFE, FORK AND SPOON MAKING — 1875 


vital factor in the Industry's progress. 1. Forging, Filing, and Tempering Table-blades. 2. Grinding and Polishing Blades. 3. Cutting Ivory. 
4. Boring the Handle for Shaft of Blade. 5. Stamping Spoons.. 6. Forging Spoons and Forks. 


7. Press for Cutting Out the Spaces between the Prongs of Silver Forks. 


BETTER METALS have brought these benefits 


To Manufacturers — the availability of better metals has meant freedom to concentrate on 
the making and merchandising of their silverware and jewelry products, while the better 
metals themselves have meant wider latitude in design, less spoilage and waste and simplified, 
lower-cost production. | 

To Retailers — better metals have meant expanded markets because they have made it 
possible for manufacturers to supply more and better merchandise at lower cost. 


HANDY & HARMAN 


82 FULTON STREET « NEW YORK 38, N.Y. 


BRIDCEPORT, CONN. © CHICACO,ILL. © LOS ANGELES, CAL. * PROVIDENCE, R.1. © TORONTO, CANADA 
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From the Bettmann Archives 
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this famous trademark 


iS your unfailing guide 


to better business... 


Tevet 


JEWELRY’S NAME FOR QUALITY 





For outstanding results, feature 
these foremost Forstner items: 


KOMFIT WATCH BANDS 
BRACELETS OF CHARM 
LADIES’ WATCH BANDS 

, with Climatest® construction 


MEN’S JEWELRY 


LADIES’ FASHION JEWELRY. 


Forstner Chain Corporation, Irvington 11, New Jersey — 


Wye cordially nw? Yet le wil us al the W aldonf, 


Exhibits 73 and 74 « Waldort Ballroom 
August 12th to 16th 
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FOR AUGUST, 1951 
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One Caral lo Fifty €Carahs, those who 
tnow diamonds, choose from the House 
of Dtamonds...one of the world's largest 
collections. 

Merchandise shifipfred on Memoaandum 
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Retail $14.95 
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promotion in jewelry history! 


Here’s the ‘shot in the arm” that will 
‘.. push sales way, way ahead! 
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. NOW you can tie in your store with the 
<< smash Broadway hit tune, ‘’Diamonds 
ex Are a Girl’s Best Friend,’’ made famous 
=. by madcap Carol Channing. 
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- -- Yes—here’s the promotion every single 
a jewelry store has been hoping for, look- 






com 






shee! rwsit me oa .. ! 
ing for. At last it’s here—brought to you 
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Are © Gard 3 






i ne DO Bean : 
_-< attached. 9° “<= naturally by Kushner & Pines, one of 
ho girth sherk 3% our ” 


America’s greatest manufacturers of ring 
s* mountings. 






















WE wren se" ; 
Sen Send for the complete merchandising kit 


~ 


a Se . : 
- that will make your store Diamond Head- 
j quarters. Here’s what it includes: | 
i ome ye Carol Channing, star of ‘’Gentlemen ) 
Prefer Blondes.’’ Guaranteed to domi- : 





nate the page. 


—————— tt 


@ Title sheets of the song, ‘Diamonds 
Are a Girl’s Best Friend.’’ Use them for 


t 
ost 


@ Glossy photographs of Carol Chan- 
ning, star of ‘‘Gentlemen Prefer 
Blondes.’’ Make wonderful attention 
getters. 


ett 


@ PLUS your chance to win a pair of 
tickets to ‘‘Gentlemen Prefer. Blondes.” 
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Vireo, 
FREE These powerful newspeper mats 


bring a sensational new approach to diamond 
ring advertising. Write for them! Use them! 





Watch the sales climb! 
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FREE TICKETS 10 
‘GENTLEMEN PREFER BLONDES” 
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' ALL YOU HAVE TO DO Is: 


1. Purchase a minimum of 1 dozen sets of Kushner 
& Pines mountings. 


2.Send for the free merchandising kit contain- % 
ing 2 provocative newspaper mats and win- 


[ 
‘ 
[> wal ee 4 
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dow display material. 


3. Pledge to run a newspaper ad on or before 
Dec. 31, 1951 featuring “Diamonds Are A 
Girl's Best Friend" or a window tying in with .. 
this theme. 


Tickets will be distributed during the 
ANRJA Convention at the Waldorf-Astoria, » — SS 4 
August 13, 14, 15, 16. et Le | * : ae A: kiss on the hand may 
Sa ee a, : be quite Continental, 
but diamonds are a girl's 


_ | | best friend,’ says Carol 
fie : ? Channing, star of the 
me | aS Broadway musical com- 


edy hit, ‘Gentlemen Pre- 
fer Blondes’ 


Looking for a ‘‘gimmick’’ to build store traffic? By mies 3 — 

special arrangement and permission of the publish- a Zs 

ers we are able to provide you with the original music a FS FREE 

(for piano) of ‘‘Diamonds Are a Girl's Best Friend.” ’ “ges = F Monks Diente ten nasil noel 

You pay only the royalty charge of 20¢ each (retails eT attention-getting windows! 

oh ao) OLE -Yola a DB 2 
Here’s an amazing way to make your store dia- 

mond headquarters at nominal cost. Let us know your 

requirements — don’t worry about overage. We'll 

take back any extras. 








Write for photographs of 

Carol Channing, rollicking 

star of “Gentlemen Prefer 

Blondes.” Send for music title 
sheets of “Diamonds Are 
.a Girl's Best Friend’— 
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SPECIAL 
DEAL 
#855K6000 


BRACELETS 
& TRAY 


(Assorted for 
boys, girls, 
men, women.) 


Your Cost 
$30.00 


Suggested 
Retail 


$78.70 
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WE HAVE THEM. YOU HAVE THEM. 


WE SELL THEM. YOU SELL THEM. 


BUT WHAT HAVE YOU GOT BESIDES PEARLS? 





We're showing the stone 





goods people are looking 
for...the good stones they 
demand. Some fabulously 
genuine. Some genuinely 


fabulous imitations. Emer- 





alds, sapphires, rubies, 
amethysts, peridots, tour- 
malines, aquamarines — 
faceted, cabachon, or “in 


the raw”. 





An extensive line of 
brilliantly styled pieces 
... the unusual 

that you’re asking for... 
and which you never 
fail to get from 





Us 


‘‘creators of the unusual — as usual’’ 





608 FIFTH AVENUE 





NEW YORK 20 









LENEESE DEWITT §—@ 367,50 
—e 46=—« With Strap $57.75 

































JEFFREY ¢ $71.80 
With Strap = $64.00 Tue great esteem for Hamilton watches held by the 
public is reflected in surveys which show that Hamilton 
is America’s most wanted watch. Direct the demand for 
Hamilton watches to your store with these three simple 


steps— 
1. Maintain a representative stock of Hamilton 


watches. 


2. Let people know that you are a Hamilton 
dealer by featuring Hamilton watches in your 
displays and advertising. 


3. Offer a Hamilton first every time. 
We stock all available Hamilton watches. Your order 


Authorized ... for a single replacement or a full line . . . will re- 
Hamilton Distributors ceive immediate attention and prompt, speedy delivery. 


in Zones 2 and 3 


ELVA . $63.25 
With Cord $57.75 


Db. C. PERCIVAL & CO... INC. 
Established 1864 

WHOLESALE JEWELERS AND IMPORTERS 

373-8387 Washington St... Boston. Mass. 






LAURIE . 
With Cord 

















for maximum mark-up 





26 THE JEWELERS’ CIRCULAR-KEYSTONE 





















fey” ‘til Thanksgiving ? 


7 Display your Hamiltons NOW! 


Keeping vour Hamiltons out in front, month after month, pays off 
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in stable watch sales . . . in full profits you can keep. The 1951 line 
of Hamiltons includes styles for every taste. They are made to 
the finest standards of precision . . . priced to ignore inflation . . . 
distributed by a nationwide network of wholesalers to insure 
overnight service ... and backed by the strongest advertising and 


sales promotion campaign in Hamilton history. 





HAMILTON WATCH COMPANY ¢ LANCASTER, PA, 


KIRBY —19 jewels. JACKLYN—17 jewels. 
Natural gold-filled Natural or white gold- 
ee sek 4 $71.50 filled case ... . $67.50 


fealupe 


THE FINE AMERICAN WATCH 
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for a FULL profit you can KEEP 





Whenever you visit New York, you are welcome at our new sales offices—600 Fifth Ave.—where you can see the complete line of fine Hamilton Watches. 


FoR AuGustT, 1951 20 




















LESTAGE BABY JEWELRY — A COMPLETE LINE 


TWO HUNDRED FIFTY-ONE SIZES, SHAPES {AND DESIGNS 



































Y» 
e ood times or bad, 


babies are here to stay. 








And that means a steady flow 


of customers for the 
jeweler who stocks LeStage 


baby jewelry. 


\\NARRASIANANID ANSI WROD IAN 





Thru your wholesaler 


don eer ame, 





All merchandise 1/20 12 
Kt.G.E — Lockets and 
crosses also in 10 Kt. gold. 
Baby idents also in sterling. 
Boxed three-in or six-in 
assortments. 








New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS © BSAGeteto © t£OCKRETS * ANIVES  *. BAST SEwWtrtee IDENTIFICATION BRACELETS 


INC] 
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Timeliness is frequently the essence of dra- 
matic packaging and sales-producing promo- 
tions... Today, keen merchandisers stimulate 
sales by creating packages that are appropriate 
for seasonal events and national holidays. 
Often this is accomplished by just adding a 
decoration to the package; sometimes by de- 
signing an entirely new presentation. 


Arrow designers are skilled in such tech- 
niques, and Arrow facilities assure the just- 
right package, whether it be in plastic, wood, 
metal, cardboard or fabrics... Without obliga- 
tion, you may call in an Arrow merchandising 
representative, who will be glad to consult 
with you on the best way to give your package 
timeliness. 





PECIALISTS IN THE DESIGN AND PRODUCTION 


OF DECORATIVE BOXES & DISPLAYS 


Manufacturing Company, Inc 


567 Fifty-Second Street, West New York, New Jersey 
Canadian Plant: 91 Brandon Avenue, Toronto, Ontario. 





. JEWELRY SHOW BUYERS 4 
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on. STYLED BY SICKLES 











American National 





Retail Jewelers Association . j 
Convention 
\ AUG. 12 to 16 
BOOTH 15 - 
Waldorf-Astoria Hotel, N.Y. || 


Suny Me . - e America’s newest, pre-tested costume jewelry 


line is really going places. It’s making plenty of sales for jewelers who 
know that ‘Styled by Sickles’’ means brilliantly executed design and superb 
craftsmanship. The Sun Line is the fastest moving jewelry line of the year. 


That means real profits for you. 
@2e00@6€00006006G00086008086000080800808006006008006008 


Leafy DIAMOND RINGS 


"Personality Series" are making sales his- 
tory, backed by the power of our most ambitious 
dealer-aid sales promotion program. Help your- 
self to more sales by using our 

















% Spectacular television shorts with sound track! 
% Smashing series of new dealer advertisements: 


% Rhapsody's "Personality" Booklet. a) A] . 


M. SICKLES & SONS, Inc. 


906 CHESTNUT STREET © PHILADELPHIA 7, PA. 
Wholesale Jewelers for Nearly 100 Years 
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»ee- tS too small a word for ? 


SMARTEST NEW JEWELRY ; 
IDEA THIS SEASON.... 
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necklace and 
ear-rings to 
match! 


CROs 


it in your window and 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
or rubies, and pearls. 



































p  ALPRICES 17 Jewel Gotham : 
| TOERAL TAX - 
| OF SIMULATED STONES 

Watch K tone 

AS ADVERTISED IN __ la at (ia ee 

PR 11338 BLACK OPAL... . . . . $89.58 $89.50 $53.90 BD 1149S or R SAPPHIRE or RUBY... . $95.00 $79.90 $71.50 $57.90 

‘ : BD 11326 or $ GARNET or SAPPHIRE . . $89.50 $75.00 $69.50 $53.99 and PEARL (As shown above) 

POST- BB 11337 TURQUOISE MATRIX... $89.50 $75.00 $69.50 $53.99 BD t159R RUBY... 2.2... $70.50 $64.90 $59.50 $43.90 

DB 134A AQUAMARINE...... . $69.50 $57.99 $39.75 $37.50 BB TiSiA AQUAMARINE .... ... . $71.50 $67.50 $62.50 $50.99 
4 OD 1135C ori orT CHRYSOPRASE* .... . $95.00 $79.90 $71.50 $57.90 (With beautiful pin instead of necklace) q 

r RADIO TIME SIGNALS of BLUE LAPIS or TURQUOISE MATRIX BB 2122 RHINESTONE... .. $29.75 $29 90 
OTHERS FROM $19.95 TO $2500.00 *These sets include new style locket wotch. Two stones odjacent to watch lift, also, revealing two double lockets to hold four favorite snapshots or photographs. 
Product of Ollendortl Watch Go INC. 20 W. 47th STREET- 
eon a €& 


YR - C rn oD ry a. Sa AItCeoWw vVonow oe 4 


Where are you 
in this 
billion-dollar 


business ? 


Last year, American jewelers sold an estimated $1,140,- 
000,000 worth of goods, ranging from scatter pins to 


30-carat diamond rings. 


As is so in any billion-dollar business, some retailers 
in the jewelry business do a volume far greater than 
many others with the same-sized stores. 


For many of them, LIFE has become a continuing 
source of selling ideas: to date 147 leading jewelers have 
staged complete store-wide promotions featuring LIFE- 


advertised products. 


For LIFE—as no other magazine— measures up to 
the vast jewelry market. Each issue is read by 23,950,- 


000 people ...and LIFE’s audience grows in 13 issues to 


include over half the nation. 


In this vast LIFE audience are more than two-thirds 
of all Americans in the upper economic groups. 


Because LIFE communicates ideas so quickly to so 
many millions of Americans, advertisers of jewelry, 
optical goods and cameras invest more dollars-for-sell- 


ing in LIFE than in any other magazine. 


Tie in with LIFE-advertised jewelry products... 


JEWELRY, 


CLOCKS & WATCHES 
Artcarved Diamond & Wedding Rings 


Croton Watch 

De Beers Diamonds 

Deltah Pearls 

Elgin Watches 

Elgin-American Compacts 

Flex-Let Watch Bands 

G-E Clocks 

Girard-Perregaux Watches 

Hickok Men’s Jewelry & Accessories 
Keepsake Diamond Rings 
Krementz Jewelry 

Marvella Pearls 

Mido Watches 

Movado Watches 

Rings O’ Romance 

Swank Men’s Jewelry & Accessories 
Telechron Clocks 


Vacheron-Constantin-Le Coultre Clocks & 


Watches 
Wadsworth Watches 
Watchmakers of Switzerland 
Westclox 
Zodiac Watches 


SILVERWARE & GLASSWARE 


Community Silverplate 


32 


Holmes & Edwards Silverplate 
King Edward Silverplate 
Libbey Glassware 

Lunt Sterling Silverware 

1847 Rogers Bros. Silverplate 
1881 (R) Rogers (R) Silverplate 


PENS, PENCILS & TYPEWRITERS 


B-B Pens 

Eversharp Writing Instruments 
Parker Pens 

Royal Typewriters 

Scripto Pencil 

Sheaffer Pens 

Smith-Corona Typewriters 
Waterman Pens 

Wearever Pens 


CAMERAS & OPTICAL GOODS 


Ansco 


9 Rockefeller Plaza, New York 20, N. Y. 


Beacon Camera 

Columbia Protektosite Sun Glasses 
Eastman Kodak 

Heiland Photographic Equipment 


SMOKING ACCESSORIES 


Alfred Dunhill Holder 

Parker Flaminaire 

Ronson Lighters & Accessories 
Zippo Lighters 


OTHER 


American Tourister Luggage 
Buxton Billfolds 

Rumpp Leatherware 
Samsonite Luggage 

Schick Shaver 

Sunbeam Shavemaster 


First in circulation 
First in readership 
First in advertising revenue 
First with retailers 
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beating a drum 


doesn’t make a 
business boom! 


Loud noise doesn’t give you long profits! Carnival 
promotions behind a questionable product are 
no substitute for sound merchandise with 
built-in appeal and value! That’s why 
the Flex-Let policy always has been to give you: 











now — more 
than ever — 
it pays 
you 

to feature 











Preferred ffache LONG-LIFE WATCH BANDS 


IDENTIFICATION BRACELETS 


BEAU BRUMMEL MEN'S JEWELRY | 
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FLEX-LET 


MERCHANDISING UNIT 
FOR IDENTIFICATION BANDS 


New! Timely! Speeds Sales! 


Compact, eye-arresting display fixture in solid | 












wood, satin-finished in rich blue-grey enamel, 
Highlights three of your top-selling Flex-Let 
Identification Bands, in your window — on 











your show-case. Helps you capitalize on the 


Shipped FREE on request with order = aonstant gift appeal — ever-increasing 
for as few as 6 Idents. Ask for it! 











popularity of Flex-Let Idents! 





Complete, High-Style Line— 
All Gold-Filled— 
Moderate Price! Here's the appeal of 


custom-made jewelry — at a price that allows” 





customers to indulge their good taste. : 
1/20-12Kt. gold-filled. Distinguished styling- 
magnificent craftsmanship! Handsomely : 
packaged to boost your gift volume. High mark — 
C-10...$6.95% up nets exceptionally high profit for you. 








FLEX-LET CORPORATION 
580 Fifth Avenue, New York 19 


Factory: East Providence, R. |. 














*Pilus Fed. Tax 
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JAGOB H.LAVENSTEIN 


Puston 8, Mass. 


Attention: Mr. J. B. Gordon 
Re: Estate of Gellman 


Dear Mr. Gordon 


Now that the liquidation has been completed for 
the above estate, I thought I would drop you a line 
and let you Know how pleased both the estate and 
myself are with the results. I frankly did not expect 
to receive over $20,000 on your $15,000 guarantee, 
and I am sure the Probate Court by whom this sale 
was directed feels the same way. 





I would like to say that this sale was conducted 
on a very high level, and I certainly will keep you 
in mind should anything come up concerning further 
liquidations of this type. 









Very truly yours, 


N. B. 
We estimated $15,000. They could 


count on it -- our cash deposit 
guaranteed that. But they actually 
realized $20,000. Whether we buy a 
stock and pay cash on the spot or 
organize a liquidation sale with a 
cash guarantee - - it’s not guesswork 
but cash with Gordon Brothers! 


FOR AUGUST, 1951 



























NEW 1991 WATCH INSPECTION TIME 


Free! This 3-way promotion from 


1. Special Merchandising for “Watch Inspection Time” (Sept. 6-15) 


Behind the Dial of the Fine Swiss Watch 
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New full-color’’exploded watch’ display. repair expert like you can handle such a precision 


Designed and prepared by experts, this colorful, two- instrument. And use it as a selling-up help in explain- 
sided counter-piece clearly shows all parts of the _ ing the quality story of the fine Swiss watch. 

watch. It’s perfect for “Watch Inspection Time” and This is the display piece that jewelers the country 
it’s a permanent piece! Use it in showing your repair —_ over have been asking and waiting for. You’ll find it 
customers the “behind the dial’”’ engineering of their —_a tremendous help—both in repair work and in sell- 
watches. They will quickly see that only a watch ing. Watch for it—and its companion piece below. 


Hluminated, full-color window 
display with two side pieces. So 
real you can almost hear it tick! This 
14” x 19” electric window display stops 
shoppers at first glance, reminds them of 
“Watch Inspection Time,” and that only 
a quality jeweler and watchmaker—like 
you—can be depended on for proper watch 
servicing. It’s supported by two sidepieces 
that tie in your store with powerful na- 


Ne atcha tional advertising run by The Watch- 
% ptaalibier 


j By rye con, 
Papier CN} 87 
f 


makers of Switzerland. 





Both these display items are free to you. 
Watch for special letter containing order 


ya, Ye STE BOB ROS T3455 
y7° : 


blank. If not received by August 15, write 
to: The Watchmakers of Switzerland, 
c/o Room 1106, 730 Fifth Avenue, New 
York 19, N.Y. 


Septeisbher °° 45 
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PROMOTION FOR QUALITY JEWELERS 


The Watchmakers of Switzerland 
2. Special Advertising for “Watch Inspection Time” 


The famous Norman Rockwell advertisement will appear 
in full color in LIFE, LOOK and FARM JOURNAL, carry- 
ing the “Watch Inspection Time” story to 60,222,000 readers. 
In addition to selling your customers on the importance of 
900d watch repair, this ad reminds them that the quality jew- 
eler and his repair experts are qualified to service their fine 
Swiss watches economically and promptly . . . that a quality 


jeweler always uses genuine Swiss Parts. 


You'll receive a mounted adaptation of the illustration in 
this ad as one of the sidepieces in your special ‘“Watch Inspec- ee aay cat eee eae 


tion Time” window display. 








hetwcen a fine Swiss 


What makes it tick: 


Woe aaeen 


he « working on—aed as 


For the gift you'll give wath prode, lg gear jeweler be your guide 


a 
The WATCH MAKERS ~) OF SWITZERLAND 
= “ ; 


Ce ee a em 











Appearing for the third year by popular request. 


3. Special Contest for “Watch Inspection Time”’ 


Win valuable prizes for yourself and the horo- 
logical guild you designate in this new, interesting 
“Watch Inspection Time” contest run by The Watch- 
makers of Switzerland! Contestants’ prizes are valued 
at $1,000—and there’s a valuable surprise prize for 
the local guild, too! Plan now to enter this exciting 





dress up your watch 


SEPTEMBER 6th TO 13% 





SEPTEMBER 6th TO 15% 











contest! And take a tip from past winners—you not 
only get a prize, but you can increase your business 
as well! Watch for letter giving full details and rules 
for this exciting contest! It’s open to all watchmakers 
and/or jewelers operating a bona fide watch repair 
department or store. 


“Watch Inspection Time” is sponsored by the Jewelry Industry 
Council. Again, The Watchmakers of Switzerland are happy to 


7 add their promotional efforts to this big merchandising event. 
X 

ant. 

7 WATCH INSPECTION TIME 


REMEMBER, A SUCCESSFUL ““WATCH INSPECTION TIME” IS ANOTHER WAY OF PUTTING 
ADDITIONAL MEANING INTO THIS FAMOUS SLOGAN ... 


For the gifts you'll give with pride—let your jeweler be your guide 


SS 
The WATCHMAKERS 
% 


Yan ure? 
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No. 1022 
No. 1039 


Curtis Jewelry Mfg. 
(Brocade covered box illustrated is available J y fi § 


two sizes). : : ee 11 Dearborn St., Providence, ! 






Assortment F1-921/6 


imulated Pearl 
Necklace and Earring 
Assortment 


3—Single strands @$2.75 8.25 
2—Double strands @ $3.50 -7.00 


1—Triple strand @$4.25 4.25 
(Illustrated) 

1—Full Color 10x13 
Display FREE . . Value 3.00 


TOTAL . . . $22.50 








Special Sale Price for the 
Assortment of 6 Sets 


; 18 wa assortment 


TOTAL RESALE VALUE $49.70 _ 











Above: Beautiful Display Card has 

openings, allowing actual necklace 

and earring to be displayed with 
effectiveness against the full color 

portrait. All sets—with single, double 

or triple strand necklaces—are presented 

in the elegant, satin-lined Crosby Gift Box. 


All Crosby Pearls are perfectly graduated. 
Matching earrings have rhinestone rondels, 
latest style drop, sterling silver backs. All 
clasps are sterling silver filigree. 


A. COHEN & SONS CORP. 
27 West 23rd Street, New York 10, N. Y. 





Please enter our order for ............ 6 Sets Necklace- 
quantity 


ond-Earring Assortments @ $18.60 per assortment. 


ler’s N 
ea ers ame. SOF SERS EERSTE TESTE EER EH REE SHEF ESTE HSER SCHE ESSER OKT OER Oe 


[an Oe Os ol) tO) Be OO 


nr mpest 2398 Street, New York 10, N. Y. 
Atlanta Office: 24 Broad Street, S$. W. Atlanta, Ga. 


ee. tes niduccnancdcdeseacagcucuseecs ue. 


Ma aa sick ce ceck conic tn ena sede WD cs. SM es 
Terms Net 30 Days—F.0.B. New York 
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WLY 30-AUG. 2, 1951 — HOTEL STEVENS 


CHICAGO 


ABBAS ASN 


il 


AUG. 12-16, 1951 - WALDORF ASTORIA 


NEW YORK 


TM | 


my you must see Feature Lock rings 


. 


\ ij 1. Matching sets stay together. 


2. May be worn separately. 

3. Secret Lock hidden from view. 

4. No foreign metals. 

9. No springs — no forced action. 

6. No break in contour. 

7. Nothing to remove, attach, replace. 

8. Every sale a double sale. 

9. Lock parts high tensile strength gold. 
10. Competitive prices. 


Experience shows... 
THE SECRET LOCK 
CLINCHES YOUR SALE 








Envelope Stuffers 





Hand Painted Display 


so 
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To jewelers visiting New York 


d ring the week of August 12th 


BULOVA 


cordially invites you to visit the magnificent 





Bulova factory at Woodside, Long Island— 
where complete Bulova Watch 







Movements are made. 


See 
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OTHER BULOVA 
FACTORIES 
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PROVIDENCE, R. I. WOODSIDE, L.I., N.Y. 
Watch Cases Watch Movements 


























<— ; SAG HARBOR, L.|I., N.Y. 
~~ Watch Cases and Parts 


THE BULOVA FACTORY 
Woodside, Long Island 
Watch Movements 























* VALLEY STREAM, L.I., N. Y. 
Watch Parts 




















q Watch Movements 











TORONTO, CANADA 
= Watch Cases 
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It’s merchandise movement, like money, that talks. Turnover from 
your table, counter, or shelf is more eloquent than sales poten- 
tialities clothed in a thousand adjectives. Nothing that can be 
said about any product means half so much as what it does at 
the point of sale. 


On that score, the ‘“Toastmaster’’ Toaster’s record is clear. 
It moves at a rate unapproached by any other automatic toaster. 
It not only has the ability to turn goods into dollars quickly— 
it does it! The ““Toastmaster’’ Toaster makes lasting friends, not 








for itself alone, but also for the retailer who identifies himself 
with quality merchandise. And all because it’s presold by word 
of mouth and by aggressive national advertising as no other 


am the ih | Ade O automatic toaster is or ever has been. 





MIRROR 
42 
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al 


When the talk turns to toaster turnover, small wonder that 
most retailers think of the ‘“Toastmaster’’* brand. 


* Toastmaster” is a registered trademark of McGraw Electric 
Company, makers of ‘Toastmaster’ Toasters, ‘‘Toastmaster’’ and 
“Scotch Knight’ Water Heaters, and other ‘‘Toastmaster’”’ Products. 


TOASTMASTER 
Crtitenitic. hp-Ufp Srattr 


TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. © 1951 
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An Announcement of 
Utmost Sisnificance to Every 


Jeweler in America 
(¢ ~ 
| 7 4 J 



























































Gruen Acquires William B. Ogush, Inc., Leading Manufacturer of 
Precious Metal and Diamond Watch Cases 


Gruen proudly announces the acquisition of William 
B. Ogush Inc., the country’s leading manufacturer 
of precious metal and diamond watch cases. The 
Ogush plant will be operated as a wholly-owned 
subsidiary. 

The famous Ogush flair for high-style and the 
77-year old Gruen reputation for fine watches will 
combine to further enhance Gruen style leadership. 
With its nearly 200 artisans, including the inter- 
nationally-known designer Marcé, the Ogush facili- 


ties and craftsmanship will add extra creative talent 
and production strength to Gruen’s already large 
manufacturing resources. 

This move is another indication of Gruen’s con- 
stant efforts to give jewelers the most beautiful and 
saleable watches in America. It demonstrates con- 
clusively why Gruen is “‘the first word in Precision* 

. the last word in style.” For a profitable 1951 
be sure to see your Gruen representative when he 
calls on you. 





THE Gan WATCH COMPANY 


TIME HILL, CINCINNATI 6, OHIO 
SALES OFFICES: NEW YORK, CHICAGO, LOS ANGELES; TORONTO, CANADA. 







i See the following pages for more exciting news for Gruen Jewelers... 1. once 
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Gruen offers jewelers a dynamic 


PRICE PROMOTION 


to give your watch sales a big lift! 


| 
See preceding page | 
for more big news | 
for Gruen Jewelers | 
Cie teed ee iin eee 
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Special 45-day 


INTRODUCTORY 
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featuring the new “All-Star Value” Series 


Lower Wholesale Prices until September 10 


Special Introductory Ketail Prices 


from September 15 through October 51 


You can make it “Christmas in September” in your store with the distinguished 


new Gruen All-Star Watch Series— 14 of the finest watches ever made by Gruen! 


Ww _ ae . | 
Sti Ong Selling Suppol U ‘The new “All-Star Value” series will 
be featured extensively on Gruen’s big ABC weekly television program . . . pro- 
moted aggressively in leading magazines . . . helped with eye-appealing window 


displays . . . with powerful newspaper mats . . . and a special display watch box. 


Your Gruen Representative will soon see you 


7~ ~ with the complete, exciting story of the “All-Star Value” promotion. For earlier 


FoR AuGusT, 1951 


Lay-Away business, be sure to order the watches and free sales helps. Get the 


full benefit of 45 days of extra sales’ action and profits. 


THE : Comes WATCH COMPANY 
Time Hill, Cincinnati, Ohio For Watch Profits...Watch Gruen 
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Beautiful 
Ss well as Practical 


gy Westinghouse ELECTRIC HOUSEWARES 
(Fort Choice FOR EVERY GIFT OCCASION 





Westinghouse 
Electric Housewares 
Receive the Fashion 
Academy Gold Medal 

















for 1951 

Beauty Means Business! Particularly in ances such as these contribute high 
gift buying. Since Westinghouse Electric fashion to the home and more pleasure 

Housewares are rapidly increasing in to gracious living.” 
a popularity as gifts, their acknowledged Put beauty to work for you. It’s smart 
Re beauty will pay off big for you this Fall and profitable to group these beautiful 
~ ij  ... where it counts most...in your till! gift items... by grouping them, their 
_ Westinghouse Appliances are beauti- impact is multiplied... give the gift 
fully styled. As the Fashion Academy shopper a chance to make a selection. 
letter said: “Westinghouse has elevated Expose Electric Housewares in a setting 
these everyday products from utensils of beauty and you'll see how “Beauty 

to prized show-off possessions... appli- Makes Business”. 


WESTINGHOUSE ELECTRIC CORPORATION e ELECTRIC APPLIANCE DIVISION e MANSFIELD, OHIO 


—— »».Of course, 
ois a's it’s electric! 
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National Advertising Will Pre-sell 


Your Customers 


on the Superiority of Hand Carved 


Here is the first of a series of 
sales- compelling ads which 


will appear consistently in 





| Sunday Rotogravure Sections 
in an expanding list of key 
city newspapers. Beginning 
with Sunday, September 9th, 
millions of prospective custom- 
ers will ask for... willbuy... 
Barel Bridals, exclusively de- 


7 ee 


signed by Fred Barel. 
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Here’s how you can boost YOUR sales! 





@® Order the Barel Bridals featured in our national ads and other 
outstanding original creations. 


* 


@ Display Bare! Bridals prominently in your show cases .. . 
in your windows. 


® Feature Barel Bridals in your own local newspaper advertise- 
ments. Direct ‘‘tie-in’’ mats available free of charge. 


Sold directly to the retailer by the manufacturer 


24-hour service on all special orders 





87 Nassau oe; sar 


BRIDAL RING CO., Inc., 
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Our hard-punching pro- 
motional campaign in- 
cludes most of the cities 
in the country. For full 
details regarding our 
plans for your city, 
WRITE... 
WIRE... 
PHONE— 
TODAY! 


New York 36, ™. © 
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HAMILTON BEACH gives you 
the COMBINATION that CANT MISS! 
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EASIEST-TO-SELL 
HAMILTON BEACH 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


MIXER “A” PAYS KM Paya a(0)a1 
MIXER “B’ PAYS Bim Reve a (0a! 


MIXER “C’ PAYS KLM teil 
MIXER “D" PAYS ELMIRA a (0 a1i 


HAMILTON BEACH ; 


(Percentages based on List Prices, including tax 
—as of July 1, 1951.) 








AMERICA’S FASTEST-SELLING PORTABLE! 


A winner since its introduction little more 

than a year ago. Captures the $18.75 market 

for you. Mixette hangs on the wall or i ae 

fits in a drawer. It’s the only 3-speed iil S i a. een eee Samat $s a 4 eae ; a cf = resis 


mixer offering one-hand opera- _ , ; 
tion. Most important, it’s not a HAMILTON BEACH ads in The Saturday Evening Post, Better 


toy but a powerful portable }’ : ne, 4 2 Homes and Gardens, Ladies’ Home Journal, American Weekly, 
that a re mixing ae eS Woman’s Day, and other leading magazines tell your customers 
in stride. gijt-ttem natura S75 Wl the value-quality story! 

in its smart black-and-silver / “~ = Ff I ; 7. , , ‘ 

package! f ~~ ff *Prices subject to change without notice. 


a HAMILTON BEACH Food Mixer 


screws for wall mounting. 





Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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our biggest: gun 


for the biggest 










selling season you’ve 


PAZ) milelo Mm cclam cehidalelelate i 


bull’s-eye packaging! 
New Kreisler packages make direct hits 
on display — and with customers! 


big caliber styling! 
Exclusive new Kreisler fashion firsts keep 
Kreisler first favorite among shoppers! 


barrage of values! 


Superior craftsmanship, as always, 
insures Kreisler’s more-for-the-money 


reputation! 
EXTRAI 
A Talo,,;.. 
by fone” FiRST 
FOR You, 


S 
ee Back Pag : 
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“Heralding” your most successful 


Gift Promotions — authentic 
Heraldic Crests in French enamel 
on mother-of-pearl! 


A KA id 
A\\ \ PS | 
ZZ! a : ) fp = 


DAN SS ’~s/ Crested Expansion Watchbands for Me 
! as 4 Wo) 


” wJocqueo Teuyialen 











Unique in color, unique in sales appeal! Three superbly 
crafted crests of mother-of-pearl and enamel on the new 
Chain Mail Link or with rhinestone on the Bevel Link 
Popular favorite in men’s wear, here is the crest on 


watchbands—and remember the crest sells best! 


i Abe? 


FED. TAX IN 


STARTS AUG. 3 


on the TV Screen ; : 
Ss of , 
America Every single Monte Cris 


“TALES OF TOMORROW” | : re re mes comes in this novel pr e 


box! An authentic rep 


for aN Megs ; y. —— ivory plastic of a I7in 

SALES @) 3 TODAY > & he Sie a: dueling pistol, the lid sp 
. when trigger is pressed. 
S > y ; 
ee Back Page! | : lf” fect display piece, # 


“after use” as cigarette! 


wall decoration. 


THE PISTOL PRESENTATION BOX 
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Feminine fashion to catch the eye, 
capture the heart-and give you a 
Gift Season promotion that includes an 
important “imported” label! 


i 
a 
i 


Every single Flirtation watchband 
comes in this graceful new presen- 
tation box. Fashioned of ivory plas- 
tic, embellished with delicate lace- 
like tracery, each box creates a 


“TALES of TOMORROW” a . oa , ee | perfect display unit. Perfect “after 
FRIDAY EVENINGS AS GG re ma use’ as cigarette case or jewel box! 


ABC-TV National Network 
9:30 to 10.00 P.M. (E.D.S.T.) 
Starts Friday, August 3rd 


millions will thrill to 





See Back Page! 





THE FLIRTATION PRESENTATION BOX 


The ‘‘Lace’’ Box that Romances Your Customers 





o catch the eye, 
and give you a 
otion that includes an 


d” label! 
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Every single Flirtation watchband 
comes in this graceful new presen- 
tation box. Fashioned of ivory plas- 
tic, embellished with delicate lace- 
like tracery, each box creates a 
perfect display unit. Perfect “after 
use’ as cigarette case or jewel box! 


PRESENTATION BOX 


omances Your Customers 


NOW-—Your Customers see Double—and Love it! 
The Only DOUBLE DISPLAY ever made for Watch- 
bands—featuring both Monte Cristo and Flirtation 
one at a time in the same unit! Motion, Brilliant 
Color— and the Two-in-one Feature Make This 
One of the Most Fabulous Displays Ever Created! 


For HIM 


Monte 
Cristo 


EXPANSION WATCHBAND 


CHOICE OF FOUR STYLES 
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IN THESE UNIQUE PACKAGES -_ 
Exclusive design in brilliant color — with sturdy fool-proof motion 
unit —this display changes scene, opens Pistol box and shows 
Monte Cristo band, closes box, changes scene, opens Flirtation Box 
to show Flirtation band, closes box, then repeats! It’s yours without 
charge with assortment #86. 


Sebaleus! Beanlifet 
WATCH BANDS 
by _hocegaaa Rastalinn 





NEW 
DISPLAY TECHNIQUE! 


YOUR Kreisler Display will be 
seen by millions on the TV 
screen — exactly as in your 
window! 


See Back Page! 
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| ASSORTMENT #86... MONTE CRISTO FOR MEN, FLIRTATION FOR WOMEN. Every watchband in this assortment is gift-packaged. 


YOUR RESALE 
YOUR COST EACH 
DESCRIPTION EACH Fed. Tax Incl. 


Monte Cristo—Crown (short) 

Monte Cristo—Crown (reg.) 

Monte Cristo—Crown (long) 

Monte Cristo—Fleur-de-Lis (short) 
Monte Cristo—Fleur-de-Lis (reg.) 
Monte Cristo—Crossed Swords (short) 
Monte Cristo—Crossed Swords (reg.) 
Monte Cristo—Rhinestone Orn. (short) 
Monte Cristo—Rhinestone Orn. (reg.) 


4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 
4.60 12.95 


4.00 10.95 
4.00 10.95 
4.00 10.95 
4.00 10.95 
4.00 10.95 
4.00 10.95 


Flirtation—Cameo (short) 
Flirtation—Cameo (reg.) 
Flirtation—Baguettes (short) 
Flirtation—Baguettes (reg.) 
Flirtation—Rhinestones (short) 
Flirtation—Rhinestones (reg.) 
MOTION DISPLAY FOR MONTE CRISTO 
AND FLIRTATION WITHOUT CHARGE 


New =— We We ND — DA = = PD — 


YOUR COST $143.40... YOUR SELLING PRICE $399.35 (Federal Tax Included) 
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NAME 


ADDRESS 


CITY. 


’ 
Mfg. Corp. 


9015 Bergenline Ave., North Bergen, N. J. 
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that doubles as a display! 
THE BANDSTAND BOX VA, \\\ 





NOW ALL KREISLER BANDS 
in expansion, mesh and link type 
in a stunning new presentation box 


arnt, 








...for presentation, for display! 
Looks like a million...costs you nothing extra. 
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Kreisler 
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TODAY we g 
and new thin 
— but a new | 
“TALES OF T¢ 


part of the y 
STARTS AUG. 3 


x : a year—and sc 
| “TALES OF TOMORROW” —every othe 
bs for 
SALES OF TODAY 7 on TV it’s “TA! 


> See Back Page! 


ASSORTMENT #87...6 BANDS IN BANDSTAND DISPLAY PLUS 6 BANDS IN BANDSTAND BOXES 


YOUR RESALE : 
EACH 
STYLE + | DESCRIPTION Fed. Tax Incl. NAME __: The New All-Year 


FOR MEN — Yellow only : 
Citation Expansion MERCHANDISING 


Guardsman Expansion 
Congo “tains . ADDRESS : TECHNIQUE aeli TV! 
Golden Bamboo Expansion ) 


Golden Voyager Expansion e2% 
Engraved Expansion | Advertising 


FOR WOMEN — Yellow only | Throughout the Year 


Engraved Elegante Expansion 


Elegante Telescope 

Flamingo Expansion — Horseshoe End 
Butterfly Expansion 

Butterfly Expansion — Tube End 
Flamingo. Expansion 


BANDSTAND DISPLAY WITHOUT CHARGE 9015 Bergenline Ave., North Bergen, N. J. 
YOUR COST $33.20... YOUR SELLING PRICE $101.50 (Federal Tax included) 
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Aimed at the Screens of 8,000,00 


TV Sets—Scoring a Bull’s-Eye with 
25,000,000 TViewers. .. 








Kreisler’s Spectacular TV First 


Coast-to-Coast for a Full Year! 


TODAY we give you new thinking in Kreisler watchbands- 
and new thinking in TV merchandising! Not only a new show 
— but a new way to make TV a steady force in your business. 
“TALES OF TOMORROW” is on the ABC-TV network not just 
part of the year, but ALL of the year! You’re in business all 
year—and so is Kreisler’s sensational audience pulling show 
—every other week straight through the year! With Kreisle 
on TV it’s “TALES OF TOMORROW" to bring you Sales of Today! 


FRIDAY EVENINGS 9:30 TO 10:00 (E.D.5! | 
ABC-TV NATIONAL NETWORK | 


The New All-Year 
MERCHANDISING 
TECHNIQUE FOR TV! 
Advertising 


Throughout the Year 9015 Bergenline Ave., North Bergen, N. J. 
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WANTED: 


> TOP-NOTCH SALESMEN 


by leading Importer of Pin Lever 
& Lever Watches and Movements. 
Excellent territories open. Please 
apply only if you are in $10,000 
minimum bracket. Write full particu- 


lars and state references. 


Box 'B., 1919 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N.Y. 


FOR AuGuUST, 1951 
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Sell More than the Rest 
Keepsake QZ 


|AMON D N G5 





















In Diamonds 
there is no substitute 
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That’s why Keepsake 
gives you absolute proof 
of a Perfect Diamond 


by 
@ The name “Keepsake” 
in the ring 
-~@ These words on the tag 
@ The Keepsake Certificate, 
a written guarantee of 
a Perfect gem 











plus 
LZ This Seal of approval 
Z a ra <n hn Or > 
ae “Guaranteed by > 
gta ae “= 
\z7 KEE Good Housekeeping 
ee Nor as Aovertisto WE we 





Every Keepsake Engagement center diamond is 


eq@em Color e Modern Cut 





under a 10-power loupe 
Rings enlarged to show details. 
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by Offering the Best 
inet <ualeiy LXamend Kings : 


IN DIAMONDS-=— 
DUALITY Sells 
QUALITY Satisfies 
QUALITY builds Prestige 
and Kepeat Business! 


That’s why Keepsake is (i a \ 
AMERICA’S LARGEST SELLING (yor the 25th consecutive 


EEAVECQQNED FRING, season—Keepsake launches 


the greatest advertising cam- 
paign in the diamond ring field 


and Keepsake is also to pre-sell your customers on 


- pac — — . woe. Keepsake’s Perfect Quality— 
THE FASHION RING Of the Year Award Winning Styling. 


TWICE Awarded the ENJOY GREATER PROFIT and 
Fashion Academy Gold Medal PRESTIGE—SELL IN A CLASS 
BY ae nanan BY Wii 


ENUINE REGCESTERE 


eep Sak 


AGSy: ane 


THE BEST IN QUALITY, 
STYLING AND SALEABILITY. 


Va eh 







































A. H. POND CO., INC. 


na 
~ SYRACUSE 2 N.Y. 
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Consistent Large-Space Keepsake Advertising [% 


appears in these 10 Leading Magazines. 





FOR AuGusT, 1951 o1 
















More Pages...More Colo; 


PLUS THIS EXTRA CAMPAIGN 
will set up more Community sales 





Community pages like this will be 
seen by 123,135,009 readers of 
these 15 great magazines: 


LIFE 
LOOK 
LADIES’ HOME JOURNAL 
WOMAN’S HOME COMPANION 
REDBOOK 
McCALL’S 
COSMOPOLITAN 
MADEMOISELLE 
CHARM 
GLAMOUR 
BRIDE’S MAGAZINE 
HOUSEHOLD 
QUICK 
GOOD HOUSEKEEPING 
AMERICAN MAGAZINE 
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IN LIFE... 
for you this fall! 


in silverware advertising — 

Community’s great advertising campaign 
for fall 1951! 54 heart-warming 

full pages illustrated by Jon Whitcomb, 
favorite artist of your bride-age 
customers—and 40 of them on covers! 


Tie in with this sales-building campaign 








Special ads like this will help you sell com- 
plete services instead of “place settings.” 
They will run in all 5 issues of LIFE where 
Community color pages appear ! 























a fits Sept 





*TRADE MARKS OF ONEIDA LTD. 


FOR AuGusT, 1951 





_.More Covers 


Here’s your preview of the all-time high 


and bring Community customers into your store! 


3 . ste Fimegsy SUL¥aeecary 
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ae a = : va v Sats . SES tai . se *. on : - 
. eS ee a eR Ree win dS Sok 


Good news 


for your budget! In fine 
Community* 
get dinner services for eight as low 
a8 $53.75. No waiting for .: 
' ‘*O waiting for single 
place settings,” 





‘= ow $7] 





















Silverplate you can 
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Silverw a 
ilverware patterns she'll want to a 
: see j : a 
"See in the Community color page on P. 
the inside fron cover of this PS 
> Zs 
Magazine —foyr Patterns in 2: 
| the world's most . 
7 Popular 53 
Silverplate. [E> 
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tell your customers 
about Community's life. 





Protecting solid 
And you might 


silver “Overlay.” 
: add that Community ke 
in a handsome 4anti-tarnish chest, f° 
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Drop in on us... 


Booths 201-202 at the A.N.R.J.A. Show, Waldorf Astoria 





THE MOST POWERFUL 


PUSH 


IN WATERPROOF HISTORY 
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This year, Croton’s pushing the most exciting waterproof* line in the market with the most exciting national 


Stay Micke 
7 


advertising campaign in history! Join us...get behind Croton...shove your waterproof sales out front! The ads will do a 
big share of your selling job...ielling the story of new Croton 360° with the world’s most advanced self-winding 
mechanism...of Acurator, with the revolutionary outside regulator...of Aquateen and Aquamaid and #400 (of all 
Croton certified waterproof* watches) with their remarkable sealed-in accuracy and their guaranteed 


balance staff which will be replaced free if ever broken. 


FROM THE MOST POWERFUL NAME IN 


You'll see Croton advertised in LIFE, in COLLIER’S, in GOOD HOUSEKEEPING, in national Sunday newspaper 





supplements...telling the Croton story to millions of readers...to your customers. It’s on the way...the most powerful 


promotion in waterproof history. Cash in on it...push your sales way ahead! 
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$45.00 
with all 
stainless 
steel case 
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$54.45 with 

10k yellow 

gold filled top, 
stainless steel 
back case. 

Retail price 
includes Fed. Tax. 


MTERPROOF WATCHES CROTO 


THE WATCH OF SEALED-IN ACCURACY 


gut OR AR 
Oe * db m> *CROTON WATERPROOF WATCHES STAY WATERPROOF AS LONG AS THE CRYSTAL IS INTACT, THE CASE UNOPENED. 
uaranteed by “ 
Go d Housekeeping ONLY A COMPETENT JEWELER SHOULD REPLACE OR CLOSE CASE TO RESTORE WATERPROOF QUALITIES. 
~ 


0 
Sor as Aovenrisen TES WRITE FOR FREE WATERPROOF BOOKLET (GH1) CROTON WATCH CO., INC., 48 WEST 48 ST., NEW YORK 19. 
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wonder-spring 


14 
KARAT 
SOLID 
GOLD 
EXPANSION 
WATCH 
BAND * 


7 West 45th Street 
New York 19, N. Y. 


Makers of Fine Chains 














Catches the eye a 
the customer! 


EWEW V4 WIDE WATCH BRACELET’ 


4’ AND %° CONNECTING ENDS_— 17° STRETCH! 


The handsomest watch bracelets on any man’s wrist! 


WEW! DIFFETCENT I 





 WB/222 


" Shown here 
ACTUAL WIDTH! 


” The handsomest 
watch bracelets on 
any man’s wrist! 





MARVEL JEWELRY MANUFACTURING COMPANY 
Providence 3, Rhode Island 





.WORLD’S ONLY SPECIALIST 
ie 
<3, 





IN “WORRY-FREE” WATCHES! 





: WORLD’S ONLY 
OT O) i ad ee 
OF SELF-WINDING, 
WATERPROOF,* 
SHOCK-RESISTANT, 
ANTI-MAGNETIC WATCHES. 
OVER SO DIFFERENT 
STYLES FOR MEN & WOMEN! 


FROM $4975 ¢ 7.1. 


LT FORT 
ceppet 


@ Thinnest Self-Winding, Waterproof~ watches made. 
@ Smallest Self-Winding, Waterproof~ watches made. 
@ Greatest advertising program in America devoted exclusively 


to Self-Winding, Waterproof~ watches. 


7, you want to see 4bction... See Wide 


AT A.N.R.J.A. CONVENTION...BOOTHS 741-42 


LOUIS AISENSTEIN : BROS., IN b. Sole U.S. Distributors: Ib E. 40th st, New York 16 


N AFTER -EANING AND ADJ TMENT. PROVIDED THEY ARE SERVICED BY AUTHORIZED MIiDO JEWELERS GENUINE MIDO PARTS 
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Foster's 

New Line 

of Lockets 

for a Great 
Love-Charm Market 













as 


Retailers who know the values offered 
in Foster and Bristol watchbands will be ? i ~~ er 9) - 
eager to see Foster's new line of lockets. en ;\ ) ‘car 

In | /20—12K G.F. quality in English, 

two-tone, and three-tone fashion- tt 

tested designs. Beautifully gift os ie 

packaged. Ask your wholesaler 4Qgguusugueuee nn ot ts mee 
to show you this line and see how ) Re re ho 
Foster has again extended your 
market for fine quality jewelry. 







The expansion brace- 
let is available in a 
de-luxe package as 
shown. Also available 
in a regular presenta- 
tion box. 














Six new hinged, 2-picture This six-on display card will sell Foster lockets 
lockets in English, 2-tone, in volume. Advertise this low unit cost item and 
and 3-tone gold finish. build volume traffic in your store. 


FOSTER METAL PRODUCTS, INC. 
ATTLEBORO MASSACHUSETTS 











Static-free, tone-true FM and extra-powered AM 
reception make this superb Arvin a standout. 
Ivory, Willow Green, Sandalwood or Rosewood 
plastic. 8 tubes including rectifier. Unmatched 
value at the price. Model 580TFM.......$59.95 





Pick of the Portables—Colorful and compact in 
Maroon, Sandalwood, or Red plastic; contrasting 
knobs and handle. Weighs only 4 lbs., including 
batteries. Amazing power and tone. A favorite 
gift. Model 446P, less batteries..........$18.95 


Arvin Stradivara—the finest table radio ever 
built. All-new straight AC circuit; such distance 
and tone as you’ve never known before! Stun- 
ningly styled in imported mahogany veneer with 
lucite dial and pointer. Model 551T..... .$49.95 


Arvin Rainbow—the famous compact, shatter- 
proof AC /DC superhet in 6 colors: Cherry, Flame, 
Citron, Avocado, Pebble, Ivory. Makes a won- 
derful leader and a traffic-stopping display. The 
perfect personal radio. Model 540T......$18.95 


7; 


Priced for every purse! Styled for every taste! 


Smartest new styling in rosewood finish plastic 
gives Arvin Serenade instant appeal to customers 
who are looking for “‘something different.” Velvet 
Voice tone system, with Magna-Bass amplifier, 
gives beautiful tone quality. Model 553T . .$24.9§ 


Arvin Hopalong Cassidy Radio — red or black 
kid-proof cabinet with Hoppy and his horse — 
the ideal gift for young hero-worshippers! The 
radio that made sales history! Ask about special 
displays and sales helps. Model 441T.....$17.95 
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Ivory, Willow Green, or Sandalwood finish plastic 

rovide outstanding beauty with long, alluring 
my for customers who want nothing less than 
6 tubes including rectifier. 3-gang condenser; high 
audio output. Model 460T..............$37.95 





Mahogany console combination, FM/AM radio 
(8 tubes including rectifier) and 3-speed record 
changer playing 10 and 12-inch sizes intermixed; 
Model 482CFM, $159.95*. Model 462CM, 6 
tubes including rectifier, AM only......$139.95* 


Advertised to every prospect! 


FOR AUGUST, 1951 
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Jewel-like beauty is provided by edge-lighted 
lucite dial and lucite controls with finish-o’-gold 
trim. Outstanding range and tone. Choice of colors 
that delight gift shoppers! Ivory, Willow Green, 
Sandalwood or Ebony. Model 451T......$27.95 


Mahogany or limed oak cabinet, AM radio (5 
tubes including rectifier) and 3-speed record player 
—33 14, 45, or 78 rpm; plays 10 and 12-inch sizes 
intermixed; shuts itself off. Model 554CCB, blond, 
$169.95*; 554CCM, mahogany........$159.95* 
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new stvling! 

7 / = 
new colors! 
new power! 
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New sleek styling and Arvin’s Velvet Voice tone 
make the Arvin Stylist a fast seller in any market. 
5 tubes including rectifier; Magna-Bass amplifier. 
An outstanding value! Model 450T, in ivory, 
$24.95, in walnut finish plastic...........$22.95 


Arvin Symphonette—FM/AM radio with 8 tubes 
including rectifier, plus 3-speed record changer. 
Stunning new styling. Plays all popular record 
speeds; intermix 10 and 12-inch. Model 582CFB, 
blond, $179.95*; 582CFM, mahogany. . $169.95 
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Here's how 
























IN SET-UP PAPER BOXES 


abeock 


CUSTOM-CREATED BOXES 
are second fo none! 


AL SITE 




























hallenge this statement if you will. We welcome 
the chance to prove that in durability, new ideas, and 
uniqueness of design and color... plus economy... 
Babcock set-up boxes gives you values you never real- 
ized were possible. 


Expansive expansion of Babcock facilities during the 
past two years mean your box problems are more 
quickly solved. Equal speed and consideration are 
given your order whether small or large and the prac- 
tical aspects of your packaging problem from sketches 
to final delivery receive our best effort to give you the 
box you want when you want it. 


We are happy to discuss your latest packaging needs 
with you at any time. Of course there is no charge for 
consultation. Call or write today. 
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for your box money . 
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| have these VALUE-PLUS features 


1 The patented Steelette construction gives hinged paper boxes. Stands the wear of con- 
greater strength than any other type container, tinued opening and closing without breaking 
because of the dual use of steel and cardboard. down during the life expectancy of the box. 
It’s the exclusive steel frame that makes the dif- 3 Steelette boxes, though as strong as any other 
ference! The smooth function of the spring container material are light in weight ...a very 
hinge attached to this frame is unexcelled. real factor in reducing shipping costs. 

2 Steelette gives you economy. Yes, its price is 4 The confidence in Steelette has been earned 





competitive with usual through successful use by 
paper hinge or metal leading manufacturers. 
COCr BOX COMPANY INC. 


43 SOUTH MAIN STREET © ATTLEBORO, MASS. 
NEW YORK OFFICE *© 527 FIFTH AVENUE 
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don't trust 
your naked eye 


, al ~ KA 
Se gh 22%, 


Let Your Own LOUPE 
prove the PERFECTION of 


Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
. O 2am! ¢. through your own Loupe. You will then share the enthusiasm 
wo of other thousands of jewelers who are now successfully 
i a and profitably selling LOUPE-TESTED LOVEBIRD 
mono a'* Diamond Rings. Franchises are still available. 


4a Sen, 005*” 


| 
& INC. 


630 FIFTH AVENUE NEW YORK 20. N. Y. « 
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YOU 
“PAY THE RENT! 


WILL HELP 











It Opens Up 





So Different! 


So Elegant! 
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An Entirely NEW MARKET for You! 
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Here is the line Your 


Customers Chose Themselve . 


New Sportbands Overwhelming Choice of Thou- 
sands of Women in Actual Sales-Tests! 


For First Time — A Wide Band that fits All Sports 
Watches and New Automatics. A Huge Growing 
Market Waiting to Be Tapped. 


So Elegant, So Utterly New — They'll Make Your 
Customers Throw Away the Bands They’ve Got 
Now! 


Elegant New Style at Irresistible Price! They'll 
Act Like a Hypo on Lagging Sales! 


Why Gamble! Speidel Sportbands Have Been 

PRE-TESTED — you know they will sell! “SUN VALLEY” 
ITEM No. 819 
oN 2 Ends 


$12.95 FT. 


“CATALINA”’ 


ha « ee Of 
ITEM No. 8} 


American women are the best-dressed, most 
sports-loving . . . always on the go! Up to now, 
there hasn’t been a wide woman’s watchband 
to fit the popular new sport watches and auto- 
matics. 


Now Speidel — always first with the finest — 
cracks this huge untapped market. They're here! 
Speidel’s sensational new SPORTBANDS! Com- 
bine elegance with utility. Over 1,000,000 nurses 
... millions of active career girls . . . millions of 
sports-loving women want SPORTBANDS! Our 
sales tests prove these new Speidel SPORT- 
BANDS will outsell any other women’s bands 
you ever had. 





rove Speidel’s New Sportbands 


omen’s Bands You Ever Had! 


it 


When inventories pile up — it takes sound merchandising strategy, 
“old cash, and real salesmanship to keep stocks moving and pay the _ = 
‘ent. Others dump the entire consumer-selling problem in your lap — yn a GIFTS 
BUT SPEIDEL HELPS YOU SELL! When times “get tough” — IT’S la = | _ IN ONE! 

EIDEL POLICY to spend MORE MONEY! This year, we're spending  \ Wes K at this sensa- 
"gfortune to bring you a PRE-TESTED new line of Women’s Sportbands a # 
> AND OVER $1,000,000 on WINCHELL & MAHONEY — The 
RDEST-SELLING TV PROGRAM EVER PUT BEHIND ANY | 
WELRY LINE! Look at these new Speidel Beauties . . . stu 

facts . . . and make your Fall selling plans nows 
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Beautiful te 


ends that blend with the watch .. . slender 


center bracelet design. 


Tously transforms any 
ion piece. 


miracu 


~ 
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lines that give any watch an entirely new 
* 


elegance look. 


In a split second, 
watch into a jewelry fash 
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Watchbands The Fastest Selling 


Profit Item In YOUR STORE 


L 


Literally Spend 


Telev 


to Make 
High 


tt HIGH E 
Speidel 
Nationwide 


SPEIDEL IS FIRST IN TELEVISION 


definitely in the 


Sv 











» for the HE-MAN . .. Mighty! 


Massive! Masculine! 








“BOLD VENTURE” 
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STOP WRIST WATCH SHOCK 


ITEM No 
$14.95 FT 


390 


fit large wrist 
tics — the styles 
that men are 


BOLD VENTURE — in handsome Carry- 


se. Sensational new Window Display . . . Free. 


a NOTE: Item No. 390 is packaged in both the Clock Case, as 


illustrated, and our regular open-faced package on a ratio of one 
Clock Case to every two open faced packages. 


Nobody in the watchband business spends 
anywhere near the money Speidel puts in 
consumer advertising to BRING WATCH- 
BAND CUSTOMERS INTO YOUR STORE. 
Nobody but Speidel sponsored “Stop the 
Music” for 2 years running—the radio show 
that revolutionized watchband retail selling 
— increased watchband volume in Jewelers’ 
Stores over 600%. 

Nobody but Speidel is again sponsoring 
WINCHELL & MAHONEY — sensational na- 


tion-wide FV PROGRAM that caused more 
talk — sold more goods THAN ANY OTHER 
PROGRAM IN THE JEWELRY FIELD TODAY. 
Nobody but Speidel has given you so many 
“selling firsts’—beautiful merchandise—the 
latest in packaging—powerful window and 
counter displays .. . the talk of fhe industry. 
Nobody helps you sell so consistently, so 
aggressively as Speidel. Why gamble on 
speculative, slow-moving merchandise. IT 


PAYS TO PUSH SPEIDEL! 
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The Sensational New 
SHOW CASE UNIT by 


This Speidel Showcase is furnished free with the purchase of 
36 Speidel watchbands (12 men’s and 24 ladies’), and 6 
Idents (2 men’s and 4 ladies’). 28 items are presented on the 
display pads and in the shadow box. The 14 boxed items 
consist of new items only, yet there is plenty of room in the 
cabinet for any additional watchbands from your inventory. 
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(Occupies just over I sq. ft. 
of counter space) 


Spuidel 






HOLDS UP TO 60 WATCHBANDS. A COMPLETE SELF-CONTAINED WATCHBAND DEPARTMENT. 
CONVENIENT TO USE! WATCHBANDS AT YOUR FINGER TIPS. OPENS FROM BACK. 
FEATURES REMOVABLE VELVET DISPLAY PADS FOR WINDOW OR COUNTER DISPLAY. 
MINIMUM OF OUTSTANDING STYLES TO INSURE MAXIMUM TURNOVER. 

COMPLETE PRICE RANGE — LADIES’ FROM $6.95 TO $14.50 — MEN’S $8.95 TO $17.95. 
BEAUTIFUL NEUTRAL LIME OAK FINISH. HARMONIZES WITH ANY STORE INTERIOR. 


Order as SC/42 Unit from your distributor: 


Your Cost —SC/42 Unit. . . . . . $215.79 
Your Selling Price (Fed. Tax iIncl.). . . $528.65 
Your Profit (after deducting $88.10 Fed. 

Tax). 2. 1. 6 ew ww ew wf) «$224.76 
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Gorgeous New 





Never before have we offered you such a powerful 
. it 


Counter Tray Display in such a practical size 
measures just 172” in length and 1042” in width — 


displays 18 Speidel Watchbands — 8 men’s — 10 
ladies’. A streamlined display unit that contains the 
“Best Sellers” in the Speidel Line. No store should be 


WHO IS THE 
BIGGEST 
ADVERTISER 
(IN THE 
WATCHBAND 
BUSl NESTS 7 
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TRAY DISPLAY 


Shows all the “‘BEST SELLERS” in the Speidel Line 
without this new Tray Display. Order from your 
distributor as SC/18 Unit. 


Your Cost — SC/18 Unit. . 
Your Selling Price (Fed. Tax. Incl.) $217.10 


Your Profit (after deducting 
$36.18 Fed. Tax). . 


$89.80 


$91.12 
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Pre-sales. 
Scientifically d 
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“NARA. CONVENTION and 
Waldorf-Astoria 


AUGUST 12_ 16 


Hotel, New York 
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YOUR BEST BUY 


THE ONLY BRACELET OF ITS KIND IN THE WORLD 





TRADE MARK REG 














APEX 





STRETCHES 4 WAYS FOR COMFORT ALWAYS! 


Superb expansion bracelets and identa- 
bracelets with the inspired air of luxurious 
beauty .-. glamorous watch bracelets that 
transform the simplest watch into an exquisite 
article of jewelry . . . all designed with the fa- 
mous 4-way, super-cushioned spring action 
that makes them the finest, most flexible, most 
comfortable expansion bracelets ever created! 


All Styles Available with Yellow, 
White and Pink Gold Filled Tops 












DESIGNS PATENTED 


Prices Subject to Change Without Notice 
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= « BRACELETS 


PAT PENDING 


AK 








EXPANSION 











for LADIES 


FEATURING 


@ 4-WAY SUPER-CUSHIONED SPRING ACTION 


@ NEW SNAPOMATIC* UNIVERSALOK* 
EASY-TO-ATTACH ENDS 


@ 1/10-12K GOLD FILLED TOP 
@ STAINLESS STEEL, NON-CORROSIVE BACK 5 fy. 's ey tips Midna 
@ FULLY GUARANTEED 2 eee 
@ ATTRACTIVELY GIFT-PACKAGED . 6a eee 
*PAT. PENDING 
























No. D31 st Retail Price 13.95* = 






















=} GOLD ON STERLING ono 
== SILVER IDENTA -PLAQUES — 







Sei, Snapomatic Universo- 
lok Ends Snap on ing 
Jiffy and Stay Securely 






Retail Price 


12.95* 








No. 11513 gat Ce > Ls 
Retail Price ay YE Oe a | ROSS 
12.95* ‘eo SS . 







No. 11613 | papi = its Eee 
Retail Price 4 ER BEFORE Sissies 





ACHIEVED 





No. 11413SL 
Retail Price 


12.95* 







No. 11513SL 
Retail Price 


12.95* 








No. 11613SL 
Retail Price 


12.95* 







No. DW31413 
Retail Price 


13.95* 


=! ~¢6 No. DW31513 
eC. secon Retail Price 


13.95* \ 
No.DW31613. fa 


mm AG ‘ Retail Price ‘ | 
_—— 13.95* AA), PRESS 
gee Also Available with INCLUDE 
SNAPOMATIC UNI- FEDERAL 
VERSALOK ENDS. a 4 






















GOLD ON STERLING SILVER IDENTA PLAQUES 






MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


CESSORIES![CO.,‘INC. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








NATIONALLY FAMOUS—FINEST QUALITY 


APEX KY, 


PAT. PENDING 







All Styles Available with Yellow, 2 \ 
White and Pink Gold Filled Tops —_ | ; 





“ SS. “ “ 
; os a % se > St 
Sees : 3 = 
aa S a EE, ~ aes 


POS 





ee SCN. 
~# " Ee a Retail Price 


Bo 
3 2 ay, ee i Tae 
Sa i eee . + 
Sateen P 2 fry 
SRR a By 
TS af , . 
3S “4 ae. 







STRETCHES 4 WAYS FOR COMFORT ALWAYS! 


EXPANSION BRACELETS 
FOR MEN 


THE ONLY NEW FLEXIBLE BRACELET 
ACHIEVEMENT OF MODERN TIMES 
FEATURING THE AMAZING 4-WAY 
SUPER-CUSHIONED SPRING ACTION! 










No. 1613 
Retail Price 


14.95* 













No. 1313 
Retail Price 


14.95* 

























No. 1513 
Retail Price 


14.95* 















Magnificent flexibile watch and identification 
oo bracelets in a stunning assortment of exclusive, 
Pm 4 ve “a smart designs . . . entirely new and different 

wer f Sex Sa from any other expansion bracelet in the world! 
=o)” | Their incredible flexibility assures perfect fit 
a | and comfort always! 






No. DW3413 
Retail Price 
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@ 4-WAY SUPER-CUSHIONED 
SPRING ACTION 


@ NEW AUTOMATIC 
UNIVERSALOK* EASY-TO-ATTACH 
ENDS FITS ALL MODELS 52” to 34” 


@ 1/10-12K GOLD FILLED TOP 


@ STAINLESS STEEL, 
NON-CORROSIVE BACK 


@ FULLY GUARANTEED 


@ ATTRACTIVELY 
GIFT-PACKAGED 


“ALL PRICES INCLUDE FEDERAL TAX 
DESIGNS PATENTED 







No. DW3613 
Retail Price 


4 akg Pe 3 
ee ee © a Mi = % T 5.95 
2 ae ' ae 4 ee 








No. DW3313 
Retail Price 


15.95* 







No. DW3513 
Retail Price 


15.95* 


GOLD ON STERLING 
SILVER IDENTA PLAQUES 
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Also Available with Standard 
Tube End Pieces in all Sizes 


Prices Subject to Change Without Notice 2 





FLEXIBILITY “= a Woo a + ~*~ 
NEVER BEFORE Sa oS io = 
ACHIEVED 
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MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


CCESSORIES/CO-AUNE. 
FE eo ee 


UNIVERSALOK* 

ENDS SNAP ON IN 

A JIFFY AND STAY 

SECURELY LOCKED. 
“PAT. PENDING 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


COMPANY, 


Smooth, trim lines of modern design combine 


with skilled craftsmanship to make Glen gold 
filled bands the “‘buy’’ word of discriminating 


women everywhere. 
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GLEN BANDS TRANSFORM A TIMEPIECE INTO A MASTERPIECE. 
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Skillfully created to enhance the watch that 


wears them — Glen gold filled* expansions are 


masterpieces of fine precision detail — made to 


last longer, wear better. 


* +450 —In stainless steel only. 


GLEN JEWELRY COMPANY, INC. 
22-14 40TH AVE., LONG ISLAND CITY 1, N. Y. 
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BEAUTY AND BRILLIANCE OF ALL SIDE DIAMONDS 
SOLD ONLY THRU AUTHORIZED : 
WHOLESALE DISTRIBUTORS - FROM 300 PER CARAT UP TO Ys CARAT : 


FREE NEWSPAPER MAT SERVIRE FOR RETAILERS AVAILABLE THRU THEIR DISTRIBUTORS 


REPRESENTATIVES: 
€ 
AZ fl 


A. W. (Patty) Cohen 
Arthur Goldstein 
MANUFACTURING CRAFTSMEN 
OF ENHANSET 


po on 
RING MOUNTINGS... 













brsen | 


126 WEST 46th STREET. 
NEW YORK 18, N.Y.” 
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A. B. Grodman 
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Irwin Goldstein 
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Chet Mandelbaum 








eee 












Jack ‘n Jill Jewels in this: dramatic plastic stage — 
setting will be a “show stopper” with your 
trade. Designed and manufactured 
by skilled craftsmen with 
over a quarter-century of 
experience. Write for 


samples of these and 


Represented By 

LEO ZUCKER — New York 

SiG HOROWITZ — Middle West 
FRED WHITNEY — Chicago 

BILL RICHARDS — South 

AL TRACHMAN — West Coast 


Sold Through Leading Wholesalers Only 





HARWOOD MFG. CQO. PROVIDENCE, R. lI. 





MAKERS OF HARWOOD WATCH ATTACHMENTS, CO-STAR JEWELRY, JACK ‘N JILL JEWELS 
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the final persuasive sales 
argument that gets your 

customers name on the 
dotted line 
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5. . Clausin & Co. 


DISTRIBUTORS OF Princess REGISTERED-INSURED DIAMONDS 
MINNEAPOLIS . SALT LAKE CITY ° SPOKANE 
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What an Orchid does for a lovely dress— 


ee 5 new “velvet-finish” 
g dd E D é strap 


does for a watch! 





















MORE NEET 

LUXURY DETAILS! 
Polished, rolled leather loops 
Back lined with 





How different — how distinctive a watch 
looks when it wears a new NEET velvet- 
finish genuine SUEDE strap! The soft, 
rich feel and appearance of suede provides a 
smart finishing touch to every watch case and 


perspiration-resistant 





genuine calfskin 













dial, whether it’s man’s or lady’s, dress or sport 
watch. Suede straps are what the best-dressed watches 
are wearing this year — particularly NEET velvet- 

finish SUEDE STRAPS! Put them on your watches — see how 
they help to catch the eye — make the sale! Supplied 

on attractive display cards — one dozen, assorted colors. 













ARISTOCRAT OF 


Weesmmeewwem §=LASKO STRAP COMPANY 


200 Hudson Street New York 13 


CHICAGO: 29 East Madison 
LOS ANGELES: 220 West Sth Street 
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Since UI 1900 
HARRY & BEN FRACKMAN 


1 N C QO R P QO R A T E OD 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 
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ANRJA Convention 
Waldorf-Astoria Hotel 
New York, Aug. 12-16 


Seth Thomas Clocks and Watches are distributed 
nationally through selected wholesalers 


sh ne eth , =e 


Division of General Time Corporation 


Thomaston, Conn. 


FOR AUGUST, 1951 75 
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ALAN LADD 
WEARS THE RISLET 


IN HIS LATEST Ls) Sew 
PARAMOUNT PICTURE ities aia ae tral ve The creator of the famous H-Link, George Schmidt, presents the 
PPOINTMENT Vth 

DANGER RISLET! A first for men . . . luxurious design with masculine 


appeal. Acclaimed by the man in uniform and civilian alike, this 


completely different bracelet for men is finished in distinctive Rhodium 


on Sterling Silver. Sweeping the nation, RISLET is the newest, most exciting volume sales 


creation. Order RISLET by iS NOW! Jobbers Only. $12.00 Retail Keystone. 


ATU a ee 





716 East 14th Street 
Los Angeles 21, California 
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Seth Thomas Watches, retailing in the medium price field, will be 


available only through selected distributors. 


rear Seth ; 


Seth Thomas Clocks 


Thomaston, Conn. 
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THE NEWEST IN FINE WATCHES BY THE OLDEST NAME IN TIME 


17 
















in ring castings ? 


These beautiful Globe castings show the top portion 
only. They are smartly connected by slender shanks, 
composing delicate and well balanced wedding bands 
which will catch the eye of every discriminating buyer. 


Sold through manu- 
facturers and whole- 
salers exclusivey. 






Do Not Encourage 
Piracy in Castings 
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81 Willoughby St. Brooklyn I, New York 
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No. 31/10 — One Day, 1-jewel Alarm, 
lacquered gilt finish bezel, assorted enam- 
eled cases—red, blue and ivory. Two tone 
dial, luminous figures and hands. Height: 


2""; Width: 212”. 
Retail Price $6.45 













































































No. 31/30 — One Day, 1-jewel Alarm, 
lacquered gilt finish bezel, red, blue and 
ivory enameled, and all gilt finish cases. 
Metal dial, luminous figures and hands. 
Height: 3’°; Width: 2'2”’. 


Retail Price $6.95 








SPAN Was 


ARE TOPS IN TIMELY BEAUTY 
FOREMOST IN POPULAR LOW PRICES 


Here are a number of outstanding 


desk and boudoir alarm clocks that 
will meet with enthusiastic approval, 
offering an assortment of new, ex- 
ceptionally fine designs, made up of 
high grade, flawless materials by ex- 
pert craftsmen. All this, combined 
with dependable performance, make 
Endura Clocks great values—espe- 


cially for extra-thrifty budgets! 


SOLD THRU AUTHORIZED 
WHOLESALE DISTRIBUTORS 


ENDURA JEWELED ALARMS 


ARE FULLY GUARANTEED 





























No. 31/20 — One Day, 1-jewel Alarm, 
lacquered gilt finish bezel, assorted enam- 
eled cases in red, blue and ivory. Two tone 
metal dial; luminous figures and hands 
Height 234’; Width: 22”. 

Retail Price $6.95 
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No. 31/50 — One Day, 1-jewel Alarm, 
bright lacquered gilt finish bezel, two tone 
colored metal zone dial; raised figures 
with luminous dots and hands. Height: 


3'4''; Width: 342”. 
Retail Price $7.95 


aie eae 

















No. 31 /602—One Day, 1-jewel Alarm, 
on satin gilt finished base. Bright lacquered 
gilt finish bezel; two tone zone metal dial 
with luminous figures and hands. Height: 


3’’; Width: 4”. 
Retail Price $8.45 











No. 31/64 — One Day, 1-jewel Alarm, 
lacquered gilt finish bezel, two tone zone 
metal dial with luminous figures and hands. 
Height: 234''; Width: 3%". 

Retail Price $6.95 
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No. 31/94 — One Day, 1-jewel Alarm, 
bright lacquered gilt and ivory bezel; two 
tone metal dial; luminous figures and 
hands. Height: 4°; Width: 5%”’. 

Retail Price $9.95 


No. 31/73 — One Day, 1-jewel Alarm, ~ 


ivory color bezel with gilt design; two tone 
metal zone dial with gilt raised figures; 
luminous dots and hands. Height: 312’; 


Width: 414”. 
Retail Price $9.95 


“~ 

















No. 31/83 — One Day, 1-jewel Alarm, 
ivory colored enameled case, gilt metal 
dial, raised gilt figures, luminous dots and 
hands. Height: 3%’’; Width: 5%”’. 

Retail Price $9.95 
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Phone: Plaza 8-1016 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 










Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 
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$3920 

nooraph, 17 jewels, 
gee ag dials, 
raised gilt figures, 35 
mm, available in yel- 
low or pink gold. 


#902 

Chronograph, 17 jewels, 
chrome tep, stainless 
steel back, 13%, lL, 
raised gilt figures, 
radium dots and hands. 
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/ mportant 
Announcement 


F or the first time, world famous Baume & Mercier 
Chronographs will be promoted extensively in the 
United States. Baume & Mercier timepieces, (pro- 
duced in Geneva for over 33 years) have earned an 
enviable reputation, based upon precision and intri- 
cate qualities. 


Now, in keeping with the character of these fine 
watches, we are offering the Baume & Mercier line on 
an exclusive basis to leading jewelers in each of the 
major cities. 


Firms interested in becoming Baume & Mercier 
agencies are urged to contact us immediately, since 
our promotional time-table demands a completion of 
all arrangements within the next thirty days. 


Please address all inquiries to our New York 
Office: 565 Fifth Ave., New York 17. Telephone: 
MUrray Hill 8-6080. 
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The Fit New Hea for Silver Storage in Year 
S$ wverfile... 


EDITORS of the leading national magazines, who have seen an 

used this new and practical silver storage unit acclaim it as NEW 

DIFFERENT, NEEDED! . . . “Best bride’s gift of the year”. 4 

like it! This answers a real home need.”. .. “Most sense-making 

way to store silver.”. . “How wonderful! I need that in my own home’ 
+t 4% FH 2 

SILVER FLATWARE STAYS TARNISH-FREE IN THE SILVER 


Compact as a handbag, easy to carry when 
setting a table, the SILVERFILE keen 
pieces arranged in ready-to-use place. 
settings ... gives fingertip accessibility tg 
each piece of silver .. . stores easily ip 
drawer or cupboard. Inside is completely 
: | : a : lined with PACIFIC SILVER CLOTH 
-. : — - _ | guaranteed to keep silver bright! The out. 

. | . \ side is a washable, durable champagne 
* colored plastic. 


Yes, smart and practical too! 


“AY y Every woman will love the 


Sierfik 





SEND YOUR ORDER IMMEDIATELY 
FOR 30 DAY DELIVERY 


oe Eight place-settings 10.95 
| Style #800 Fair Trade retail price 








Four place-settings 8.95 
Style #200 Fair Trade retail price 


PACKING: individually boxed; 6 SILVERFILES 
(one style) per shipping case 


DISCOUNT: 40% in case lots 


333% in broken case lots 


REEVE AND MITCHELL COMPANY 


Division of Schwartz Manufacturing Company 


300 Spruce Street, Philadelphia 6, Pa. 


Makers Of Fine Bags And Rolls 
For More Than Fifty Years. 
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A fashionable array of the world’s finest jewelry 


designed with an eye towards styling .. . 


and priced to meet the needs of everyone. 
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At the Fourfront of ‘Fine Muiting Instruments 
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MULTIKOLOR PENCIL 
THE VERSATILE PENCIL OF TOMORROW 


Jewelry-crafted ... Precision- 
engineered ... Guaranteed for 
mechanical perfection...Backed 
ohvan Xohd-Tadel malotifelalol MolohA-Taittiale) 
and impressive sales aids. Smart 
models retail from $4.50 to $100. 
Also 3-color models $4.00... 


Write for sales data. 


actual size 





Discover how you can build 
profits and prestige with 


norma 


Colors MULTIKOLOR PENCIL 





TUG ° 












QUALITY VISIT BOOTH 38 
A.N.R.J.A. CONVENTION 
p F | WALDORF-ASTORIA 
CNC] AUGUST 12th to 16th 






NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, N. Y. 


Exclusive West Coast Distributors: Fred L. Lee and Company °* 448 S. Hill Street, Los Angeles, Calif. * 704 Market Street, San Francisco, Calif. 









Norma Pencil Corp., New York 195) 
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At the finest stores everywhere 


Kramer Jewelry, 48 West 37th Street, New York 18, N.Y. 
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Looking for more emblem customers? Faster 
turnover? Greater profits? Then order one or 
more of these new attractive sales display trays 





now! 
Beautifully made of imitation leather, lined 
with aqua velvet, they catch the eye .. . attract 
the buyer. Compact and space-saving, each tray aia at 
will hold 40 I & R emblems. hie you sine Heuaen 
: viar | & R counter emblem 
Don’t delay . . . order from your wholesaler displey cose tot have te 
itself? If not, order yours 
today. Tray only, $3.00 each. now with 24 emblems from 
your wholesaler and re- 
ceive free one emblematic 
Trade Mark Ti-Chain and one Ti-Glide 
which retail to cover cost 
IRONS & RUSSELL CO. 3igpemes 
alone if desired ... at 





Emblem Manufacturers Since 1861 cost... $9.75. 
THROUGH YOUR WHOLESALER 


CHICAGO PROVIDENCE SAN FRANCISCO 
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Introducing a New Series 


In WED-LOK* Ensembles by Granat 











ie ily of the Valley has an enchantingly 





delicate, romantic beauty that goes straight to 


the heart of a bride. In addition, these 


exquisite ensembles have the powerful Wed-Lok * 


advantages of enhanced loveliness and 
longer life. The rings lock together securely 
to keep the diamonds perfectly aligned, 
always in full view, and to prevent friction 
between the two rings—yet unlock 

instantly. The carefully matched, fine 
quality diamonds are set in Granat 
Tempered White Gold* Mountings (not cast), 
specially processed for superior 
strength, resistance to wear, and maximum 
diamond security. Announce enchanting 
new Lily of the Valley to your customers... 
send now for specially prepared 


advertising mats, yours without charge! 
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Illustrations 
enlarged 
to show details 









Retail prices range from $150 to $350 the set, including 
Federal tax. 


114 GEARY STREET ¢ SAN FRANCISCO 8, CALIFORNIA 


*TRADEMARK REG. U.S. PAT. OFF. 
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WED-LOK RINGS ARE PROTECTED BY U.S. PATS. 
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Fashion decrees: “Be Feminine,” 
and millions of women are all out 
to recapture that frankly alluring 
note, aided and abetted so remark- 
ably well by JMS pierced earrings. 


JMS creations in karat gold and 
gold filled are available with four 
different types of pierced ear wires 
...carded or boxed in a gleaming, 
plastic showpiece. 


JMS regular earrings have won uni- 
versal acclaim. That’s why so many 
retailers specify... “Only JMS for 
Earrings.” 


- 
of 
oe? 


Distributed by ms 
Wholesalers Only 


256 Liberty Street @ Bloomfield, New Jersey 


Eastern Midwest West Coast 
Representative Representative Representative 
Herbert Stein C. Jj. Leavitt ira W. Smith 

29 E. Madison St., 315 West 5th St., 
Chicago Los Angeles 


Gerald W. Gelb: Sales Manager 
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k in 
‘el alarm cloc : 
tay ere gilt finish, enone 7 
’ dial and hands. wo ; desk. 











Sochard is your source for 
the finest in clocks. Precision 
craftsmanship combines with smart 
design and individuality for greater sales 

i appeal. All Sochard alarm clocks are guar- 
on anteed. Specify SOCHARD and you get the BEST! 


SP UENRY SOCHARD 22232 


G 
435 FIFTH AVENUE, NEW YORK 16, N.Y. 
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With Growing Family 
Gift Needs 





raftsmanship, beauty, enduring value ... 
let these qualities of jewelry by Ballou win 
for you growing buying response from dis- 
criminating people whose gift-giving require- 
ments are many and frequent. | 





& €CO., INC., PROVIDENCE, RHODE ISLAND 
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‘Theyre NEW... , 


and theyre at the Show! 
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First showing... 


habbette 


JEWEL CASES 
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by Babcock———— 


* 
ON DISPLAY W. 
HEN at the show be sure to 


AUGUST 12-16 see the beautiful, new BABBETTE JEWEL 


Booth 7 3 ] CASES in six different designs and four appeal- 


WALDORF-ASTORIA ing colors. Exteriors finished in special chem- 


A.N.R.J.A. CONVENTION 


ically treated, easily cleaned faille and orna- 
mented with white nylon braid and lacy nylon 
* net. Babbette Cases are lined with satin and 


velvet in matching colors for added femininity 


Babbette Jewel Cases 


Babbette cases are made by one of the lead- 


ing jewelry display box manufacturers and ; 
has the exclusive patented STEELETTE Priced for popular appeal oe 


frame construction for greater strength and : 
thes ad trafic builders for vour store. 
long satisfactory service. . 


and beauty. 


sure to be real 


It’s the Jewel Case with lasting beauty. 


OOO QOD OOO OD DODD DNDOODDD OB4OY4D444N445454O DB DOOD H* 


Babcock Box Co., Ine. 


43 SOUTH MAIN STREET, ATTLEBORO, MASS. 
NEW YORK OFFICE -527 FIFTH AVENUE 


ESTABLISHED 1850 
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SOLD EXCLUSIVELY THROUGH WHOLESALERS 


CARL-=«= ART, inc. 


PROV 0 ae, ee Oo - RHODE StL AN D 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES: 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE NEW YORK 19, N.Y. 


| CATALOGUE SENT UPON: REQUEST | 
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LADY THELMA 
700/1 


LADY SYLVIA 
2000/96 


MARIE LOUISE 
8000, Engr. A 
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Another powerful link — "od "mous fo ppeiet Service 
in the advertising 
chain that proves— 
CYMA means 

business for you! 














ae ’ TES SatTE 2? BY eM 
4 é % TORTS eies trevs . 
: 2m : ; : 


SESE RRR Ss se 
MY PORONS Carcecg 


I She New ww Bork Times | 
; ‘moaaoen 


shown at right—one of a series of 


\ HONOR AWARD ADVERTISEMENTS 


_spearing in these leading magazines! 





(YMA—the Quality line that 


for those you would honor with pride 
deserves your consideration! there is nothing finer than a Cyma watch 








STEP OUT WITH CYMA—the internationally famous, Many great honors have come to cyma, one of 


the world’s really fine watches, in the 89 years 
that illumine its history. Six generations 
* . the most have treasured their possession of cyMA 
quality watch that's stepping on wm watches ... royalty and men of fame have 
praised their enduring, unfailing accuracy 
and exquisite beauty. Today, this heritage 
of watchmaking mastery distinguishes the 
dern new series of cyma watches. 
' £ the industry! All loaded mo 
program that’s the talk o 


with “‘sell’’ — to help you sell Cyma Watches faster CY M P, 


than ever this Fall and Winter! proud prroduct of the celebrated 
scatchmakers of Tawannes, Switzerland 


brilliant line in all its history! Plus an advertising 








CYMA WATCH COMPANY, Inc. * 608 Fifth Avenue, ~ York 19 


CYMA WATCH COMPANY, INC., FIFTH AVENUE, NEW YORK 








produced at Tavannes, Switzerland . . ssince +862 





Ly CYMA appears solely on the fine watches and clocks 
bg 





Simple elegance is the hallmark of 
White Magic—rhinestone jewelry by 


Parco ... Sold thru your wholesaler. 


ee Cat Saas 


EAR CO MEG -2INCe ft PROVIDENCE, RHODE ISLAND 
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Ty a 777 A style... JUSGE in value ! 











7 jewels, 11-¥2 ligne, 
dy man’s self-winding, 


Ayailoble in chrome, the smallest square self winding, 
water-resistant watch in the world... 







4179 — 17 jewels, 9% 
ligne, handsome and 
streamlined self- 
winding, Incabloc. 
Available in chrome 
steel back (g) a 


R.G.P., steel bach 


Reproduced above is an actual 
photograph of one of the un- 
usually attractive window displ. 
that are given FREE to the jeweler who 
buys a RODANA Automatic Trio through 
a jobber, Place your order today! 
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Famous the world over- 


‘RODANA 


a truly fine watch ! 











Sold through 


Wholesalers only 


Particulars on request from 


RODANA WATCH CO., 


745 Fifth Avenue, New York 22, N. Y. 
PLaza 9-6346 


VA Oter-resistany 
Available jn ¢ 
back (g) also RG 
back (b) and ai} 


Wate r-r 
Available in 














esistant, tn 





ligne. The 

moon-phase- 
month, day, time @ 
of moon. R.G.P., sie 
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Nn OW. ..a@ new display to catch the eye... 


a new low price to make them buy 


anes 
ore 


SIMULATED PEARLS © 


Here’s ‘‘Counter-Action” to stimulate quick ‘‘impulse’’ buying! 


Here’s the new Marvella window and counter display that 

speaks for itself — 

And here are Marvella’‘s fine quality chokers at prices that mean 

business—because they appeal to the greatest buying segment of 

your selling area! 

FREE—this self-selling display is yours free, with a 
fast-selling assortment of 6 single strand, 4 double 
strand, and 2 triple strand chokers. Large 
graduations, with matching pearl clasps. 


Single Strand Choker to retail for only $3.00 
Double Strand Choker for only $5.00—Triple Strand for only $7.50 


all prices plus Fed. Tax. 


Zs 


... first with merchandise and 

merchandising aids to make 

your jewelry department : . . ‘ . 
ete For immediate ‘‘Counter-Action’‘, use Marvella’s double-attraction 


more profitable. 
promotion now! 


136 West 52nd Street 
Number 457 unit assortment available through your wholesale distributor. 


New York 19, N. Y. 
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DEBUTANTE OF JEWELRY PACKAGING 


Douglas Young, Inc., creator of the finest in perfume 


and jewelry packaging, features METALITE .. . stunning line of 


snap hinge jewelry boxes. 


With nothing steel but the snap hinge, METALITE combines 
the ultimate in exclusive, individual design with economy 
of war-precious steel. Saleswise, these lovely new fashions in packaging 


provide the glamorous setting to exciting jewelry styles. 


METALITE is adaptable to unlimited requirements in size, 





shape and decor. Write, wire or phone today for a personal 


appraisal of your particular needs, or for samples. 


ae ug 


110 KENYON AVENUE 
PAWTUCKET, RHODE ISLAND 








_ & orever, Fidelis Rosaries; There Are No Finer Beads! Design 

im rosaries must satisfy the public's desires and at the same time 
carry the elements of lasting appeal. Each ornamentation, each 
detail must be perfected to the minutest degree. To produce the — 
finest rosaries, it takes the touch of the Artisan, and Fidelis has 
accepted this responsibility. To present the utmost in quality 


rosaries to your customers — Stock 


ROSARIES 





MONTSERRAT 


y, [pti S offers you. absolutely the finest rosary ever presented to the Jeweley: ee 
field. F Whitaker Co. also produces DEVO rosaries, that retail at a lower 
“popular price. Write for descriptive literature. Our salesman will 
“show you our extensive line as we sell direct to the retail Jeweler. | 


F. WHITAKER CO., PROVIDENCE 9, 
Ts s oDEPT. F 50 ALEPPO. SURBET. 





FOR AuGusT, 1951 





To the pistinguished Jewelers 
of America: 


nited States, 
d, more 4 


in the U 
of the worl 


Not only 
continents 
are discovering 
Universal Geneve W 





atches. 


Designed with p 
styling, each Univ 
a reliable piece of m 
and treasured as a fai 


ersal Geneve 


It will be worth your while, 
for the ANRJA Convention, 
for a preview of our new 
collection of Chronogt aph 
priced f $55 retail, FTI. 


to Ss 


rom 


8th Street and 
waldorf. 


We are right at 4 
three blocks from The 


THE HENRI STERN W 
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the satisfaction of 


articular emphasis ° 
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thful and a 


when you af 


Fall mo 
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ATCH AGENCY, 
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ore de alers 
xclusive 


nd m 
selling © 


n ynusual 
watch iS, above all, 

sold with confidence, 
ccurate timekeePe!t - 

e in New york 
top at our showroom 
dels and to $ 


d for specific 


ee our 
needs. 


Fifth Avenue ~ just 
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in the most exciting new 


jewel box in years... 


i ee 


a 


Se 
ROS 
ee 
S ee 


eae 
oN 


Soe 





As she raises the lid... the Trays glide automatically to the sides. 
As she closes the box... the Trays automatically glide back inside. 


Beautifully designed in antique finish, quality simulated leather. 


. Your Cost: $3.00 
Minimum Sample Order: Six Pieces 


The complete Pirouette story and the full line of Mele Jewel and Musical 
Jewel Boxes is contained in the new Mele 1951 Catalogue. 


At the N.R.J.A.. New York and Dallas Jewelry Shows. 


Manufacturing Co. Inc. . 366 Fifth Avenue, New York 1, N. Y. 


Amenicas fevemost name tn Jewel Bowes 
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GORMAN’S NEW LINE of 


gill. NOW WITH CULTURED PEARLS! 


be Jeol giilolsM Miley melee Mm li-MeldieliilelMac-\elie) mem ecilieimzh-mele)(e mill (re 
and simulated pearl Twisted Jewelry is now showing the line that will set the 
pace this season... 1/20—12K Gold Filled ... . with CULTURED Pearls! 


After months of careful study of fashion trends and creative planning, 
Gorman’s designers and craftsmen have brought forth a selection that is 
worthy of your first consideration in purchasing for your discriminating 


women patrons. 


Ask your wholesaler to show you the superb Gorman collection of Necklaces, 
Bracelets, Charms, Pins, and Earrings right away! Over 500 scintillating crea- 
tions to choose from in a price range from $3.00 to $30.00 Keystone. 


No. 1249E, 5-Pearl Cage Drop Earrings 

No. 401B, Cage Bracelet with Small Pearls 

No. 695P, 5-Pearl Twisted Floral Pin 

No. 1128E, Solitaire Pearl Twisted Floral Earrings 
No. 1234E, Pearl and Heart Earrings 

No. 1566C, Pearl and Heart Charm 


Sa at aaa ac 


HENRY GORMAN & SON INCORPORATED 
94 ALDRICH STREET «x PROVIDENCE 5,R. I. 
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Wyler 


incafle x 


AUTOMATIC 


yee” 


A quarter-century of pioneering... 
of experiment and experience... 
has resulted in the 

new 1951 Wyler Dynawind. 
Combining the exclusive 

Incaflex balance wheel and 
Dynawind construction to 

bring you the perfect 
self-winding watch. 

Presented in the 

industry s widest 

selection of models — 
weatherproof and AY 
dress, for men . ~ ‘ . s 


od 


and women. d Ley 
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Se renamed fi TE eT, ee ee 


Only self-winding watch with the flexible balance wheel 


WYLER WATCH AGENCY, INC. - 630 FIFTH AVENUE » NEW YORK 20, N. Y. 


@ When you visit the Jewelry Show in New York— 
see the great new advance in Wyler styling and promotion... 


ROOM 646 WALDORF-ASTORIA 
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BARROWS LOOTH ANNIVERSARY 


® An interesting historical 
sketch of early jewelry manu- 
facturing. 







Celebration of the Barrows Centennial is an expression TRADE 
of appreciation to all loyal customers who have favored this rs 
Company with exceptional good will and confidence through- > 


out the past 100 years. 

You will find your copy of the Anniversary Catalog inter- 
esting and helpful. The complete Barrows line of merchandise Fi oF « 
is illustrated with full description and prices. Look through 
your copy when you receive it . . . order from it, and keep it 
on hand for future orders. Stock and sell the Barrows Line 
for assured profits. 


The H. F. BARROWS CO. 


NORTH ATTLEBORO, MASSACHUSETTS 
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“Baguette” — 
inspired 
conception 
of the formal 
lady's watch. 
18K Gold: 
$200.00 * 


"Wall 
Streeter” — 
the epitome 

of refined 
styling with 
ifs very spe- 


ashton 
shows 


6 Juvenia watches... reflecting the elegance and accuracy 


that have characterized Juvenia since 1860 


AVAILABLE: “6 Good Answers to ‘Do you have 
the time?’ ” —a folder for your customers. 
2-color Counter Card. 

Revolving display of mammoth “Mystére” 
... a window shopper-stopper. 


“Mystére” and “Mystére Petite”... as appearing now and 
through the fall in the NEW YORKER, HOLIDAY, VOGUE 


SS ee 
— —_- 


a 





ate macrolitia: 
dial. Shock- 
resistant, 
self-winding. 
18K Gold: 
$180.00* 


“4-Square” — 
utterly simple for 
lidiaclicmieleli-ce 
tare tiat-Mitlaat-temelleim 
18K Gold: 
$180.00* 









‘Mystére Petite 







back view 3" 
vivid red hands on jet , 
black face... crystal clear, ; 

Mystere: 
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J At fine jewelers. 








“Trapeze” — transparent back reveals the Stainless Steel $71.50° .2 
a casual watch ACCURACY inner secret of this fine a mane 
that also ELEGANCE Swiss watch. 17 jewels. Meative ae aia » 
tf ‘é w t 5. o —y 
goes formal”. — Black suede strap. 4K Gold  143.00° a 
Stainless Steel: 
$71.50* JUVENIA WATCH AGENCY, INC., 580 Fifth Ave., New York 19, N.Y. 
14K Gold: __ —— —— 
$185.00* ni 
JUVENTA WATCH AGENCY, INC. 
580 Fifth Avenue, New York 19, N. Y. 
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i ‘This fabulous new watch is being backed by a sensational 
HD vcs 2 ff : $1,000,000 advertising campaign to help make it a fabulous sales 
success! It is being featured by screen and stage star Paul Lukas 
on television’s biggest and best show, “Sid Caesar’s Saturday 
Night Revue,” over the entire NBC-TV network... as well as 
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- preset ted with rare distinction on a richly-trimmed, green satin roe — 
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SOP POPPERS be 


pillow that dramatically emphasizes the 


exquisite artistry of its styling. 


nnnnnnnnon nnn 


OR RO 


we SPREE ERR. 


ti 

















P r omoted with appropriate dignity 


and impressive forcefulness to make it the most talked-about, most desired 





luxury fash ion- 


¢ 
























Revue—Entire NBC-F 

: spots weekly plus 54 Ra 
Beautiful, Compelling Newspaper Ads Pe. 
mats available free 


Traffic-Stopping Window Displays 
Free TV F ilms and Radio Continuity 


: 








on selected spots 
at strategic times on 
key TV and radio 
Stations all 

Over the country. 
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Calendar 





Calendar 
w /Moon Phase 


Automatic 





¥ #270w 
Automatic 


by Wl 


Send for newly illustrated brochure, 
showing full line of quality BRITIX watches. 


EY ot) 


SHEFFIELD MERCHANDISE, INC. 


9 East 46th Street, New York 17, N. Y. 
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announcing the New Rensie Line 


RENSIE 


... Imported, Jewelled Clocks 
ARE BEST SELLERS 


Here are just 3 of the many new Rensie creations 


ML PUTO TT) 


























No. WI 1267 WINDSOR, Keystone: 1794. ; 
Silent-tick 7 jewel alarm. Enamel-like metal = 
case. Two-tone dial with raised numerals, = 
luminous dots and hands. 5!/," wide. 
No. OTM 1251 OLDEN TIMES, Keystone: 
2394. 7 jewel alarm. As front panel opens to 
offer 20 cigarettes, music box plays a tune. No. BA 1254 BARONET, Keystone: 2154. 8 
Enamel-like metal. 834" high. day alarm with Swiss 7 jewel full lever move- 
ment. Genuine leather case 234 x 3", luminous 
dial and hands. = 
Ask your wholesaler for fully illustrated list or write direct = 
302 Fifth Avenue New York I, N. Y. BRyant 9-1323 3 
MNS (WW DVN 
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Never before, a Chris} 
mas catalog that is so cor 
plete—so outstanding in arton 
copy—with so many hard-hiti 
selling ideas...atsuchalowco 














Here is the catalog that will be an important part 

, your business. It will build sales and prestige for yt 
Unite ror Sample at Christmas and throughout the year. 

‘ Paper is already scarce. We can fill orders for on 

dud, Fries at ouce 6 nn. certain quantity, so be sure you take advantage off 

effective book. Remember, it is sold to only one |é 


eler ina town. Write for information or see us at bot 
CRAMER-TOBIAS-MEYER Inc. 8 during the ANRJA show at the Waldorf-Astoria. 
S315 Madison Avenue, New York City 
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How many years does it take 


to grow a customer? 


YOu CAN TURN young people in your will spotlight six Elgin Watches that 
community into customers at an earlier have been youth-tested and are campus 
age—if you take advantage of Elgin’s favorites. These watches will also be 
special back-to-school promotion dur- featured in newspaper mats and a dis- 
ing August. play card available to you. 

In order to give you a better oppor- All this only goes to prove what most 
tunity to sell merchandise during a slow jewelers already know: that Elgin is al- 
period, Elgin is really getting behind ways ready to do more for the jeweler. 
the back-to-school idea. As part of Elgin’s Take advantage of Elgin’s back-to-school 
big 1951 back-to-school drive, a full- material and make back-to-school time 


page, full-color ad in Life, August 20, a bigger selling event for you. 


For what’s new in the watch business, watch ; | () | N 
Elgin National Watch Company . Elgin, Illinois 
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‘‘PALLADIUM is the newest 
and one of the rarest 
of the precious jewelry metals.” 


CUSTOMER: And you say it’s one of the pre- 
cious metals? 


JEWELER: Yes, palladium is one of the six 
metals of the platinum group... the others 
are platinum, rhodium, ruthenium, iridium, 
and osmium. 


CUSTOMER: It certainly makes a beauty of a 
ring. But why hasn’t it been used before? 


JEWELER: Ithas. For more thana quarter cen- 
tury jewelers have used palladium for setting 


JEWELERS! Be sure to send for your free copies of give- 
away booklets and attractive counter cards featuring 
palladium jewelry. 


“What’s this jewelry metal PALLADIUM, 
is so excited about?” 


diamonds in jewelry of other metals—because 
of its gleaming white color which enhances 
and mirrors the brilliance of the diamonds. 


CUSTOMER: But how about its strength — 
does it hold up as well as other metals? 


JEWELER: It certainly does. Palladium is 
workable, durable, and has the strength to 
hold gems securely. It is an ideal precious 
metal for all kindsof jewelry—suchas brooches, 
pins, ear clips and watch cases, as well as 
for rings. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 





"Ni GaLNiud 
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PLATINUM METALS DIVISION ~ THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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WORLD FAMOUS 


CLOCKS 


SOLE USA AGENTS FOR 


JUNGHANS 
AIO 


1000 DAY CLOCK 


HENRY COEHLER CO. INC. 


220 FIFTH AVENUE, NEW YORK 1, N. Y. ORegon 9-4876 


1524 MERCHANDISE MART, CHICAGO, ILL. 300/7771 


ae 
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i 
RS ns 


i 


Gold plated, polished and dull finish effect. Hand engraved. Gold and silver plated 
dial with black hands and black embossed numerals. Facet edged crystal. 8 day rackstrike move- 
ment on silver bronze bell, lever, 15 jewels. 912” 


5” 


Glass dome clock. Silver dial with attached gold numerals and hands. Magnetic pen- 
dulum and 1% volt dry battery runs for 1,000 days wihout replacing. is” he 


Caucasian walnut, hand polished with solid brass bezel, 7” in diameter. Champagne 
colored dial ’ > ; 


Attached aolc ‘ > . e °- : 
sola plated numerals. Four quarter Westminster chime movement. 8” 20”. 
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PRINTED IN GERMANY st aaa 
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Oval unbreakable glass clock. Brass case dull and gilt Square brass case dull and gilt polished. Silver dial with attached 
polished. Silver dial with attached gold numerals and hands. Magnetic gold numerals and hands. Magnetic pendulum and 1'’, volt dry battery runs fo! 
pendulum and !!',, volt dry battery runs for 1,000 days without repla- 1,000 days without replacing. 89/,” » 6°),” © 4',” 
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WORLD FAMOUS 


CLOCKS 


SOLE USA AGENTS FOR 


JUNGHANS 
AjO 


1000 DAY CLOCK 


ENRY COEHLER CO. IN 


220 FIFTH AVENUE, NEW YORK 1,N.Y. ORegon 9 - 4876 
1524 MERCHANDISE MART, CHICAGO, ILL. 


Black Louis XVI clock with 22 cari 1d decorations. 
VISIT OU EXH I BiT AT TH E WALDORF ASTOR iA SHOW ROOM Olive green Hand painted flowers. 14 di ; 1 strike move- 
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KENTUCKY DERBY 


Superb Classic Designed SALON ee ne 
Case in Heavy 14K Gold. Dramatic Elegance in a SEs oe 

Sweep Second Hand, 17 Handwrought 14K Gold in 

Jewel Lucien Piccard Case. 17 Jewel Lucien 

Movement. Piccard Movement. 






GOLDEN SWIRLS 
Heavy 14K Gold Case 


framed inEquisite Hand- = = 3 
Yow ARE CORDIALLY INVITED TO VISIT OUR crafted Filigree. 17 
BOOTH No. 7 at the ANRJA CONVENTION — Piccard 
August 12th-16th ” 


WALDORF-ASTORIA HOTEL, New York City SEA TREASURE 
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precision made since 1837 
fashion firsts of today 
precious heirlooms of tmorrow 






52 Fine Matched Cul- Se 
tured Pearls Set in Heavy = 
14K Gold Case and 
Lovely Twin-Chain 
Bracelet. 17 Jewel Lucien 
Piccard Movement. 


LUCKY LADY 
Glamorous Horseshoe of 
Fine Matched Cultured 
Pearls Set in Heavy 14K 


A. SLUMSTEIN x. Gold Case. 17 Jewel 


Lucien Piccard Move- 
Manufacturing frvcters ment. 


37 WEST 47 STREET e NEW YORK 19, N. Y. 
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R61B White 10K rolled gold plate case with rhinestones. 
Steel back. Dome crystal. Silk cord. 17 jewels. $37.50 


7650/3 White or yellow 10K rolled gold plate case. 
Steel back. 2 genuine diamonds. Gold filled snake band. 
17 jewels. $55.00 


9401/3 White or yellow 14K gold case. Dome crystal. 
Gold filled snake_band. 17 jewels. $49.50 


6104 Swiss case with chrome top. Stainless steel back. 
Water resistant. Shock resistant. Anti-magnetic. Radium 
dial. Sweep second hand. Genvine leather strap. 17 jewels. 

$42.50 
78O05K Natural 10K rolled gold plate. Stee! back. Dome 
crystal. Goid filled expansion band. 17 jewels. $49.50 


KINGSTON WATCH COMPANY, NEW YORK 19, N.Y. 





Nationally ton 


“IN RHYME WITH TIME” ° 


The unusual in watches is usual 


with Kingston. Superb accuracy, 


beauty of design and renowned 
dependability characterize 
these fully guaranteed 


timepieces. 


F. DATOFIX Calendar Watch. 20 micron yellow rolled gold 


plate. Stainless steel back. Featuring day-month-date and 
moon phase on dial. Genuine alligator strap. 17 jewels. 


$125.00 


G. 5405A Notural 14K heavy gold curved case. Dome crys- 


tal. Gold filled snake bracelet. 17 jewels. $71.50 


H. 7805/26 Natural 10K: rolled gold plate. Steel back. 


Rock crystal. Alligator strap. 17 jewels. $39.50 
6103 Swiss case with chrome top. Steel back. Water re- 
sistant. Shock resistant. Anti-magnetic. Radium dial. Sweep 
second hand. Stainless steel expansion bracelet. 17 jewels. 

$45.00 








BR65A Hand set rhinestone studded bracelet and cover 
watch. 17 jewels. $71.50 
7608/91 Natural 10K rolled gold plate. Stee! back. 
Dome crystal. Gold filled expansion bond. 17 9.50 
7851 Nurse's watch. 10K rolled gold plate. Stee! back. 
High crystal. Radium dial. Sweep second hand. Silk cord. 


17 jewels. 37. 
B64A ladies Embraceable. Dome crystal. 17 52.50 


BR63A Rhinestone studded case. Double snake bracelet. 
Easily adjustable clip, on rhinestone studded ends. 17 
jewels: 55. 


YOU ARE INVITED TO VISIT OUR BOOTHS NOS. 60-61, ANRJA CONVENTION, WALDORF-ASTORIA HOTEL, N. Y. 
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hisadvertisement and dry, "when £ silV 

ppearsin September | Ss n 

Good Housekeeping | q 

House& Garden 

House Beautiful 

_Today’s Woman | 


_ Woman's Home 


Over 27 million advertising impressions this fall will 
convince your customer she wants Pacific Silver Cloth 
for her silver. Lined chests, rolls, and bags of Pacific 
Silver Cloth help close silver sales because it is the only 
protective flannel that completely and lastingly pre- 
vents silver tarnish. Look for Pacific Silver Cloth adver- 
tising in September, October and November in Good 
Housekeeping, House & Garden, House Beautiful, 
Today’s Woman, Woman’s Home Companion, Bride’s 
Magazine and Bride’s Reference Book. 


Hts PACIHE Silver Cloth 
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| PACIHE Silver Cloth helps sell Silver! 


Ro 
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Available in 
e CHESTS e BAGS 
e ROLLS e WRAPS 


PACIFIC MILLS, Dept. RR-8, 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps , chests : 
, packets___ 
made with Pacific Silver Cloth. Send me names of sources 


of supply and descriptive literature. 








holloware bags , place-setting rolls 








Name 





Position 








Dept. 


Store 





Street Address 
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BETTERS 
THE BEST 


in watchmaking science! 








bab idebebll | does for your watch all the things 


it cannot do for itself! 


INCABLOC gives the most perfect protection against shock! 


INCABLOC maintains the all-important oil supply— 


thus solving one of the most difficult problems 
in watch functioning! 


INCABLOC replaces ordinary parts with 


individually-checked, precision-perfect parts! 


INCABLOC can be removed as a unit, so that the watch 


may be cleaned and oiled in one easy operation! 


INCABLOC improves on the ordinary friction jewel 


with a special free cap-jewel— 
another technical advance! 





No other mechanism 
can do what INCABLOC does for watches! 








That’s why today 50,000,000 dependable watches 


=" INEABLGE 


THE ‘‘FOOLPROOF”’ SHOCK ABSORBER 


Write for literature, tags and other sales-stimulating material. 


THE AMERICAN INCABLOC COMPANY 
366 Fifth Avenue * New York 1, N.Y. 
Factories: La Chaux-de-Fonds, Switzerland 
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IT'S YOUR UNDISPUTED BUSINESS BUILDER 


The only watch timer that gives you unin- 
terrupted information from mainspring to 
hairspring, on one continuous tape. 


Only on the Paulson Time-O-Grat 
can you regulate as you watch 
the tape. 
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Only the Paulson 
Time-O-Graf checks 
all chronograph and 
waterproof watches, 
on one continuous 
tape. 


Checks watches of 
all beats. 





Pulion TIMEO-GRAF 
with ths Continuous Tape is the Only 


Complete Stouble Shoviet 





Only the Paulson 
Time-O-Graf checks 
all P.F. and A. er- 
rors including end 
shake in pallet ar- 
bor on one continu- 
ous tape. 





Nn 
. ed 3% Ta ee 
Pay 


Only on the Paulson 
Time-O-Graf can you 
get a completely 
clear record of hair- 
spring errors, on 
one continuous tape. 










‘ e: 
oe 





Only the Paulson 
Time-O-Graf shows 
the imperfection in 
ALL train wheels 
and pinions, on one 
continuous tape. 





AWAKEN TO THE TRUTH ON WATCH TIMERS 
the Paulson can Easentuae Part onone Conturumous Tape Only the Paulson 
Time-O-Graf gives 
an enlarged, clear 
record of escape 
wheel and escape- 
ment errors, one one 
continuous tape. 






Only the Paulson 
Time - O - Graf can 













check every inch of —" Only the Paulson 
the mainspring, on 4— Fy Time-O-Graf_ locates 
one continuous tape. A Sh cracked and broken 
~—— ee balance and train 
tees ne one jewels, on one con- 
——— = 3 —™ tinuous tape. 
™~, ——— Se a 
— ~~ A 





Only $5 50° Only the Paulson Time-O-Graf gives ALL the essential information. PAULSON FAR SUPERIOR, SAY 


The fourth wheel alone requires 60 seconds to make a complete 
i ° revolution. Only the Paulson Time-O-Graf with its continuous tape THOSE WHO HAVE USED 
fess 2% for cash can give you a complete second of wn trate wheats including the OTHERS, WHICH AN HONEST 
. fourth, third, center, and barrel; everything from the mainspring to 
Liberal payment plan the hairspring. You get the complete record of every moving part. COMPARISON PROVES EVERY 
Only on the Paulson Time-O-Graf can you see the record as you TIME. 


and advertising hear the action. 


SPS SSS SSS SS SSS Sees esse esse sss SSE 











- HENRY PAULSON & CO. : 
A 131 South Wabash Ave., Chicago 3, Illinois i 
USE THIS HANDY COUPON’: (} Send Paulson Sencentien on no-risk trial. - 
CJ — Paulson Time-O-Graf at $550.00 less 2% for : 
H E N R y PA Uj LS 0 Ne & ( 0 * CJ Send contract — down and balance $28.00 per 
month tor |8 months. 
131 S. WABASH AVE. ik ciency aaa ddtin cca cecaaad 
CHICAGO 3, ILLINOIS ; NG. oa cdaeunepeeaneiinenpentecdasnas : 
a . 
PREPARE NOW FOR FUTURE SERVICE a enniton 
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Ads that move merchandise make your franchise worth while! 
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he. eo ee The only wedding ring 
“ ton campaign appearing inma- 
jor magazines. Artcarved 
wedding ring advertising 
keeps sales coming in month 
after month! 


Full pages like this will ap- 
pear throughout the Fall in OO Hy “Sm, 
\, both LIFE and LOOK! ne 
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dvertising for Fall 


Every 9 days these powerful ads will 


reach 47,000,000 readers of the 2 great- 
est magazines of all—LIFE ana LOOK! 



















This dramatic, consistent campaign keeps 
Artcarved the most-wanted rings in America 
today! It makes the Artcarved* franchise a 


— valuable property that pays off for sales- 
a . minded jewelers everywhere! In addition, 


franchised Artcarved jewelers enjoy the many 
other cost-saving and profit-building advantages 
of Artcarved’s complete 8-point Merchan- 
dising Plan. Write for details or ask your 


Artcarved representative for full information. 


Artcarved publicity, too— 
sends customers to your store 





Editorial features like this 
‘ her sjrondet ting ee story which appeared in LIFE’s | 
“ Ninida de bradersbup and en trenned bartea gh th ae June 18 issue build sales 
, . | a sf for every Artcarved jeweler. 
| ; Only Artcarved jewelers can 
benefit from such acclaim! 
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Half pages like this, plus | 
extra columns on wedding 
rings, will appear in the same Diamond and Wedding Rings 
issues -of LIFE and LOOK! ——wy 
created by 
J. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 


*;RADE MARKS REG. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 


(Part Six) 


Arnstein Bros. & Co. is a diamond | 
cutting and importing firm. But dur- 
ing our almost seventy-five years in 
business, we have not merely imported 
and polished our diamonds. We have 
established offices in leading world 
centers like London, Antwerp, Amster- 
dam, and Johannesburg, where our own 
staffs watch the markets. Arnstein 
executives from New York regularly go 
to those markets too. There are many 
reasons for maintaining such close 
contacts abroad. 








Generally speaking, the bulk of the 
diamonds that are smaller than 4 carat 
are polished in Europe, particularly 
in Antwerp and Amsterdam. Even though 
Arnstein Bros. & Co. has standardized 
its vast assortments of diamonds, we 2 
could not possibly describe adequately | 
our particular needs. We must be 'on 
the spot' to see and thereby make 
certain that purchases meet our own 
rigid specifications. 








Then, there is the matter of prices. 
As we have emphasized, it has always 
been our practice to keep them as low 
as possible. Therefore, we must con- 
Sstantly check market against market to 
obtain merchandise at the most advan— 
tageous place. Since conditions in 
each market constantly change, price 
comparisons and re-—appraisals are | 
necessary. By taking advantage of 
fluctuations, and buying at the right 
time and place, we obtain diamonds at 
the very lowest competitive prices. 
This assures our customers of the very 
best values, and enables them to oper- 
ate most successfully. 




















In London, we obtain our rough dia- 
monds. There, too, we carefully watch 
conditions and make certain that we 
obtain the proper assortments. In 
that way, we are able to meet at all 
times any requirements —- large or 
small —-— of the ever increasing 
number of merchants throughout the 
United States whom we are privileged 













































































to serve. 
ne les. CB un, bn. 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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TERLING silver flatware will be 

displayed in many men’s wear 
windows this fall. And, in return, 
many jewelry store windows will be 
showing men’s neckties. Herbert 
Bergheim, a New York tie designer, 
is responsible. He has injected a new 
idea into his line of fall neckwear: 
he has taken six patterns in sterling 
flatware, each from Gorham, Ince., 
and used those patterns in his newest 
cravat designs. Each is printed in 
three colors on silver-gray pure silk. 
Men’s wear windows in better stores 
throughout the country will feature 
this line as “Designs Inspired by 'Gor- 
ham Sterling”. In return for a color- 
ful, matching tie and silver display in 
his window, the jeweler can gain a 
new audience by supplementing his 
fellow merchant’s tie displays with 
pieces of the actual patterns which 
inspired the designs. 


o © 
()* July 19th W. Averell Harriman, 


then in Tehran as President 
Truman’s special envoy, said, in try- 
ing to reopen negotiations with the 
British in the Anglo-Iranian oil dis- 
pute, “I’m not at all opposed to the 
principle of nationalization.” 

A week before, Mr. Truman in a 
note to the Iranian Prime Minister, 
Me 2% « J We are happy to see 
that the British government has on its 
part accepted the principle of nation- 
alization.” 

Our particular concern about these 
statements is not whether the Iran- 
ians should or should not nationalize 
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their oil industry, that is their busi- 
ness. But we are concerned about our 
“official” endorsement of national- 
ization. If our leaders are “happy” 
about nationalization of oil in Iran, 
would it not be consistent for them to 
be “happy” about enlarging the scope 
of “PX” operations in the States and 
in giving further encouragement, in 
the form of still greater tax conces- 
sions, to American Co-ops? 

Remote? 

Maybe “yes” and maybe “no”. 

For, though official spokesmen for 
the administration might shrug off 
any complaints to the recent Truman 
statements by labelling them mean- 
ingless and without significance, we 





Something to Think About 


COST OF LIVING w tus 
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are reminded of a previous and some- 
what similar statement by the former 
president of the U.S. when, in a cam- 
paign speech of 1932 he interpolated 
a slur at the Supreme Court. The fol- 
lowing day the remark was laughed 
off by the speaker with the explana- 
tion that he was “just rounding off a 
sentence for oratorical effect.” Yet, 
when elected President he embarked 
on a studied campaign against the 
‘nine old men,” which was culmin- 
ated by his abortive 1937 effort to 
pack the Court. 

That’s the way those things work. 

Though the problems of an oil re- 
finery in Iran seem to be far removed 
from any considerations of the future 
of the jewelry trade in America, we 
mention it here because nationaliza- 
tion of any industry in America could 
be a step toward government licens- 
ing and control of retailers. Any 
threat to the American principles of 
free enterprise are a threat to an in- 
dependent jewelry trade. 


© © 


| the days long before they wor- 
ried about their oil wells, the 
kings of Iran worried something 
awful about their carpets. If the King 
of Turkey had a carpet made of silk, 
the King of Iran would want a better 
one—made of satin. And when the 
King of Turkey heard about it, he 
would want one made of sapphires. 
Kept on going like that. And the car- 
pets kept getting more and more ex- 
pensive. 

When the carpet-conscious kings 
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For the holidays . 


+ the thing | 
10 Sell 


1847 Rogers Bros. 


66-piece service for eight 
at $99.75! 


Here’s a special new set for all your 
silver-minded gift shoppers! A most 
complete service for 8 offered at un- 
der $100! Will be advertised in Life. 
Look and Ladies’ Home J ournal (full 
pages in 4 colors) in November and 
December. 


eee Ss ‘ 
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3. At your silverware sec- 
tion. 








1, Feature it in your holi- 


day windows. , Be In your holiday newspa- 


per ads. 4, Remind your aha 


ple to mention it. 


he DPERS BROS 


5. Use folders deeutthing it | A 
in your customers’ mail- me ; ‘ r ; 
ings during Novemb ricas Fi NE 
and December. seen ol S| ve plate 
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began to put expensive gems into 
their floor pieces, their craftsmen had 
to take great care in blending each 
stone into the flamboyant designs of 
the carpet’s surface. Each new carpet 
demanded more skill, because Turk- 
‘sh-Iranian competition made cloth 
less and less suitable. It just did not 
cost enough. If a rug was going to 
have a flower in it, make the flower 
of rubies. Make grass out of emeralds. 
Make it cost more than the other 
fellow’s. Some of these carpets were 
not completed for three years. And 
some cost as much as a small castle. 


According to the historians of the 
14th and 15th centuries, Iran’s King 
Khusraw was the winner. His “Spring 
or Winter Carpet” was tops. It was 
80 feet square: and his workers had 
woven a handsome formal garden 
into it. The garden was studded with 
fruit trees and bright flower beds. A 
tiny stream wound between the 
flowers and the trees. 

The gravel of the garden’s twisting 
pathways was pure gold. The flowers 
and trees were studded with pearls. 
A green meadow in one part of the 
picture was made of a mass of emer- 
alds. Nobody knows what Khusraw 


spent for his victory, but the value of 


the carpet has been estimated at over 
two million dollars. 


o © 


HE old tower clock in Long 

Beach, Calif. had several days to 
run before Charles Hilkey would 
have to re-wind it. He had wound 
the clock with faithful regularity each 
week for more than 40 years. But on 
a Sunday evening in July, Charles 
Hilkey was seized with his final ill- 
ness. It was nine o'clock. Thirty 
minutes later, the hands on the old 
clock stopped. 


© © 
ERB PLANT never wants to see 


another doe again. Last time he 
saw one, it was romping through his 
Buffalo jewelry store, frightening his 
family, and breaking up his glass 
showcases. 

It was closing time on Saturday, 
June 23, and the Plants were getting 
ready to enjoy the first weekend of 
spring. They did not know it, but a 
doe was running a bewildered course 
through the neighborhood, trying to 
find its way back into the woods. 
Plant’s eight-year-old daughter was 
playing near the store with a friend 
when they saw the doe coming in 
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“How could you forget our anniversary?" 
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their direction. They ran for Plant’s 
store. The doe ran too—right behind 
them. They hurried inside and 
slammed the glass door. But the doe 
came crashing through. The children 
ran to safety in the rear of the shop, 
while the doe sprang on the show 
cases, shattered the glass, upset dis- 
plays and scattered jewelry in its 
path. 

Two men saw the excitement from 
the sidewalk. They rushed into the 
shop, grabbed the animal, bound its 
feet and carried it away. Surveying 
the wreckage, Plant estimated the 
doe’s visit had cost him $1,000. 
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OSTED not inconspicuously on 

gilt-edged paper in the cashier’s 
office of a well-known jewelry store 
in Oakland, Calif., is a poster upon 
which is printed: 

“We have made an agreement with 

the bank— 

They will not sell jewelry .. . 

We will not cash checks.” 


© © 
RS. BEULA RIPLEY of Bir- 


mingham, Ala. has never been 
adept with a hammer. She’s glad she 
isn’t. Recently she discovered that her 
rings, valued at $3,000, were missing. 
She reported the apparent theft to the 
police. A few days later, annoyed by 
a lump under her kitchen carpet, she 
took a hammer and set out to pound 
down the lump. But she kept missing 
it. Disgusted, she lifted the carpet. 
There were the rings. 


> © 
BE CERTAIN 


You are buying 


JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THE JEWELERS’ CIRCULAR-KEYSTONE 
. .. not to the Representative. This is 
a double safeguard. 


DON’T BUY AN 
IMITATION 
BY MISTAKE 
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Fall Fashion Picture: new EMpHasis 





HURRY ... HURRY... HURRY! Read your JCK 
fashion news before you buy your fall line of jewelry! 
The clothing industry has held its fashion shows, charmed 
buyers, and many new styles are established for the 
coming season. These new styles, in many cases a com- 
plete change about from last year, are important to fall 
jewelry merchandising and promotion. They should help 
you to sell more jewelry during fall and winter of 1951. 


FASHION FLASH! . .. women are going to wear 


a new shape .. . curves are coming in . . . more 





Wool tweed dress has a 


cover-up for evening ... unusual fabric com- eusvad chosing team the 
binations . . . dark colors dominate . . . vibrant shoulder to hem outlined 
color accessories . . . jewelry enlivens fashion in satin. Rhinestone 

; ; ; expansion belt divides 
scene . . . jewelry enlivens fashion scene .. . tate adhules, bencciel 


jewelry enlivens fashion scene... . 


Following are the fashion facts that should be con- 
sidered when buying and selling fall jewelry. There are 
three major style changes involving silhouettes, fabric 
textures, and basic colors, and you'll find them listed in 
that order. This does not include such special aspects of 
fashion as the Siamese, African, Italian, and other foreign 7 
influences, for these are special influences, and should be 7 | 
studied separately for special jewelry tie-in opportunities. = 





TU 








ee 


THE SILHOUETTE STORY 

A new silhouette making an appearance favors sculp- 
tured curves and definitely rounded lines. No longer shall 
we follow the straight and arrow-narrow, for even slender 
dresses and suits are drawn in a curved line. The curved 
line begins with necklines, with rolled and rounded 
collars, with scalloped revers and scalloped trims. It is 
seen in rounded shoulder lines—often extended—and in 

‘(Please turn to page 186) 
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WINIFRED PARKER REPORTS ... 
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Fall silhouette favors sculptured 
curves, a rounded look. ~ 


Fabric textures are important. 


Black, brown, and gray are basic 
costume colors. 











More diamonds set in yellow = ; \ 
gold. : — 1 ¢ 

More cultured pearls in costume = ee Tena 
jewelry. = 


More cultured pearls in costume 
arty bracelets, pendants. 


Bracelets are wider, heavier. 
Big mobile pins are everywhere. 
Movement, glitter, color, size not- 
able in jewelry. 

Versatility, convertability in 
jewelry at all price points. 


New pyramid of a bulky 
material is dramatized 
with glittering multi- 
colored jewelry accents. 
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on Jeweled Accents 


( Illustrations by Dorothy Burke) 




















Above, left: Dress suit with a rolled 
collar, low neckline, is highlighted 
with a multi-jewel clip and bracelet. 





i ’ Left: Suit emphasizing sculptured 
curves and fly-away panels on the 
skirt, enhanced with sparkling jewelry. 


Right: Fitted coat with shawl collar 
is brightened with a precious jewel 
cluster on pearl choker and bracelet. 












































| 
Distribution of 1948 Jewelry Sales at Retail by Stores in Various Volume Brackets 
annennninsisiiaeaill 
| 7 
No. of | Per Cent of Sales Per Cent of | Average Sales 
Sales Volume Bracket Stores | Total Stores | Dollar Volume | Total Sales Per Store 
Over $1,000,000............... 61 0.3 $109,360 ,000 8.9 $1,792,787 
$500,000 to $1,000,000......... 177 0.8 120,835,000 9.9 682,684 
# $300,000 to $500,000......... 319 1.5 120,842,000 9.9 378,815 
$100,000 to $300,000......... 2,087 9.8 336 , 730,000 27.5 161 ,346 
$50,000 to $100,000......... 3,255 15.4 227 ,250 ,000 18.5 69,815 
$30,000 to $50,000........ 3,362 15.8 129,842,000 10.6 38 ,620 
$20,000 to $30,000......... 2,704 12.7 66,186,000 5.4 24 ,477 
$10,000to  $20,000......... 3,903 18.3 57,386,000 4.7 14,703 
$5,000 to $10,000......... 2,183 10.3 16,416,000 1.3 7,519 
$2,090 to 2 eee 873 4.1 3,159,000 0.3 3,618 
Under $2,000.................. 272 1.3 402 ,000 0.03 1,478 
Part Year Operation............ 2,073 9.7 36,470,000 — -  xeedupmatas 
| eee 21,269 100.0 $1,224,878,000 an error 

















J UST how much has the picture of the retail 
jewelry business changed in the ten years between the 


Census of Business in 1939 and the recently completed - 


census based upon the year 1948? In the February and 
March issues of THE JEWELERS’ CIRCULAR-KEYSTONE the 
overall growth of the industry was analyzed in the article 
titled “The Changing Picture of the Retail Market” (Feb- 
ruary 1951, Pages 94-95; March 1951, Page 112). This 
analysis was based upon the compilation of results of the 
1948 census by the Bureau of the Census. This month, 
the Bureau released its latest findings which show the dis- 
tribution of retail sales between stores in the various 
brackets of sales volume. Let’s see how this breakdown 
on 1948 jewelry sales compares with that for 1939. 

Of the 21,269 retail jewelry stores shown by the 1948 
census to exist at that time, 11,965 or 56.3 per cent of the 
total had annual sales volumes of $20,000 or more. This 
group of stores accounted for 90.7 per cent of the total 
jewelry store sales in 1948—$1,224.878,000. Of the re- 
maining, 7,23] stores, representing 34 per cent of the 
total, or those stores who did Jess than $20,000 each in 
1948, accounted for only 6.3 per cent of the total 1948 
jewelry sales volume. (The remainder of the total is rep- 
resented by those stores who did not operate for the en- 
tire year. This group numbered 2,073 units, represented 
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9.7 per cent of the total number of stores and accounted 
for 3 per cent of the total jewelry sales at retail.) 

Keeping in mind the fact that business in the U. S. 
since 1939 has expanded just about three-fold according 
to government figures, let us look at the figures for 1939. 
Of the 14,559 jewelry stores in operation that year, 7,330 
consisted of stores which had sales for that year of $10,000 
or better. These stores accounted for 90.5 per cent of the 
entire jewelry sales volume at retail. The other half, 
7,229 stores, representing those with sales for the year 
under $10,000, accounted for only 9.5 per cent of the 
1939 sales total. 

With the retail sales volume of jewelry in 1948 approx. 
imately three times what it was in 1939, the same ap- 
proximate proportional distribution of sales existed. The 
only significant change was the fact that where in 1939, 
the half of all jewelry retailers who did 90.5 per cent of 
the total sales had volumes of $10,000 or better, in 1948, 
90.7 per cent of the sales were done by retailers who had 
sales volumes of $20,000 or better. Generally speaking, 
a retail jeweler who in 1939 did a sales volume of $10,000 
was about on a profit par with the jeweler of today doing 
$20,000. 

As these figures bear out, the retail jeweler, along with 
other lines of retail business, has enjoyed an increase in 
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Of the Business 
Is Done by 


These stores, repre- 
senting 56.3% of the 
total, did 90.7% of all 
jewelry business aft re- 
tail in 1948. 


























6 Per Cent 
of the Jewelers 


These stores, repre- 
senting 43.7% of the 
total, did only 9.3% of 
all jewelry business at 
retail in 1948. 




















Breakdown of 1948 retail jewelry sales by the Bureau of the Census into 
proportions done by stores in different volume brackets, reveals that 90.7 


per cent of the business is done by stores doing $20,000 and over a year. 








sales volume brought about, not primarily as a result of 1948 total, and averaging in sales $682,684 per store. 
the happy position the jewelry industry found itself dur- In the $300,000-$500,000 bracket were 319 stores, 1.5 
ing the war years, but as a natural result of economic per cent of the total number of stores, which did a com- 
changes which took place in the country as a whole, re- bined business of $120,842,000. This was 9.9 per cent 
sulting in an upswing in better living conditions and busi- of total 1948 sales and averaged per store $378,815. 
ness in general. There were 2,087 stores in the $100,000-$300,000 vol- 
In the breakdown of 1948 jewelry sales by store vol- ume bracket or 9.8 per cent of the total. These stores did 
ume (see chart on opposite page) there were 61 stores that the largest percentage of all 1948 jewelry sales—27.5 per 
each had sales of $1,000,000 or better that year. This cent or $336,730,000—an average per store of $161,346. 
group of 61 stores, comprising only about 0.3 per cent Second highest group from the standpoint of percent- 
of all jewelry stores that year, accounted for $109,360.- age of total sales volume was 3.255 stores in the $50,600 
000, or 8.9 per cent of total 1948 sales. Average sales volume bracket. This group amounting to 15.3 per cent 
per store were $1,792,787. of the total number of stores did a combined total of 
Next group in point of individual store volume was $227,250,000 in sales, 18.5 per cent of the total and aver- 
that composed of 177 stores which each did from $500,- aging $69,815 per store. 
000 to $1,000,000 for the year. This group comprised Stores in the $30,000-$50,000 volume bracket, number- 
0.8 per cent of the total number of stores. Business done ing 3,362, 15.8 per cent of the total, accounted for 10.6 
by this group totaled $120,835,000, 9.9 per cent of the (Please turn to page 194) 
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Usiné Color 


For Window 
Nales Appeal 


by VIRGINIA DIXON 














Sketch A 


Black—Dark green (G shade 1) 
Dark gray—Red orange red (ROR) 
Light gray—Light green (G tint 4) 













































ors ge a 
hitb VU (GG 


‘(ee ee 
= |< 











Sketch B 


Black—Red violet red (RVR) 
Gray—Light gray blue (BGB shade 3) 


, «a use of color in jewelry store displays, 
has been too generally limited to a few traditional colors 
notably aquamarine and maroon, with neutral grays 
cream tones and black covering most window hed. 
grounds, elevations and display pads. The idea that a 
black background is the most flattering of all for all 
jewelry merchandise is still widely held. It seems too bad 
for the jeweler not to take advantage of the possibilities 
for more eye-appealing and sales-compelling displays by 
the wider and wiser use of color. 

Tailored to the type of clientele and the general per- 
sonality of the store, color schemes may be varied and 
gay and yet be as quietly dignified as the most conserva- 
tive could wish—or, as traflic-stopping as the most pro- 
motion-minded could want. Clear, bright colors in large 
areas for the latter; soft grayed tints and shades with 
bright accents for the former, is the system. Where the 
budget will not permit frequent change of complete 
backgrounds, colorful accessories can do an effective job, 
Where the budget is more generous, complete color 
changes can set a new selling mood for each merchandise. 
change. The color of window backgrounds should, if at 
all possible, be changed at least once a season. This, more 
than anything else, will refresh and renew the appearance 
of your windows. 

These seasonal color changes give an opportunity to 
keep the displays in harmony with both nature and 
fashion! Autumn foliage colors are a good guide for fall 
displays—browns, tans, rust tones, deep greens with 
bright orange and red for accent. Deep rich blues, ma- 
roons, and violet tones belong to winter with a swing to 
fresh, light tints for spring—light green, coral, daffodil 
yellow. Cool blues and greens are the cue for summer 
with bright reds and yellows for accents. 

The emotional appeal of color is strong. Probably be- 
cause of past associations, certain colors seem to appeal 
to certain definite emotions in all of us. A lengthy list 
could be made, but the choices are rather obvious and 
will no doubt conform to your own reactions . . . pink for 
daintiness, red for danger and excitement, orange—cheer 
and stimulation, brown—mellowness and age, purple— 
opulence and royalty—and so forth. Don’t neglect to take 
advantage of these mental associations with color when 

(Please turn to page 190) 





































Sketch C 
Black—Dark blue (B shade 3) 
Dark gray—Dark gray violet (V shade 3) 
Light gray—Light gray green (GYG shade 1) 
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Papier mache owl ‘‘pro- 
fessor" sets theme for 
back-to-school display. 


back-to-School . .. 


A Gift Display for September Promotion 











Just those items which 












































appeal to the student 
returning to school are 
shown in this window of 
varied gift suggestions. 
































Te “Back-to-School” gift theme is drama- 
tized in this window with a pert owl “Professor” in papier 
mache by Staples-Smith and a garland of owlish stu- 
dents’ heads with pennants and autumn leaves also from 
Staples-Smith. Larger pennants carry the display’s copy 
messages. 

These units are colorful, with good attention value 
and could be used again in a different setting for gradua- 
tion or any other school tie-up. The “Professor” is a 
half-round unit which can be used free-standing or against 
the background. As shown in the photograph, he comes 
without the copy-bearing pennant which your own show- 
card writer can make for you and which can easily be 
attached to the figure. The students’ heads are made of 
tissue paper mesh balls with perky little features fastened 
in place. A yard length of garland is shown in the sketch, 
but additional yardage may be ordered for larger win- 
dows. The units are light enough so that they can easily 
be attached to the background. 

The secret of the selling success of such a window as 
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Garland of "students" for the “ 
background are little tissue 
paper balls with perky faces. 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 


Papier Mache Owl — half-round about 156 Smith Street 
24 inches high—$12.50 Brooklyn, N. Y. 
Staples-Smith 
Owl head garland—with pennants and 
leaves—$9.50 a yard Staples-Smith 
Larger colored paper pennants lettered Your show-card 
with copy writer 





this, is in the choice of merchandise displayed. Your 

“Back to School” window should not show a selection 

of all your merchandise, but just those items which should 

logically and sensibly accompany the boarding school or 

college-bound youngster on his way . . . watches, travel- 

ing clocks, pen and pencil sets, portable radios, wallets, 
(Please turn to page 189) 
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Program of Speakers and Events 


Sunday, August 12 


1:00 P.M. to 8:00 P.M.—Registration 
2:00 P.M. to 9:00 P.M.—Exhibits Open 


Monday, August 13 
9:00 A.M. to 6:30 P.M.—Registration 
9:00 to 7:00 P.M.—Exhibits Open. Your Badge will admit 
you. 


12:30 P.M._—National and State Officers Luncheon. 


Presentation of ANRJA Regional Vice-Presi- 


dents :—Abbott, Carter, Clark, Henebry, Kind, 
Kirkberg, Moon and Stevens. 
2:00 P.M.—Convention Session: Sert Room, Lobby Floor, 
Park Avenue side. 
Vice-President Leo F. Henebry presiding. 
Convention Theme: “THE RETAIL JEWELER 
IN A DEFENSE ECONOMY.” 






EXHIBITORS 


A 
Aaron, Samuel, Inc., 62 West 47th Street, New York 19, 
I Sih i a etd Re Baliga eee 325 
Accro Watch Co., 20 W. 47th Street, New York, 19, N. Y. 
Rooms 868, 870 
Adams, Wm., Inc., 15 W. 47th Street, New York 19, N. Y. © 
323, 324 
Adler, Albert, 714 Sansom Street, Philadelphia 6, Penna. 
Foyer Astor Room 
Admark, 714 Sansom Street, Philadelphia 6, Penna. 
Foyer Astor Room 
Aisenstein, Louis & Bros., Inc., 16 East 40th Street, N. Y. 16 
41, 42 
Allcraft Novelty Co., 16 Maiden Lane, New York 7, N. Y.. .307 
Allsopp-Steller, 49 Chestnut Street, Newark 5, N. J. 
Rooms 5G, 5H 
Alva Pearls, Inc., 220 Fifth Avenue, New York 1, N. Y....319 
American Incabloc Company, 366 Fifth Avenue, New 
on ico dbecddciweuweleee¥. WEES 48 





Defense Lconomy| 


Monday’s Theme: “THE JEWELRY INpDtg 
TRY BUILDS FOR THE FUTURE” 
2:05 P.M.—“The Contribution of National  Advertiger."_ 
Leo F. Henebry. 
2:10 P.M.—“The Hallmark of a Progressive Industry—T}, 
Jewelry Industry Council.” 
Introductory Remarks: Albert E. Haase, fx. 
ecutive Director, Jewelry Industry Council. 
“Why the Jewelry Industry Council?”—Vjeto, 
A. Lambert, Chairman, Jewelry Indust, 
Council. 
“Why Industry-Wide Publicity and Promotion” 
—Joseph A. Bernstein, Director of Planning 
and Copy, Metro Associated Services. 
“Who Gets the Benefits of the Council’s Py}. 
licity and Promotional Activity?”—John ). 
Heaslip, Sales Promotional Director, Jewelry 
Industry Council. 
3:10 P.M—“Time—The Jeweler’s Specialty”—Presented 
by the Watchmakers of Switzerland. A pre. 
view of merchandising aids for the retail 
jeweler for the coming year. 

3:35 P.M.— “The Diamond Industry Builds for the Future’ 
—Advertising and Publicity Program spon. 
sored by DeBeers Consolidated Mines, Ltd, 
George D. Skinner of N. W. Ayer & Son, Ine. 

0 P.M.—Adjournment. 

0 P.M.—President’s Reception and Dinner for Presidents 
of National Jewelry Trade Associations, (By 
invitation only.) 

8:00 P.M.—Opening Convention Session: Sert Room, Lobby 

Floor, Park Avenue side. 


4:0 
533 


(Please turn to page 177) 


AT ANRJA CONVENTION—AUGUST 13 to 16 


American Safety Razor Company, 315 Jay Street, 


CE Me Wy oi b eid eeeeseeense aes eeeanranel 45, 46 
Art Paper Company, 10 West 23rd Street, New York 10, N. Y. 
117 
Associated Silversmiths, Inc., 900 Third Avenue, New 
I ies 6.666 600049 604444450 doeneesenenee ede 322 
Axel Bros., Inc., 21-10—49th Avenue, Long Island 
ek i. rere TT eT ee TTT ee reer TT 56, 57 
B 
Babcock Box Co., Inc., 43 South Main Street, Attieboro, 
i .. cee at ius bcsead senwese eked snnadnseaneesee 131 


(Please turn to page 178) 














is Theme of ANRJA Convention 


DUS. In these days when the increasing demands Following registration, and inspection of exhibits on 

rs” of national defense and the governmental controls that Sunday afternoon and Monday morning, the jewelers will 
inevitably follow a stepped-up defense program are up- quickly get down to business Monday afternoon at a lively 

The permost in the minds of all businessmen, the American and dramatic presentation—"The Jewelry Industry Builds 

Ex. National Retail Jewelers Association has built its program For The Future —by the Jewelry Industry Council, the 

1. for the 46th Annual Convention and Trade Show around Watchmakers of Switzerland and the DeBeers Consoli- 

letor the theme: “The Retail Jeweler In A Defense Economy.” dated Mines, Ltd. On Monday evening, President Kenneth 

. From August 12 through 16, retail jewelers from all I. Van Cott will formally open the convention, and intro- 

mn.” parts of the country will gather at the Waldorf-Astoria duce a Fall Fashion Show staged by Martha Percilla, 

ume Hotel in New York City when leaders of their own indus- Fashion Director of the Jewelry Industr y Council. 

ub. try and the government give them up-to-the-minute in- Highlight of the entire convention promises to be the 

D. formation that will vitally affect their business during the Tuesday morning session when Michael V. DiSalle, Direc- 

" coming year. (Please turn to page 177) 
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" Fair Trade 

: CARLETON G. BROER 

| Chairman ANRJA Fair 

by Trade Committee 








Price Control 
MICHAEL V. DiSALLE 


Director of Price Stabilization 






























Washington News 
LEON HENDERSON 


Jewelry Research Foundation 




















































































Gertrude Brassard, table merchandise editor 
of The American Home, and Helen Chamberlain, 
noted west coast table authority, judge table. 


Ax Arkansas jeweler wanted a greater 
share of his city’s china sales. He needed a promotional 
idea which would do the job. In 1950 he had increased 
his sales of silverware with a successful table-setting 
show. Would a similar promotion click a second time, 
just a year later? Considering the success of his first 
promotion, he didn’t see how he could lose, but there 
was only one way to find out—that was to go ahead 
with it. 

Fred Vining of Pine Bluff, Ark. (population 37,000) 
is the enterprising jeweler who experienced such good 
results with his 1950 table-setting show. When con- 
sidering the possibility of a successful follow-up show in 
1951, he reasoned that a second show would prove to 
be a success if improvements were made in 1950 tech- 
niques. He was right. 

The second show attracted more than 4,000 visitors 
during its two-day run. In the first three months fol- 
lowing the 1951 show, which was held on March 29 and 
30, Vining estimates that his china sales have increased 
750 per cent and his glassware sales 800 per cent. Silver- 
ware, which experienced such great sales gains as a result 
of the 1950 show, increased in sales also, but not so 
noticeably as china and glassware, which were given 
major emphasis. 

Vining attributes the show’s success to several im- 
portant improvements in promotional technique which 
he learned from his experience in 1950. The second 
show was publicized through women’s clubs, newspapers 
and the radio. In the previous year, he had channeled 
a large portion of his publicity through the local schools. 
Teen-age response was excellent in 1950, but children 
did not provide Vining with the mature audience which 
he desired for this particular type of event. He con- 
siders teen-age traffic an important part of his store's 
activity, but he prefers to attract this age-group with 
a other methods than one which is primarily of interest 


Each of the local women's clubs was invited 


to enter a table in the contest. 25 groups 
entered the show. More than 4000 attended. 























(‘ontest Merits Second Run 


















































This jeweler used a table contest in 1950 to promote his silverware. 
A year later, he proved it could be done again—to promote china sales. 





by CARL DAVIDSON 





to an adult audience. Vining found that adults stayed 
longer and returned more frequently. As he anticipated, 
the absence of children permitted the visitors to inspect 
each table leisurely, without the noise that accompanies 
a young group. He considers his 1951 show a decidedly 
improved one in this respect. 

Each of the women’s clubs in the Pine Bluff area was 
invited to enter a table-setting in the show. Prizes were 
to be awarded for the most outstanding settings. A 
second important improvement was made in Vining’s 
selection of persons to judge the entries. His experience 
proved to him that well-qualified, nationally-known 
judges are essential if a show is to be lifted from the 
“novelty” classification to the position of a dignified 
public service. Had he not selected such outstanding 
judges in 1951, Vining believes that he could not have 

(Please turn to page 192) 


























WHAT DID IT COST? 


Vining’s total expenditures for the entire show were 
only $1376. Considering the results which the show 
brought him, Vining considers this an extremely worth- 
while investment. His expenditures included: 





Hotel—including ballroom, storage rooms, 























ete. ... eae ke $233.79 
Advertising—radio and newspaper ...... . 22.10 
Moving and drayage of equipment to hotel. 15.30 
Sign painting (for individual tables)... .. . 28.00 
Flowers (corsages for judges and attendants) 20.00 
Judges’ Expenses (transportation, food, 
lodging) .......................... 377.00 
Cash prizes (to winning tables).......... 250.00 
Door prizes (to spectators) ........... 110.09 
Freight (for manufacturers’ displays) 58.00 
yr neebt eee ae 19.00 
Gifts (to ladies who assisted at the show). . 20.00 
Printing (programs, stuffers, etc.)....... . 222.93 
Total expenditures _.. .$1376.12 





Best tables were selected from three types: 
formal, casual and special events. Vining 
awarded $360 in prizes, spent $1376 in all. 


























Third official ““Watch Inspection Time”? promotion planned by the Jewelry 


Industry Council on an industry-wide basis is timed to have its greatest 


emphasis on the public following the close of the summer vacation period. 


- plans for the third annual “Watch 
Inspection Time” promotion by the entire jewelry indus- 
try have been completed by the Jewelry Industry Council 
following a series of joint advisory meetings with sales 
executives of the watch and watch attachment industries. 
This nationwide fall jewelry-store promotion is timed 
logically to increase store traffic and business ‘in watch 
repairs and the sale of new watch attachments. Scheduled 
from September 6 through the 15th, this year’s “Watch 
Inspection Time” is designed to reach the public in its 
most suggestive mood—at the close of the vacation period 
during which watches presumably get the most abuse. 
During this period the public will be continually reminded 
of the need for having at least one annual watch checkup, 
inspection, overhauling and general “brightening up” 
by experts. 

The Jewelry Industry Council as well as watch and 
watch attachment firms will provide jewelers with display 
and promotional material all themed to the idea of bring- 
ing people into the store to have their watch inspected 
and, where needed, overhauled and modernized with a 
new band. 

Plan-book suggestions for promotion and the “Watch 
Inspection Time” display kit will be sent to retail jewelers 
well in advance of the promotion time, probably not later 
than August 1. This “idea book” which is based upon 
the successful experiences of many retail jewelers during 
the preceding three similar promotions. shows how 
jewelers may again profit by the nationwide “Check Up 
and Dress Up That Watch” promotion in September. 

Reasons why this promotion is such an outstanding and 
natural type of traffic-builder are set forth, together with 
an illustrated series entitled “Ten Tested Ways to Make 
the Most of Watch Inspection Time.” In addition, all 
advertising, radio commercials. and direct mail sugges- 
tions are separated into two groups this year. One group 
of suggestions features two phases of the program, basing 
the traffic-pulling appeal on two offers: an offer of a free 
inspection of the customer’s watch, together with the 
suggestion that the customer “brighten-up” his watch with 
a new band from the many suggested types carried bv 
the ieweler. 

Other promotional suggestions feature the one theme: 
the offer of a free watch inspection bv experts during the 
time of the promotion. Complete window displays are 
suggested, built around disnlay cards supplied by the 
Council with this promotion kit. The idea of dressing up 
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Watch Inspection Time... September 6 to 15 









Uress typ your wills 


SEPTEMBER 6th TO 15th 








94 WATCH INSPECTION TIME 


SEPTEMBER 6th TO 15th 











the watch with a new case, crystal, dial, hands and watch- 
band is emphasized strongly in the copy which features 
both the free inspection and the “brighten-up” sugges- 
tion. 

In announcing the importance of this event in terms of 
dollars and cents income to retailers, A. E. Haase, execu- 
tive director of the Jewelry Industry Council, points out 
that a jeweler who participates in this promotion stands 
out to his public as an interested and service-minded type 
of business man, so valuable to any community, at any 
level. “This promotion is also important.” Haase reminds 
jewelers, “because it involves a big slice of the store’s 
annual income. More than 17 per cent of the average 
Jewelry-store income is from the repair of watches alone. 
Moreover, Watch Inspection Time can increase this per- 
centage, because it increases repair traffic generally— 
and,” he points out, “nearly 40 per cent of all traffic comes 
to the store for repairs to jewelry of one sort or another.” 

Based upon reports from last year’s “Watch Inspection 
Time” promotion, one of its most valuable by-products 
is the friendly and disarming mood it develops in cus- 
tomers when the jeweler offers a free watch inspection. 
This mood makes it possible to approach the customer 
on such things as Christmas lay-away buying, new watch 
bands and attachments, and other articles of interest 
to him. 
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Triple... yes, even quadruple your sales 
of Ronson Accessories with this 


new KONSON 
Display Rack “A-3 









































Tests in over 69,000 
| | stores prove ‘reminder 
display boosts sales! 


Here’s what over 65,000 retailers have found, 
after putting Ronson Accessories self-service 
fixtures to work on their counters: Sales 

triple, even quadruple, when the cabinets 

are well displayed and stocked! You, too, 

can reap record profits—with this new Ronson 
Display Rack. It’s a powerful reminder for 
your customers to buy Ronsonol Lighter Fuel, ay 
Ronson Redskin ‘Flints’ and Wicks—the Accessories 44%-f77 = 
that outsell all other brands combined! — < 


Why such amazing results? 


Because your customers know Ronson Ac- 
cessories are thé world’s finest—thanks to 
the most powerful advertising in the field. 
Every week=in Life,Saturday Evening 
Post or Collier’s...on network#radio and te OP ee ria » | 

TV programs md TV spots. This forceful 1 ae Se ee | 
pre-selling makes the new Ronson map ee see) ea. 2 
Accessories Rack work like magic for youl! 
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Ronson Art Metal Works, Inc., Newark 2, N. J. ; So : ss i 





Eye-catching! Colorful! 


yam The new Ronson F JUST KEEP IT 
ccessories Display Rack f 

(A-3) is of sturdy metal con- hi FILLED eee SALES 
struction. Takes up only é 

44” x 742” on your counter. y MAKE THEMSELVES ! 


Holds 9 cans Ronsonol, 
24 Ronson “Five Flinters,” 
8 Ronson Plastikits. 


It’s like having an 
extra salesperson in 
your store! Just put 

your Ronson A-3 Rack 
where customers can | 
see it and serve 
themselves. Extra | 
sales! Extra traffic! 
All you do is take 
the money! 


IT’S YOURS, AT NO EXTRA COST, 
IN A DEAL EVEN THE SMALLEST STORE 
CAN EASILY HANDLE! 


Get full details today from your Ronson Supplier porate 
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DO YOUR WINDOWS 























A seasonal motif is the theme for this display of jewelry to be seen in the Spring fashion picture. 


Jewelers should capitalize upon every promotion opportunity in order to keep 
their windows versatile and up-to-the-minute. Special attention should be 


paid to staging both in the merchandise shown as well as the background props. 











Mi ans jewelers try to make their displays do 
too much. They cram their windows with excessive mer- 
chandise. This is a serious error, because jewelry is not 
adaptable to mass displays. It is a personal and intimate 
thing. It should be displayed in a way to suggest its use. 

If you want to capture the attention of window shop- 
pers, give them a window show which is completely dif- 
ferent. Dramatize the merchandise with small theatrical 
effects. But change your windows frequently. 

The jeweler must always remember that the passerby 
is interested in merchandise. Too much decoration is 
detracting and, therefore, ineffective. Two or three well- 
chosen decoratives against a simple, colorful background 
are all that are necessary to make your merchandise eye- 
catching and dramatic. 

The alert jeweler will capitalize on every special pro- 
motion. At Everts, we have special window displays for 
St. Valentine’s Day. Easter, June weddings, Mother’s Day, 
Father's Day and Christmas. In addition to these regular 





Even such a mundane item as stationecy is 
glamorized in this Evert's display which 
picked up the paper decorations and used 
them as decorative motifs for the showing. 


Rather than cramming the window with every 
item in the store as many are prone to do, 
especially at Christmas, a one-of-a-kind 
showing tells the story more effectively. 


say DUY or PASS-BY? 


by GEORGE T. ROBEY, Display Director, 
Arthur A. Everts Co., Dallas, Texas. 


promotions, we work closely with the Jewelry Industry 
Council in each of its promotions. We always cooperate 
in such events as Diamond Jubilees, Watch Parades, 
Silver Parades, and Watch Inspection Time. We receive 
untold benefits from participation in these events. Idea 
booklets on these promotions are furnished by the Coun- 
cil. And the booklets give window display ideas as well 
as advertising helps to assist the small jeweler with a 
limited budget. Displays which tie-in with national pro- 
motions are worthwhile, because they show the public 
that the jeweler who is participating is in tune with the 
newest developments of his industry. The store which 
participates gains added prestige and does a great deal 
toward establishing himself as the finest jewelry store 
in his city. 


(Please turn to page 203) 
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Special Services Build Diamond Volume 


This jeweler thinks of every purchaser of a low-price stone as a potential 


buyer of a better stone in the future. 


It is not unusual for a customer who 


bought an inexpensive ring five years ago to return to buy a better stone. 


by R. S. HAYES 


Mrs. Maude Allen, manager of 
the Rogers store, compares two 
stones with a young customer. 
Every customer is shown the 
best stones in Rogers’ stock. 


/ can be a lot more to diamond mer- 
chandising than merely carrying an excellent stock, dis- 
playing it well, and backing it up with skilful salesman- 
ship, according to Mrs. Maude Allen, head of Rogers 
Jewelry Company, in Panama City, Fla. 

The modern Rogers store, located in a populous north- 
western resort city on the Gulf Coast, invariably sur- 
prises new visitors to the store, due to the breadth of its 
diamond inventory. At first glance, the Panama City area 
gives the impression of a modest-income district, but the 
Rogers Jewelry store consistently sells diamonds in the 
$850 and above classifications, which traces directly to 
excellent merchandising methods at the point of original 
contact. 

One of the most important considerations in diamond 
selling, Mrs. Allen believes, is to remember that the cus- 
tomer who must buy an inexpensive stone today, is a 
potential purchaser of a much more expensive diamond 
in the future. Therefore, no matter whether the customer 
is a young white-collar worker or a grocery clerk, Rogers 
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is always careful to show “both the high and low” when 
presenting diamonds. “By that I mean that we see to it 
that every customer who buys a diamond gets a look at a 
fine-quality, expensive diamond of the same type, while 
making his purchase,” Mrs. Allen said. “For example, 
when a young husband-to-be is selecting an engagement 
ring, and must spend less than $200, we show him not 
only our choice of engagement rings and weddings rings 
in that bracket, but always bring out a $1,000 diamond, 
or even a more expensive type, while the customer is at 
the counter. This, naturally, is usually out of reach ol 
the customer, but we find that it implants a desire for 
ownership, which may be translated a few years in the 
future to an actual purchase. It isn’t unusual for a cus- 
tomer who has purchased a $300 diamond ring, for 
example, to buy a $1,000 ring five years later.” 
Showing the expensive diamond is not likely to “scare 
off” the sale. Mrs. Allen finds, instead, that the customer 
who has already purchased one diamond, is likely to be 
(Please turn to page 205) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














SHOW "THE ETERNAL GEM"... before club 
groups, schools and trade associations. 





INVITE PEOPLE INTO YOUR STORE... by an- 
swering questions, and distributing diamond 


literature you can make new friends for a 


your store. . 





TALK ABOUT DIAMONDS... and your diamond 
selections. The assembled audience gives 
you a wonderful opportunity to talk to 
potential new customers. 


“The Eternal Gem” is a fast-moving profes- 
sional production, just 10 minutes in length. 
It gives the history of diamonds, the story of 
famous stones, and facts about diamond-cut- 
ting operations. For details on how you may 
acquire “The Eternal Gem” for your own use, 
write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 


plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
Post. 3. Diamonds As Gems of Fashion — in Vogue and 
Harper's Bazaar. 


Publicity in newspapers, magazines, on the radio and 
television. 


Lectures throughout the country. 


Diamond Sales Manual .. . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 
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The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. : 


Part V 


= leaving the ruby and _ sapphire 
division of the corundum field, it is necessary, as far as is 
possible, to give some indication of the availability and 
cost of this important group of stones. It must be em- 
phasized and re-emphasized that the figures given in the 
accompanying table are only a general guide to the retail 
sales prices, disregarding taxes. It is obvious that the 
real price range of stones of this group can vary several 
hundred per cent; one dealer, for example gave the price 
range for Ceylon sapphires of one carat at $5 to $100. 
Such a figure is meaningless and of no value. All we can 
do is give the figures for average quality stones, neither 
excessively poor nor extra fine and gem. The rubies and 
sapphires listed below are of comparable quality; as will 
be the emeralds and diamonds listed later. Actually most 
colored stones of any size are individuals and can be 
individually priced; some stones, large rubies and 
emeralds reach very high totals and it was not possible 
to get a satisfactory figure for a 5-carat ruby. Rubies of 
this size may be priced at almost any figure and $50,000 
would not be unheard of. 
Price per carat, at retail of average quality “Oriental” 
stones: 


Ruby Sapphire 
Calibre $ 80 Calibre $ 65 
14 carat 135 \% earat 100 
l carat 265 1 carat 200 
2 carats 675 2 carats 300 
5 carats 1500-2000 5 carats 550 


An attempt was first made to list Siam rubies, Ceylon 
sapphires and Australian sapphires, but found not worth 
the trouble. The finest Ceylons approach oriental quality; 
poor ones may sell for very little. Australian sapphires 
which turn black in artificial light, may be worth $10 to 
$40 a carat, almost regardless of size. Fine Siam rubies 
approach Burma stones and become “orientals”’: darker 
and yellower Siams sell for $20 to $100 each for a 
l-carat stone. In conclusion, we wish to emphasize again 
that these are average figures, obtained in consultation 
with several of the best stone houses in the city, but not 
agreeing exactly with any. They are intended only as a 
suide to the relative availabilities of the different sizes 
of stones and the order of cost. As soon as a stone be- 
comes an individual (and fine colored stones become 
individuals long before reaching the size that makes a 
diamond an individual) they are individually priced. 

The corundum gems are among the most satisfactory 
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A Short Course in Gemology 









by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


for the jeweler because their great hardness (9 on a 
mineralogical scale which places diamond at 10 and all 
other minerals at less than 9) and high refractive index. 
Tradition and popular familiarity gives them universal 
appeal that makes it unnecessary to sell them. They stand 








Fig. |. Star sapphire. At right is shown the bottom of the stone 
with the white lines accenting the hexagonal growth lines of the 
crystal, apparent on the actual stone. 





up under conditions of hard wear as do few stones, hence, 
they are suitable for engagement ring use by those who 
want to be “different.”” They are expensive enough and 
rare enough to give the owner pride in the possession of 
even a small stone. In color they are very attractive, 





Fig. 2. Colored back quartz "stars". The star ef- 
fect is present in the quartz but the colored back 
reflects the light and tints the stone. 


there are no other colored stones which come in quite 

such fine reds and such rich blue as rubies and sapphires. 

Related gems of the same composition, the same 
(Please turn to page 196) 
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The very ultimate 
in diamond glory 
is illustrated 
with the 


CIRCLE er 
LIGHT diamond 


The diamond with the signature no other can copy 








Men who know diamonds best recognize the | 


EXTRA VALUE in the continuously faceted girdle 





& ee of the Circle of Light Diamond. This rim of radiance 
cso adds greater loveliness, greater size appearance, 
Pn ton a 
> eS 
iri greater fire . . . all at no greater cost than 





conventionally polished diamonds. Your customers 
can see this EXTRA VALUE too. It’s the very 
evident point of difference in the highly 


demanded Circle of Light Diamond. 


y Wen n/ lay 


Dallas Office: 
311 South Akard St. 


Los Angeles Office: B A [ | \A é () ||) 
220 West Sth St. 


ae, Brothers, Ine. 


an affiliate of 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 








Melee Plant: 
305 East 45th Street, N. Y. C. 





Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
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COOPERATION . .. 


A Magic Carpet to Greater Sales 














—_— every jeweler has wished at least 
once, as he watched the big spreads and heavy selling 
impact of big advertisements, that he too had important 
promotional money to sell his store in a big way. 

In many localities throughout the country, jewelers 
have discovered a way to make a small appropriation do 
a big-time selling job. The secret they have found is 
cooperation. Cooperating with other merchants next door 
and across the street to solve common selling problems is 
one way the owner of a jewelry store can do a big sell- 
ing job. 

Cooperation does not always come easy. In Sacra- 
mento, California, the jewelers and other merchants took 
to it only after a problem had them all scratching their 
heads. But the results were what one termed, “terrific.” 
They learned in Sacramento that by putting a small part 
of the promotion funds into a cooperative kitty, it is often 
possible to do a whale of a job which benefits each store 
much more than it could be if it worked alone. 

Like most cities today, Sacramento’s business district 
is clogged with automobiles. There is no place to park. 
So people began to shop in alarming numbers at outlying 
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Merchants who have tried it find that a 
joint promotion among all retail stores 
accomplishes more than could be done if 


each worked alone. It costs less too. 


by DAVID MARKSTEIN 


shopping centers. The trend was alarming, at any rate, 
to the downtown merchants and dealers who saw business 
slipping away because the customers could not reach 
their stores. 

No jeweler operating alone could have done much more 
than make a dent in the trend. A parking space here or 
there would not have solved the problem. People had to 
be assured that they could reach all business district stores 
with fair ease. 

Working in cooperation with other merchants in the 
commercial area, Sacramento’s downtown jewelers de- 

(Please turn to’ page 200) 
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unlimited... 


@ You can confidently count on the House of Winston to precisely 
fulfill your stipulated requirements as to weight, quantity, 
" quality and color of the diamonds you need—promptly and 


at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely: at your disposal. 


TFS 
dt, | 
{= ; : 





ail 


oe i or 


TARRY WINSTON. 


44 ' 7 EAST Sis: STREET, NEW YORK 























OWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 





THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CiTyY. 














What Do We Do? 


The Account Has Skipped! 


The credit customer who skips out on you without making his payments 


can wreck your financial structure. How are you prepared to stop him? 


Here are 17 tested steps which you should follow to protect yourself. 


‘Le man has disappeared. He owes you 
three payments on a watch. Your credit department asks 
you: “What should we do about it?” 


That question—“What should we do about it?”—will 
be heard more frequently in the months ahead as the 
general financial picture becomes tighter. 


Such “skips” must be traced quickly. The financial 
security of any jewelry store is at stake every time it is 
victimized by a skip. Every debtor who seeks to evade his 
payments must be found and made to pay. There can be 
no laxity, for laxity will destroy any firm’s credit system. 


What should you do when you have discovered a skip? 
Here are 17 points which should be followed: 


1. Use the services of the skip-trace bureaus in your 
city. These organizations are supported primarily by 
installment financing firms which specialize in automo- 
bile loans. They have trained personnel to run down 
the person who skips. Their fees are generally nominal 
and their percentage of success is high. 


2. Have plenty of information. Get this information 
at the time credit is extended, when few shoppers have 
skipping in mind. Know the names of nearest relatives 
and know with what companies the person carries insur- 
ance. This information provides avenues upon which to 
start tracing, if a skip should occur. 


TRACE EVERY AVAILABLE SOURCE 


3. Check through insurance companies and lodges or 
through the Veterans’ Administration. Sometimes it is 
possible to check through the post office department. It 
is easy to find where the customer carries insurance and 
to what social organizations he belongs. 


4. In large cities, it pays to check each new issue of 
the telephone and city directories. Skips often seek to hide 
by moving to another section of the city. City directories, 
particularly, will help to find the skip who leaves no for- 
warding address. 


5. Check the records of the local utility companies. 
Unless he lives in a furnished apartment or room, the 
skip will have to pay for his gas, light, water and tele- 
phone. Utility companies are usually cooperative in help- 
ing the merchant to trace a skip. 


6. Check transfer and moving companies. The average 
skip has someone else move his belongings. An immediate 
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by ERNEST W. FAIR 


check with the moving companies may make it possible to 
trace such a fleeing debtor. Refer to the skip’s address 
when questioning the mover, because such people are not 
above changing names. 


REWARDS OFTEN BRING RESULTS 


7. Offer rewards in local newspapers. Many offers 
result in a best friend turning in a skip, particularly when 
the reward offer assures that there is to be no criminal 
action. 

8. Where state laws protect the merchant against suri 
persons, these laws should be known and used tc the 
fullest extent. Most states have such laws. Every jeweler 
should be acquainted with them. But—the important 
thing is to notify public officials immediately upon dis- 
covery of a skip. Do not wait until one’s own methods 
of tracing have been exhausted. 


9. Wherever possible, sell merchandise on credit 
through the chattel mortgage system instead of open 
account. A chattel mortgage assures the merchant legal 
protection against skips. 

10. Skips can be prevented by strict credit policies, 
particularly on collections. Professional skips are a dis- 
tinct minority. Most skips are people who have let them- 
selves get so far behind in their payments that they see 
no hope of paying off. They take refuge by hiding. A 
collection policy that does not permit a customer to fall 
behind forestalls many skips. 

11. Social security records offer another good source 
of running down skips. When a person moves to a new 
job, he must show his social security number. That num- 
ber is forwarded to Washington with the initial tax pay- 
ment. It may take some time, but such records offer an 
excellent method of running down skips who have moved 
with property under chattel mortgage. 

12. Watch most carefully the credit applicant who has 
a record of moving about a great deal from place to place 
and from job to job. This person is not a good credit 
risk. Such records should be checked before credit 1s 
granted. | 
(Please turn to page 237) 
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Detection of Imitation Diamonds 


The Gem Trade Laboratory has found that diamond imitations have recently 


increased in occurrence. How to distinguish these imitations from the 


genuine is told in this article prepared by the staff of the Laboratory. 


= the past six months the Gem Trade 
Laboratory has noticed an increase in the number ot 
maierials brought in for identification which closely) 
resemble diamond and have been sold or represented as 
such. It is to the advantage of dealers everywhere to 
become familiar with these imitations and the means of 
distinguishing them from diamond. 

By far the greater percentage of the materials brought 
into the Laboratory as diamond has been colorless syn- 
thetic spinel. Since the beginning of this year the 
Laboratory has examined rings which aggregate an in- 
vestment of over $15,000 for this material. 

Synthetic spinel is produced in a variety of colors and 
because of the unfamiliarity of the public and some of the 
trade with the name, spinel, it is rarely sold as such. 
More often it is represented as so-called “synthetic aqua- 
marine,” “synthetic peridot,” “synthetic zircon,” etc. 
These terms are misnomers since synthetic spinel repro- 
duces none of the properties of these genuine stones, 
but imitates them only somewhat in color. 

It may seem quite incredible that this material could 
be mistaken for diamond, but, when synthetic spinel is 
colorless, emerald cut, and well polished, it has proven 
an effective substitute for diamond. Set in a platinum 
mounting with synthetic spinel and/or diamond side 
stones, it resembles a diamond and has been bought as 
such by jewelers, pawnbrokers, and, of course, the 
public in its never-ending search for a bargain. 

Consider the case of Mr. X who came into the Labora- 
tory several months ago with a %4-carat emerald-cut 
colorless synthetic spinel. It was set with two brilliant 
diamonds and two synthetic spinel baguette side stones 
in a mounting stamped iridium platinum. Mr. X had 
bought the ring for $2,000 on the basis of a written 
appraisal issued by an experienced and established dia- 
mond appraiser in a large eastern city. The appraiser 
had noted the stone to be of excellent color and perfection 
qualities in his written statement and had valued the 
ring at $5,930! It was only after another dealer had 
voiced some suspicion as to the identity of the stone that 
it was brought into the Laboratory. 

Another recent case concerned a dealer in a large 
metropolitan jewelry center who had purchased both a 
lady’s ring as described in the preceding paragraph and 
a man’s ring set with three colorless synthetic spinel 
emerald cuts and numerous diamond brilliants. In this 
case, too, the rings were purchased on the assumption that 
the center stones were diamond, but recognition of their 
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true identity was too late to prevent a considerable mone. 
tary loss to the purchaser. | 

The conclusive identification of synthetic spinel ag 
distinguished from diamond is comparatively simple. It 
does not require the more complicated tests and equip. 























Fig. |. (Left) Cross section of upper portion of an average 
refractometer and prong-set ring, shows how high prongs can 
prevent the necessary contact between stone and instrument. 


Fig. 2. (Right) Cross section of upper portion’ of a refractom- 
eter with a raised hemisphere showing the advantage of such 
an instrument in testing the stones set in high prong rings. 


ment sometimes necessary for the determination of other — 
synthetics despite the fact that both materials are similar 
in many properties. For instance, both diamond and | 
spinel are singly refractive materials, therefore, their 
appearance in a polariscope is very similar. Then too,” 
diamond and spinel almost overlap in their specific gravi- 
ties. A determination on the basis of this property would ~ 
not only necessitate removal of the stone from its mount | 
ing but rather elaborate weighing equipment. Hardness” 
represents a distinguishable difference between these two- 
materials but due to the possibility of damage to even 4 
diamond the use of this test is discouraged with most | 
gem materials. j 
The one property which can be conclusively and safely © 
used to distinguish between diamond and spinel is refrac: 7 
tive index. Diamond has a refractive index of 2.417, con — 
siderably higher than that of spinel at 1.73. Therefore, | 
(Please turn to page 193) 
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No Desire too Irivial 





For This Hollywood Jeweler 


by 
TAMARA ANDREEVA 


Mr. Antin helps a customer 
select a pair of earrings. 
Secretaries and baronesses 
shop in his friendly store. 





Antin’s, Hollywood, Calif., believes there is a customer for everything 


and he proves his point many times a year in the happy melange that is 


his shop, where he carries everything from modern jewelry to antiques. 


& front of a dazzling jewelry window on the 
busy Hollywood Boulevard a sailor and his girl stood, 
holding hands. They looked wistfully at a little cross 
made of golden nuggets. It was a delicate antique affair, 
with a wispy chain. “Looks just like you, Honey,” the 
sailor whispered, squeezing the girl’s hand. The girl 
cleared her throat. “But we can’t afford it,” she said. 
“We better go.” 

They left. But that evening the sailor returned. He 
went straight to the bright window and a modest sign 
announcing it as “Antin’s—Diamond Jewelry—Antiques 
—Watch Repairing.” Behind the counter was a portly, 
smiling man in horn-rimmed glasses, and a mild-mannered 
woman—his wife. The two greeted the sailor as if he were 
a friend of the family—not effusively, but kindly. They 
offered him a chair; they talked to him about his busi- 
ness before he went into the Navy. They listened atten- 
tively to his problem. 

It was a very old one; the boy was in love! He wanted 
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to buy that little gold cross made of tiny nuggets. The 
one with the wispy chain. . . . But he was on brief shore 
leave and he had spent to the hilt. Could he—well, he 
meant, could he . . . “Sure,” Mr. Antin said, smiling, 
“vou can have it, son. You send me a check when you 
get back to your ship.” 

The sailor’s jaw dropped. The jeweler was going to 
trust him! 

That was exactly what did happen. The little cross 
was placed in a handsome box, wrapped as a gift and 
handed to the boy together with one of the store’s cards. 
On it was the store’s address. There the transaction 
ended, goodbyes were sent, and still looking a little dazed, 
the lad left. 

A week later, Mr. Antin received his check for the 
little cross. Then the young lady for whom it was in- 
tended came in to thank him for his kindness. She 
ordered some engraving done on the cross. Another 
small profit, and a tribute to Antin’s ability to make 
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There’s really nothing new in the 
selling of diamonds — fancier store fix- 
tures — background music perhaps — but 
basically it’s still the same — the buyer 
elects the size and quality that fits his 
purse. And, though we’ve tried, we’ve never 
found a system to compare with the 
Kimberley overnight memo service .. . 
always the right selection of diamonds 
when you need them. This system has 
been in practise for over 50 years. It’s not 
new by any means, but for reliable service 
=A try it... Kimberley service and 
ee Kimberley quality are time- 
proven. 


GOODS SENT 
ON 
MEMORANDUM 
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Many refugees bring antique jewelry to the Antin 
store, offering it to Mr. Antin for sale. These 
same people eventually return again as customers. 





A customer examines a piece of antique statuary. 
Bric-a-brac, china, modern jewelry and antiques 
are important in Antin's merchandising program. 

















friends with the many people he meets in his store. 

The day I was in the store, a little old lady of some 
80 summers blew in like a little autumn leaf. She was 
so thin and so frail, it looked as if she might completely 
disappear any moment. After being offered a chair she 
sat down and made herself quite comfortable. Then she 
asked for one of the most expensive displays in the 
window—a $500 cameo set encrusted with rose diamonds. 
Mr. Antin went to a lot of trouble to dig it out without 
disturbing other displays. He explained all about its his- 
tory. It came to him from a family in England, was an 
authentic piece. “Heaven’s to Betsy,” chirped the old 
lady, “why it’s exactly like the one my aunt Sophie gave 
me when I was a young girl.” When she found out the 
price, she sighed, pleased, and said, “I never knew Aunt 
Sophie had a generous bone in her body. But I guess she 
did. Thanks so much Mr. Antin.” And with that she 
blew out again like a little leaf. 

Antin shrugged, smiled, and put the valuable set back 
in the window. There was no resentment, just faint 
amusement. He says he not only enjoys but actually 
profits by little incidents like these. They make the day 
more interesting ! 

Quite frequently youngsters come in—typical teen-agers 
in shirt tails, sucking on a lollipop, or chewing bubble 
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sum with loud intermittent thwacks. They are received 
with the same old-fashioned courtesy. What would be 
their pleasure? As a rule they will bound out giggling 
back to the street, and point a sticky finger to a $1,250 
diamond brooch. “We want that piece,” they will chorus. 
Of course it will develop, they have read the price as 
$12.50. All of which, Mr. Antin feels, is rather flattering. 
If he did not make a sale, he made a friend. It so hap- 
pened in this very case: the teen-ager’s mother came in 
and bought the pin for herself. 

Not all of Antin’s jewelry is expensive. He makes many 
small sales amounting to just a few dollars—$15, $25, $50. 
But an aggregate of these makes for an impressive gross. 
And in all the years—20—that he has been in business, 
Antin’s has never had a serious complaint. Whenever a 
customer is dissatisfied, Antin’s cheerfully takes the piece 
back. 

Baronesses, debutantes, flashy Hollywood blondes, 
working secretaries, ambitious husbands, young couples, 
rich old ladies, people trying to liquidate estates, all of 
them come to Antin. Perhaps the biggest compliment 
paid him was when a very wealthy young Hollywood 
couple came to him to buy a pair of antique rings instead 
of buying the diamonds they could have obtained any- 

(Please turn to page 195) 
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608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
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STAR SATFHIKES 
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We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 
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Goodwill Advertising Built This Business 


His name is associated with every 
major sporting event in his city. 
And this jeweler estimates that 

90 per cent of his annual busi- 


ness comes as a direct result. 


—_— IDE calls his Diamond Shop in 
Boise, Idaho, the house that goodwill advertising built. 
He believes that his advertising program has accounted 
for about 90 per cent of his annual business. 

Skiing is a popular sport in Ide’s section of Idaho, and 
the highlight of each winter’s ski meet is his Diamond 
Trophy award. The winner of the meet receives Ide’s 
large cup—the Diamond Trophy—and other winners are 
awarded smaller cups. Headlines on the sports pages of 
the Boise newspaper give the Diamond Shop advertising 
in 60-point type—advertising which would be impossible 
to buy. 

Ide presents another Diamond Trophy to the year’s 
winner of the Boise wrestling competition and his trophy 
plan for scholastic athletic activities has been particu- 
larly effective. 

He is cautious to avoid commercialism in his trophy 
presentations. Each award is presented by an official who 
has no affiliation with the Diamond Shop. 

He has found, too, that a promotion can become too 
big. This fact was forcefully called to his attention with 
a recent promotion at the local baseball park. The dia- 
mond shop gave away $1,500 in merchandise—everything 
from a tea service to watches. Prize winners’ names were 
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Wall space is fully utilized for display 
purposes. Recessed glass shelving offers 
an ideal medium for the interior displays. 


Natural wood cases are used throughout the 
store. Central island of display cases can 
be adjusted to meet any display requirement. 


by MARIE GRANT 


drawn at random from the thousands who had put their 
names on cards and submitted them in the con-est. The 
Diamond Shop sent a personalized letter to each person 
who had submitted a card in the drawing. Returns were 
excellent, but Ide believed that the gigantic promotion 
had jeopardized the prestige of his shop. He felt that too 
many gifts had been given; the method of presentation 
had veered too far from the standard pattern. 

The Diamond Shop’s advertising program with the 
city’s churches has been more effective. The firm has 
established goodwill with all Boise churches through an 
inexpensive program. An example of the way in which 
it works: The Catholic Church recently held a bazaar and 
the Diamond Shop cooperated by offering a silver service 
for eight to be raffled off. The contribution to the church 
gained immeasurable good for the firm. Other churches 
frequently hold rummage sales in conjunction with church 
suppers. The Diamond Shop’s gift is generally a sub- 
stantial one, and always one which is in good taste. 

Like other promotion-minded jewelry stores, this shop 
runs price reduction promotions to stimulate the sale of 

(Please turn to page 204) 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 

















Do Your Salesmen Know How to Sell? 


Are sales in your store as high as they could be? Are your salesmen earning 


as much as they might? A sales training program may be what your store needs. 


Here are some ideas which you can use to improve the selling job in your store. 


=_—_— every shoppers’ survey made in 
the nation during the years since World War I{—and 
those before the war, too, for that matter—mention the 
great need for better training of those who sell in retail 
stores. 

It has been pointed out that sales volume in many retail 
fields could rise phenomenally if only the salespersons 
would do better selling, handle customers better, and also 
explain merchandise more expertly so as to create more 
demand. 

But when the jeweler, along with every other retailer, 
sits down to work out a sales training program, he is 
confronted with the long-range factor of the job. In other 
words, he wants the sales training program to be con- 
tinuous; he does not want it to cover too short a time, 
result in a sales increase and then lag along with a subse- 
quent drop in selling efficiency and sales volume. 

Usually the jeweler and his other retailer friends turn 
to their manufacturers and jobbers—sources of supply— 
for the initial ammunition necessary to launch a sales 
training program. This usually works for a while. It 
imparts a great deal of merchandise knowledge to the 
employees, shows them the relation of this knowledge to 
higher individual sales achievements. These manufac- 
turers’ representatives can also give a dealer’s employees 
considerable information on how to meet the public more 
easily, how to please customers and how to sell more 


goods. 


HOW TO HOLD EMPLOYEES’ INTEREST 


All this is valuable training, but after the jeweler has 
called on all the manufacturers’ agents available to him, 
then what? What can he do to keep the sales training 
program going from this point on? 

Let me illustrate what one retailer did to solve this 
problem. His store is located in a small city and he has a 
large farm trade. He realized the needs for sales training 
after the war and he started his program on a twice-a- 
month basis. At the present time, he has one monthly 
sales training meeting. because he feels this is sufficient. 

But at first, he felt that there was so much sales trainine 
to impart to the employees that a meeting was needed 
twice a month. And it seemed that this was the right 
approach at the time. The retailer started his meetings by 
talking to his emplovees abovt the store policies. the rela- 
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by MARTIN FRANCIS 


tionships between the employer, the employees, etc., and 
how all were dependent upon the customer. 

This was good material and it required two meetings 
to get it across. Then the retailer followed up with talks 
by manufacturers’ representatives. They gave employees 
talks about products they. sold and thus imparted much 
merchandise knowledge. 

The program went along like this for more than six 
months, and finally the retailer sensed something was 
wrong. Interest was lagging. He could feel it—but what 
to do about it, that was the problem. 


EMPLOYEES MUST PARTICIPATE 


linally, the retailer came to a very vital conclusion, 
namely what the training program needed was participa- 
tion by the employees in the planning and carrying out 
of the campaign. 

He asked one of his best employees to give a talk at 
the next meeting, detailing the duties of his department 
and how he handled customers. 

The talk was a pronounced success, because the speaker 
was relating experiences which were common to the rest 
of the employees. After the talk they asked many ques- 
tions and all had a much better understanding of this 
employee's job than they had ever had before. 

As a result of this talk, the employer and his employees 
worked up a new approach to the sales training program. 
They now have four manufacturers’ talks per year, plus 
two talks by advertising and merchandising experts. How- 
ever. they sandwich in these “outside” talks between the 
talks by employees themselves. 

“The program is working out excellently on this basis,” 
says the retailer. “The first thing that has happened is 
that every employee who is called upon to give a talk 
really buckles down and analyzes his job. By so doing. 
he is able to find spots where he can improve himself. 
and this is a gain all by itself.” 

The merchant says that all his employees now have 
greater confidence because of their participation experi- 
ence in the sales training program. They know that they 
and their jobs are important and this makes them more 


loyal. 
(Please turn to page 199) 
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DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 
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Michaels store front is 30 feet wide. it 
is faced with mosiac and natural granite. 


This New England store has come up 
with some vital answers for display 
men and store managers. By showing 
the styles of many manufacturers in 
its 16 windows, the store creates a 


feeling of quality and completeness. 


Display Showmanship — 








Capitalizes on Parade of Windows 





The side windows interpret a single theme. Each represents a different manufacturer. 


Ti ihictiistieaiats in window and interior dis- 
play has been capitalized upon with great success since 
the opening of the new Michaels jewelry store in Hart- 
ford, Conn. This newest, independently-owned member 
of the 50-year-old New England store group, which is 
located at the corner of Main and Pratt Streets, has come 
up with some vital answers for store managers and dis- 
play men. 

This Hartford store has 16 eye-catching. exterior win- 
dow displays. The store has 14 display windows along 
its side and two at the front entrance. The 14 side win- 
dows are used together to interpret a single theme, each 
window translating that theme for the product of a differ- 
ent manufacturer. Even the most casual passerby, whether 
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by KATHRYN BEEBE 


in an automobile, a bus, or on foot, catches the impression 
of quality and complete assortments. 

During one promotion at Michaels, a watch parade was 
presented in the store’s windows. Featured styles of dif- 
ferent manufacturers appeared in each of the 14 side 
windows. Each watch, with its trade name, was displayed 
prominently on a fabric background. Norris Allen, dis- 
play manager of the store, works out the designs and 
background effects under the supervision of B. H. Garston, 
store manager. 

Succeeding the watch parade, residents of Hartford saw 
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LAZARE KAPLAN & SONS 
Say 


“Welcome!” 


to jewelers attending the 


ANRJA CONVENTION 


Our office is five minutes from 
The Waldorf-Astoria. Our suite in the hotel 
will be a cool place with a warm greeting. 


Here or there... 


WE HOPE TO SEE YOU. 


LAZARE KAPLAN & SONS, INC. 
630 Fifth Ann, _ York 20, 7] Y. 


ROCKEFELLER CENTER TEL: COLUMBUS 5-0870 
DIAMOND CUTTERS AND IMPORTERS 


CUTTERS OF THE FAMOUS JONKER DIAMOND 
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a china parade, with the 16 windows featuring the manu- 
facturers whose china is sold by Michaels. Some of the 
manufacturers whose china appeared in this promotion 
were: Syracuse, Royal Doulton, Flintridge,, Rosenthal 
and French Haviland. 

During the Thanksgiving period, silver flatware and 
hollowware pieces are featured to stimulate sales for home 
entertaining needs. 

One “parade” which caught the attention of many edu- 
cational institutions, as well as the general public, was a 
“Diamond Array,” which illustrated the various steps in 
the process of cutting a fine stone, from its mining to the 
finished product. 

Within the Michaels store, one unusual feature which 


All china, glass and silverware 
are displayed on open shelves in 
adjoining departments. This has 
helped sales of all three lines. 


160 





The wall and floor cases are of 
natural African mahogany and the 
entire floor is carpeted in gray. 


has worked well during these first two years has been the 
rather unique operation of the silver department, which is 
constructed with open shelves and displays. There are no 
doors over any of the silver pieces, a practice which, 
according to Mr. Garston, meets with the full approval 
of the customers, because they are able to inspect the 
silver much more closely. 

Adjacent to the silverware section is a cabinet which 
contains a selection of 60 patterns and all odd pieces. 
Within this cabinet the customer may see not only a par- 
ticular silver pattern, but the matching pieces as well. 
According to Mr. Garston, this is a great aid to relatives 
and friends of a new bride, because they are able, with 

(Please turn to page 191) 





THE JEWELERS’ CIRCULAR-KEYSTONE 








-NACSH Show — Stevens Hotel, 


Chicago — BOOTH 97 
| -ANRIJA Show — Waldorf Astoria, 
g- New York — ROOM 842 


Fine DIAMONDS 





made finer by 





WouR CUSTOMERS have been reading in many of the leading national magazines 
about the new beauty and brilliance of diamonds cut by Multi-Facet. The story 

of this new patented cutting — 40 extra angled facets around the girdle — which gives the 
diamond maximum brilliance and beauty, enhances its size, makes possible stronger, 
safer setting and prevents chipping at the girdle— will continue to be told to 


your customers in a long series of four color national advertisements. 


You will want to see this most interesting diamond development in more than a century 


/ and hear about our new concept of fine diamond merchandising. 


We invite you to visit the Multi-Facet display at the shows. 








. 


THE MULTI-FACET COMPANY, My 666 FIFTH AVENUE, NEW YORK 19, N. Y. 


*40 extra facets for greater brilliance and beauty. Patented 
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Unusual Promotion ‘Stunts’ 
Build Goodwill and Sales for Local Jeweler 





Sutter congratulates the star of 
the Clovis baseball team for hit- 
ting homer over the Sutter sign. 
Below: newspaper ad announcing 
winner of ‘Bride To Be Contest’. 








Sk Sea ee 
oth. Fe Spwewea. ° . " 





Jaze Dennia 


SUTTER’S FIRST WINNER 


Above Photo Shows Jane Dennis, 
First Winner In . . . 


Sutter's “Bride To Be Contest” 
Choosing Her Pattern in Beautiful 
CASTLETON CHINA 


Which she recewed for being the lucky winner for the 
month of October. EVERY “BRIDE TO BE” is invited to 
enter this~contest: 





Andy Sutter knows lots of ways to win new customers. His ‘Bride SP al ta canta news Sos Ses eo a 
; . No Purchase Is Required - Just Regist 
To Be Contest’ attracts many prospective brides. But the most Mihi —_ 





successful promotion of all is made in the local baseball park. 














= baseball fan in Clovis, New Mexico, 
knows Andy Sutter, because he is the jeweler who throws 
away watches. Sutter sells lots of watches with a stunt 
which capitalizes upon his town’s pride in its baseball 
team. His store name appears on a billboard on the 
outfield fence in the baseball park and Sutter awards a 
watch to any Clovis player who blasts a home run over 
it. An unorthodox, but highly effective presentation is 
made to the player who earns the award. Sutter throws 
the watch (a shock resistant type, naturally) from the 
pressbox on top of the grandstand to the home-run- 
hitting ballplayer who stands down on the playing field. 
Each presentation draws new watch customers, who ask 
for “the same kind you threw out of the grandstand last 
night.” 
Four years were stolen from Sutter in 1938, when he 
was stricken suddenly with paralysis. He was the new 


owner of a small New Mexico jewelry shop in those 
(Please turn to page 204) Sutter's new store represents a victory over a great handicap. 
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T HE WORLOD*S FINES T 





KNOWN THE WORLD OVER 


at the Imperial Exhibits, Booths 34 & 35, Annual Conven- 
0 tion and Show—A N R J A—Waldorf-Astoria, New York, 
August 12-16 





at the internationally-famous collection of Imperial Cultured 

4 Pearls—known as “LOT 88” 

to the details of a Special Promotion on these fabulous 

T * *% pearls which you can secure EXCLUSIVELY in your city— 
this Fall 


linperial Pearl Nyndicate 


World’s Largest Importer of Worlds Finest Cultured Pearls 














also, how to conduct a prestige-building, sales-making basic 
stock pearl department in your store with the full coopera- 
tion of Imperial 








CHICAGO NEW YORK LOS ANGELES 
5 No. Wabash Avenue 607 Fifth Avenue 607 So. Hill Street 
DEarborn 2-2844 PLaza 5-6387 TUcker 6159 
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Advertising for Help to Get Results 


Do your classified ads get results? Some jewelers complain that their ads 


never click. But others have success every time. If classified ads give 


you trouble, these tips on writing an ad may help to solve your problem. 


 —— competent personnel is always 
a problem for jewelers, and in times of acute labor short- 
ages the task becomes even more difficult. Young men are 
drafted, watchmakers and repair men take bench jobs in 
war industries; young women get married and leave the 
store, and others move to war industries with no ceiling 
on wages. 

Of course, by scraping the bottom of the barrel you 
usually can hire a few warm bodies to have standing 
around the store—and eating up profits. To avoid this, 
most progressive jewelers are developing plans to search 
for replacement men and women now. 

One of the most effective methods of recruiting help for 
a jewelry store is through the use of the help wanted 
column of your local daily newspaper. These advertise- 
ments have a high readership—ranking with the front 
page headlines and the comic strips—everyone reads the 
classified ads. 

Regular advertisements in your daily newspapers try to 
attract the attention of the readers and turn them into red 
hot prospects. Not so with the classified advertising— 
here you are telling your story to a group of people who 
are prospects and who are definitely in the market for 
what you are advertising—a job. 

Yet, even with this high readership of potential wage 
earners there are many classified advertisements that do 
not produce results. Advertising day after day for an 
employee may attract a few inquiries, but perhaps by 
changing the content of the advertisement, one day it will 
be enough. 

To illustrate, here is an advertisement that appeared 
recently advertising for a jewelry salesman: 

SALESMAN: 5-day week, good salary, excellent work- 
ing conditions, Call FAirmont 6-8903 

If this advertisement was the only one appearing in 
the newspaper and jobs were hard to get. it might be 
effective. However, here was another advertisement that 
appeared below: 

Salesman: Jewelry store. $60 a week, hours 9 to 5, 
5-day week with Monday off. two weeks’ vacation 
with pay. automatic pension plan, hospitalization in- 
surance, Call LAndacape 4-4213. 

Now. let’s suppose Wally Jones is looking for a new 
job. He picks up the evening newspaper and looks over 
the help wanted columns and sees these two advertise- 
ments. Jf Wally has been working in a jewelry store or 
wants to work in one. he will naturally look in this sec- 
tion of the help wanted column. 
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by PAUL LOCKWOOD 


Which advertisement will be answer? 

Obviously, Wally will answer the second advertisement 
first because it tells him what he wants to know about the 
position. The other job may be just as attractive, in fact 
it may pay $65 a week, but Wally may not have time to 
investigate both positions. So, he applies for the job he 
knows he would like to have. 

Here are some suggestions that will help you prepare 
better help wanted advertisements: 


1. TELL THE WHOLE STORY 


You wouldn't be advertising for an employee if you 
didn’t have something to sell—a job. When you prepare 
your regular display advertisements or your direct mail 
pieces you include all of the details what will bring in 
more customers. 

Why not include all of the details of the position in 
your store that you are selling? 

Here are some of the details prospective employees 
want to know about the position you advertise: 

Type of work, starting salary, type of advancement, 
job security, working conditions, hours of the day, days 
of the week, benefits for employees, vacation, and loca- 
tion of the store. 


2. BE SPECIFIC 


An advertiser who would take the details listed in the 
last paragraph could work up a help wanted advertise- 
ment something like this: 

WATCHMAKER WANTED: Good starting salary, 

chance for advancement, pleasant working condi- 
tions, excellent employee benefits, central location, 


regular hours. Call KEystone 5-7887. 


That covers a lot of ground and makes a lot of vague 
promises. However, it will not attract the largest number 
of applicants because it does not tell the prospective 
employee anything he wants to know about the position. 

What is the starting salary? What benefits are there 
for employees? Vacations? How long? Insurance? 
How much? What advancement? When? What is 
“central location”? What are regular hours? 

A revision of this advertisement with the details given 
specifically would bring in applicants who would want 
the job. It would insure getting consideration by all 

(Please turn to page 234) 
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Business As Usual’ During Remodeling 


With the excitement of remodeling the old store, too many merchants forget 


customers’ buying habits. Too frequently, jewelers lose regular customers 


because their stores are closed—or because customers think they’re closed. 


F ACED with new merchandising techniques 
and increasing competition in the post-war years, many 
jewelers have felt the need for new quarters. With old 
stores becoming outdated beside their new competitors, 
these jewelers have decided to remodel their old buildings 
or build new ones. 

But, with the excitement of a new store, too many mer- 
chants neglect the business itself. Perhaps they think that, 
because a new store is of vital interest to them, it should 
be just as important to customers. Too frequently, a 
jeweler loses regular customers because his store is closed 
or because customers think it is closed. And, even after 
the remodeling is completed, some jewelers find that there 
is little, if any, increase in business—because they have 
forgotten to consider customers’ buying habits. 

Successful jewelérs have found many ways to keep 
their customers -during a period of: renovation. Some 
have held clearance sales just before remodeling to im- 
press upon the public the fact that the store is to be 
remodeled. 


by BOB DOWNER 


But, for the customer who is going to visit your store 
during your remodeling, different methods will be needed 
to keep your store in his mind. Although you may not 
need this immediate sale, you do need the customer’s 
steady business. It is paradoxical, but many jewelers 
who spend a great deal of advertising money to keep their 
customers from going to competitors will force them into 
competitors’ shops while the work is going on. 


REMODELING THE OLD STORE 


Some retailers who continue to serve their customers 
while the old building -is being remodeled realize that the 
wooden safety wall in front of the store makes some 
passersby think that the store is closed, despite business- 


. as-usual signs outside. ;, 


These jewelers build small glass-front display boxes 


into the safety wall. For maximum display effectiveness 
(Please turn to page 202) 








Barry's Jewelers, Los Angeles, Callif., 
remodeled its store recently. It kept 
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its customers by using display windows 
in safety wall (see arrow) and a contest 
to keep people interested in the store. 
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Introducing 


the VEW NEW 





Trade Mark Registered 





Gives You a Large Diamond Department 
.. Without a Large Investment! 


Entirely new and revolutionary, Add-A-Diamond 
makes every piece of jewelry in your store and 
every piece of your customers’ jewelry a good dia- 
mond possibility! The Add-A-Diamond unit consists 
of a set of ten diamonds, in sizes from .01 to .03 points, 
mounted in specially designed plates, and attractively 
shown in the velvet display-merchandiser pictured 
above. All you need do when selling a customer, is 
to select an Add-A-Diamond from the display, place 
at it on the jewelry and PRESTO the customer can 
etting your customers actually 

see their jewelry with diamonds see exactly how it will look with a diamond added! 
added! If local facilities are not available, send Add-A- 
Diamond and jewelry to us... WE FURNISH 24 TO 
36 HOUR MOUNTING SERVICE AT CHARGES 
AS LITTLE AS 50c PER PLATE! 






Increases diamond sales by ee 


PRICE COMPLETE, INCLUDING DISPLAY $] 00 
WITH 10 PLATES AND DIAMONDS...... 
(Newspaper mat available) KEYSTONE 


See Your Wholesaler or Write Direct. Price subject to change 
without notice. 


Complete set gs we i wi - 
of ten plates py 
with diamonds gives you 
all the advantages of 


a large diamond de- 





partment . . . with prac- 


tically no investment. 


4337 Groveland « Cleveland 18, Ohio 


PRODUCERS OF ROMEO AND JULIET DIAMOND RINGS—INSURED QUALITY! 


(for men) (for women) 
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Clock Repair 


is 


Specialized 
but 
Profitable 


Too! 























Julian Rose shows customer a variety of clock-types which store repairs. 


This horologist knows only one way to fix a clock: strip it 


down 100 per cent and examine every part. The result is a 


repair department which works at capacity throughout the year. 


ee business of repairing clocks is a highly 
specialized one, but in addition, is a highly profitable 
operation both in actual business as well as its traffic- 
building importance. Rose Brothers, Washington, D. C., 
whose specialty is repairing all kinds of domestic and 
foreign clocks, old and new, keep their repair department 
at capacity production throughout the year with a back- 
log of several months’ work. 

‘“Thoroughgoing clock repair means taking no short- 
cuts,” asserts Lyons Rose of that firm. “We believe in 
stripping down a clock 100 per cent, checking every tooth 
and every wheel and the pivots. By doing a complete job 
this way, we believe that we can restore a clock to as good, 
and in many cases better, condition than it was originally. 
provided, of course, that it was a clock of good quality 
to begin with.” Pointing out the grandfather clocks. 
German cuckoo clocks, French carriage clocks, English 
wall clocks, Swiss mantel clocks and many American 
antique clocks brought to his shop repair, Rose states 
that “We know how to fix clocks only one way.” 

This “one way” that has restored clocks that no one 
else could fix has been practiced by two full-time repair- 
men at Rose Brothers since 1936. Its effectiveness has 
brought them trade and a reputation for expert clock 
repair from the farthest points of the city and its suburbs. 
And to Lyons Rose himself a fascination for old clocks 
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by BEATRICE MILLER 


that has led him into history and social customs as well 
as a deep respect for the clockmakers of a former day. 

When every tooth, every wheel and the pivots have 
been checked, each bushing is cleaned and diamontined. 
The plates are cleaned. Each wheel is taken, one by one. 
mounted and checked to see that the wheel is free. Each 
clock spring is removed from the barrel and washed and 
cleaned. The complete clock is then cleaned by machine 
with the exception of the springs. Each plate is buffed 
on the polishing machine. In French clocks where the 
movement is exposed, all wheels are polished. Then the 
clock is assembled and everything rechecked. 

Rose pointed to a grandfather’s clock that had been 
completely restored by using ivory bushings to replace 
wooden ones. 

A French mantel clock recently opened in their shop 
for repair of a mainspring indicated carefully engraved 
markings of having been repaired in 1809 and again in 
1829 by a French clockmaker; later markings showed the 
clock had been put back in running condition by an 
Italian named Pierrotti in 1886. Replacing the original 
springs, Rose was proud to engrave on the clock plate 
he was the third repairman to handle this fine old piece. 

Rose Brothers have not had to do any promotion on 
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clock repair. Their volume has grown steadily through 
the years through satisfied customers who passed the word 
around that Rose Brothers could put a clock in beat when 
no one else could. 

Rose produced from the shop a gold French carriage 
clock that was carried about by hand when journeys were 
made by coach in France over 100 years ago. As a clock 
alone Rose estimated its value at $300. He had on hand 
an old American Chelsea Company clock with a lever 
escapement that was over 50 years old, he was asked to 
put back into shape. 

Against a pine panelling background that Rose had 
selected as suitable for the old clocks to be found ticking 


around the shop, Rose had hung the German cuckoo 


clocks of Black Forest pine and the Swiss clocks of hard 
pinewood. 

He brought out a small French clock of handmade 
levers from which a tiny bird appeared on the hour 
and sang realistically, yet delicately. A mechanism that 
was a precision instrument requiring perfect coordina- 
tion, this French clock had bellows in it for pumping 
air. 

“A good clockmaker has to have a good imagination,” 
stated Rose whose skill came the hard way of self-instruc- 
tion by breaking down Big Ben clocks and then the highly 
complicated French repeater clocks that strike the minutes 
and hours. “You cannot follow the book to the letter. 
There’s a margin of difference in clocks, an individuality 
in each one, that no book can guide you in. Experience. 
and only experience, can prepare you for these differ- 
ences.” 

All work is fully guaranteed for a year. Clocks remain 
with Rose for two weeks to a month. If parts should not 
be available, Rose Brothers fabricate the parts them- 





selves. All clocks are thoroughly timed and regulated 
before leaving the shop. 

It is not always possible to give estimates on clock 
repair work, On an English mantel clock, for example, it 
would not be possible to tell the amount of labor involved. 

Rose makes it a point to let the customer know exactly 
what was done to the clock during its repair. He explains 
its fine mechanism and the care the clock requires to 
keep it operating smoothly. He suggests a complete ojl 
change every three to five years. In delivering the clock 
he sets it up, puts it in beat and shows the customer how 
to wind it in accordance with his method. He cautions 
the customer against winding too rapidly or moving the 
clock hastily when dusting. 

“I don’t want to give you the impression that we can 
buck the impossible,” Rose smiled. “Occasionally we do 
have a clock come in about which nothing can be done.” 
He pointed to an old German grandfather’s clock into 
which he had put 20 hours of work without success. 

Rose maintains that any watchmaker can develop the 
same skill and add to his volume by studying clock repair. 
He repeated that there were no shortcuts. Clock repair 
meant hard, dogged persistence to gain skill that came 
only through first-hand experience. 

The cleaning machines, two small and one large ma- 
chine, would require an investment of approximately 
$400. 

Rose had high praise for his full-time fellow-repairman, 
Joseph Koontz, who too knew how to repair a clock “only 
one way. Fluent in five languages, Koontz is readily 
appreciated by customers seeking the repair of their fine 
old foreign clocks. 

Co-partner Julian Rose does the diamond setting, ring 
sizing and watch repair, while Lyons does jewelry design- 
ing as well as clock repair. 


Joseph Koontz repairs an old 
English mantel clock at Rose 
Bros., Washington. He vill 
strip it down 100 per cent. 
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University Consumer Surveys Benefit Jewelers 


Under today’s complex business methods and the demands made on business- 


men, it is difficult for retailers to be well informed and skillful in 


all phases of business management. University Business surveys have been 


invaluable to retailers in helping them solve many management problems. 


—_- in Illinois are benefiting from 
consumers surveys and other business helps given them 
through the Business Management Service of the College 
of Commerce and Business Administration, University of 
Illinois, Urbana. It is a wide and flexible program 
which is liked by many retailers. 

Dr. Earl P. Strong, director of the Business Manage- 
ment Service,.and his chief assistant, Dr. Robert Loken, 
formerly of Neiman Marcus Co., Dallas, Texas, are con- 
ducting a statewide program of aid to businessmen which 
has already covered jewelers and other merchants in the 
small towns of Bement, Vandalia and Mascoutah, as the 
larger centers such as Clinton, Woodstock, Peru, Geneva 
and Galesburg (all about 6,000 population each) and La 
Salle (population 11,000.) 

Concerning this service, which is meeting with approval 
of many jewelers and other retailers, Dr. Earl Strong 
says, “There was a time when the small businessman per- 
sonally knew, or could improvise, the answers to almost 
all the questions that came up in the management of his 
business. Rugged individualist that he was, he prided 
himself on his independence, his self reliance, his intimate 
knowledge of every aspect of his not too complicated 
business. He scorned the advice of others. And he not 
only stayed in business—he made money at it. 

“Today, however, business methods are becoming more 
and more complex, and the demands made on the busi- 
nessman are so varied and numerous that it is difficult 
for him to be well informed and skillful in all phases of 
business management. He must, therefore, depend on 
various direct aids and sources of information. both 
within and outside his firm, to solve many of his manage- 
ment problems. A large corporation hires its own 
specialists to do this. Obviously the average small busi- 
nessman—retailer, wholesaler, or small manufacturer 
can't afford to do that. 

“That is where the Business Management Service of the 
University of Illinois steps in. It aims to serve all Illinois 
businessmen in the same way that the University of II- 
linois College of Agriculture has been serving Illinois 
farmers since 1914.” 

The consumers trade surveys. which are very extensive 
in each case, are done by graduate students under the 
direction of Dr. Robert Loken. When a community 
desires a trade survey, requiring hundreds or even 
thousands of personal interviews. the graduate students 
do such work at a cost of about $10.00 per day each. 
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This cost is borne by the business men, but the tabulation 
of survey results. etc., however, is all done at University 
expense, as part of its business administration courses. 
Usually, the entire cost of the survey runs between $200 
to $500 or slightly more for each community, depending 
on the number of interviews desired. 

One of the first trade surveys made by the students was 
at Bement, Ill. (population 1,466) in 1949. This little 
town's chief claim to fame was the fact that it is the site 
of the famous Abraham Lincoln-Stephen Douglas debate. 
Before the advent of the automobile and paved roads, 
Bement, like numerous other small towns, was a thriving 
trade center. Farmers, traveling by horse and wagon, 
naturally went to the closest town and d:d most of their 
buying there. 

But when automobiles and good roads made traveling 
to greater distances possible, Bement farmers and towns- 
people, too, drove ten to fifty miles to other towns to do 
some of their shopping. They still bought some of their 
needs in Bement—there were stores in the little town with 
excellent annual volume of business prior to the University 
of Illinois surveys and business improvement program— 
but the overall business of the Bement area was not what 
the merchants desired. The small town’s problem was 
that of many other small towns the nation over—how to 
capture and hold more local trade, for greater prosperity. 

After the consumers trade survey was made in Bement 
by graduate school students, the university men, headed 
by Dr. Loken, held a meeting with the Bement merchants. 
They explained the survey, interpreted the results, which 
showed that a sizable share of the trade area business was 
going elsewhere. Answers given the students by area 
residents indicated that Bement merchants could get 
more of this business if they improved their stores, ser- 
vices and advertising. 

As a result, nearly every merchant in town painted his 
store front, also dressed up windows and made interior 
improvements. A lot of paint was used and it made the 
business section look much better. 

The University of Illinois business counsellors helped 
the merchants organize a Bement Businessmen’s Associa- 
tion and mapped out a year’s program of activities. This 
included an area-wide sales circular four times a year, 
special sales. a summer band concert, and a Homecoming 

(Please turn to page 198) 
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with KIMBERLY 
WHITE ZIRCON RINGS 


The beauty and the sparkle of the Kimberly Zircon line coupled with its 
popular selling price, mean more new customers and more full-mark-up 








sales for you. 

Cash in on this fast-selling item. Show Zircons in your windows, in your 
store; and feature them in your ads. You’re sure to be delighted with 
your EXTRA sales and EXTRA profits. 

PRICED FOR EVERY CUSTOMER—We have hundreds of designs, in 10 and 
14 kt. gold, to attract customers and prospects of all incomes. 
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KIMBERLY GEM CO., 


America’s largest importer and manufacturer of Zircon Jewelry 


62 West 47 St., New York 19, N. Y. 
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McVickers in Richland, Wash., was the seconc 
jewelry store to open in the "atomic village" 
and is located in the newer uptown district 
where it occupies one of the new buildings 
in this fast-growing, very modern community, 


by JOHN KENYON 


Jewelers Serving the Needs of Atomic Village 


ictas energy production and jewelry re- 

tailing would hardly appear to be related activities. Yet, 
our successful probing of the secrets of the atom has also 
brought into economic existence a number of prospering 
retail enterprises in the town of Richland, Wash. In- 
cluded in the retail businesses of fast-growing “Richland 
Village’ are two modern and attractive jewelry stores. 
The first and oldest is Richland Jewelry opened in 
October of 1948 and operated by R. A. Hall. This store 
is located in what is known as the “downtown” business 
section. The second is McVicker’s Jewelry operated by 


The first and oldest jewelry store in this area 
is the Richland shop. Although it is located 
in one of the oldest buildings still standing 
from the pre-war town, the shop is mod- 
ern in keeping with the new constructions. 


V. O. McVicker, which opened on September 16, 1949. 
This store is located in the newer “uptown” section ap- 
proximately four blocks away. 


Doing business in Richland, these two merchants have 
found, differs considerably from operation in other 
American communities. The most important point of 
difference, of course, is the fact that they are operating 
on a government owned atomic energy project. Other 
points of difference have arisen from conditions of 
growth of the war-born installation. 

(Please turn to page 235) 









THE JEWELERS’ CIRCULAR-KEYSTONE 



















sampling of the Church 





Collection of lovely stone cameo 
jewelry, designed by master 
craftsmen to meet the demands 
of your most particular 
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A # 4190/97 14K Black and White 
Cameo Brooch 


B #4644 14K Black and White 
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B £2186 14K Black and While LS Peace 








Cameo Ring | 
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August 12th to 16th 
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Watchbands Warrant Extra Sales Effort! 






Through constantly parading the fact that well applied salesmanship and 


suggestion count heavily in watchband merchandising, this jeweler has 


been able to achieve a steady, year ‘round sale of 12 to 18 bands a day. 


J UsT how far concentrated capitalization on 


watchband selling opportunities can carry the retail 


jewelry store is graphically illustrated by Rogers Jewelry 
Company, Denver, Colorado—a middle-size jewelry store 
which averages the sale of from 12 to 18 watchbands per 
day, during nearly the whole year. 

The reason for this surprising volume, says manager 
Ben Cory of the store, is simply the fact that Rogers 
Jewelry Company has completely restyled standard watch- 
band merchandising methods, and utilizes to the hilt 
every possible sales asset. “Watchbands are definitely 
big-volume business for us,” Cory said. “For example, 
we run another, much smaller jewelry store in Wichita. 
Kansas, which shows about the same ratio of watchband 
sales a customer as we do. From checking sales results 
from the two stores, we have convinced ourselves that the 
sales methods used are ideal for the purpose in mind.” 

Rogers Jewelry Company’s watchband merchandising 
program breaks down neatly into three phases. The first 
of these is maximum utilization of window display space, 
to keep passersby “watchband conscious” and to trans- 
form what would normally be waste space in window dis- 
plays into effective watchband-moving areas. 

For example, at the side of each window, facing on 
busy 16th Street in downtown Denver, is a narrow column 


by ROBERT LATIMER 


Cory, manager of the store, shows 
watchbands to a couple who came in 
to look at diamonds. He keeps his 
customers watchband conscious by 
constantly keeping them on display 
in his windows and inside the store. 
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display, only 6 inches wide by 3 feet high, which each 
week shows an entirely different lineup of men’s and 
women’s watchbands. The fact that the bands are shown 
pressed flat against the glass, and at a point where window 
displays usually “give out” attracts a lot of attention, 
Cory has found, and consequently, he invariably uses 
this space exclusively for band display. 

Second, no matter what other merchandise is displayed 
in the window, there is always a 6-inch-wide belt of 
watchbands, running across the front of each arcade-style 
window. As many as 80 watchbands may appear in each 
window, without interfering in the least with other, larger 
displays at the rear. Interspersed among them are small 
strip signs, lettered in red “We invite you to come in and 
examine our watchband collection.” 

In the same way watchband display in the store goes 
far beyond the normal amount, in Denver jewelry stores. 
In the center of each counter through the store, irrespec- 
tive of the merchandise displayed is a 12 x 15-inch 
rectangular velvet tray which displays from half a dozen 
to 15 samples of watchbands, close to the glass, and so 
prominently shown that even if the customer’s mind is on 
jewelry, diamonds, or any other merchandise, she is 
bound to think of watchbands. Lifting out the entire tray 

(Please turn to page 201) 
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BETTY LOU (item No. N/501) 
Simulated Pearl Necklace $4.95 F.T.!. 


It’s a Year-Round 
High Profit 
Gift Item! 

Breathtaking! 
Beautiful! 
Amazingly 

Low-Priced! 


LINDA (item No. $/501) 
CINDY (item No. N/505) Simulated Pear! Necklace and Double Strov 
Simulated Pear! Necklace w/Flower Drop Bracelet Set .......... Qapee F.! 
$6.95 FT! | 





-And Speidel Puts Up 


ONE MILLION 
BTV DOLLARS 


‘to Help You Sell It! 


/ Live Child Models on TV PLUS 
"Jerry Mahoney — The Children’s Best 
Friend — will Steal this Huge new 
“4 to 14 Market” for you. 





Gorgeous New Picture Frame 
Gift Box — Irresistibly Cute! 


Makes It a 2-in-1 Gift Item! hi 
Priced RIGHT — so MILLIONS of Parents, £4 
Uncles, Aunts Can Afford It. : 
From $4.95 to $12.95. 


SPECTACULAR, NEW 
“ANGEL” WINDOW DISPLAY 
... A SURE STOPPER! 


NO ONE will pass by this delicate and exotic 
display when shown in your window. Furnished 
with one each of the 12 STARLET Jewelry Items 
shown in this folder. Order as SJ/12 Unit from 


-your distributor. 


Your cost SJ/12 Unit . . $37.70 
Your Selling Price (Fed. Tax inc.) $87.70 
Your Profit (after deducting 

$14.61 Fed. Tax) . 

















° $35.39 
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Simulated Pearl Necklece w Flower Drop 
and Pair Leof Barrettes $10.95 F.T.i. 


PEGGY (item No. $/506 
mulated Pearl Necklace w/Bow Knot Drop 
and Pair Bow Knot Barrettes $12.95 F.T.! SUSANNE (item No. N 502 
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Now Sel 
Speide! 


12 Elegant New Jewelry Items 
Priced $4.95 to $12.95—the Perfect 
Gift for 13,750,000 Junior 

Misses from 4 to 14! 


Here’s a complete Junior Miss Department — a 
“forgotten market” of 13,750,000 young ladies 4 to 14 
years — that will mean BIG NEW PROFITS for you! 


There are literally millions of fond parents, doting uncles 





and aunts who never know what to give “Junior Misses”. 
Speidel Starlet Jewelry is the perfect answer. Everyone 
can afford them — everyone will love them! They’‘re 

a 2-in-1 gift item with irresistible year-round appeal. 


SANDRA 
No. L/509 
| Locke? ang 


Le Lae ae 


m No. L/510) Baby Double 
Locket and Chain $5.50 F.T.|. 


ordel ECKCHAIN 
SSORTMENT 


THE “N 60 UNIT” 


Jewelers everywhere recognize the Speidel Neckchain Book as the most practical unit ever designed 
promote the sale of Neckchains in their stores. 
By popular demand we have increased the present assortment to hold 60 Neckchains, thus providing fo 
the addition of 22” and 24” Chains to complete the line. 
Note that each Chain is clearly identified for easy reference and quick fill-in service for re-ordering 
purposes. 
Assortment N/60 contains 60 Neckchains: 
© 36—1/20 12 Kt. G. F. 15, 18", 20, 22’, 24” lengit 
© 18—Sterling Silver ; (18, 20”, 22’, 24” length 
@¢ 6—Ten Karat Gold ... Kae | 18" lengths 
RETAILER‘S COST OF ASSORTMENT ‘’N/60” 
RETAILER’S SELLING PRICE (Fed. Tax Incl.) . 


Simple Convenient Re-order Form Attached To Back Cover — Mail To Your Speidel Distributor For 




















Defense Economy Is Theme of ANRJA Convention 


(From page 131) 


tor of Price Stabilization, is scheduled to discuss “Stabil- 
izing Our Economy” and Leon Henderson, former OPA 
Head and now Director of Research of the Jewelry Re- 
search Foundation, will give “Washington Confidential 
News.” 

On Wednesday morning the supply situation will be 
thoroughly discussed by leaders in each major segment 
of the industry Diamonds, Swiss Watches, Ameri- 
can Watches, the Wholesale Outlook, Jewelry and Silver 

followed by a summary of “What Happens Now?” 
by Gustav H. Niemeyer. 

Thursday morning will be devoted to a discussion of 
Fair Trade by Carleton G. Broer, Chairman of the 
ANRJA Fair Trade Committee, and Col. Daniel DeBrier, 
Deputy Attorney-General of the State of New Jersey, and 


General Counsel for the New Jersey State Retail Jewelers 
Association, followed by the convention business session, 
for ANRJA members and accredited delegates only. The 
Annual Banquet will be held Thursday evening, with tra- 
ditional Waldorf food, and unusual entertainment. 

As in previous years, the convention sessions have been 
carefully arranged to leave plenty of time for visiting jew- 
elers to inspect manufacturers’ displays, and plan their 
fall and holiday buying. 

President Van Cott and his fellow officers extend a 
cordial welcome to all retail jewelers, whether members 
or not, to attend the convention and exhibits. There are 
no registration fees, and admission badges are issued 
upon presentation of a business card or other appropriate 
identification at the Registration Desk. 





ANRJA Convention Program 


(From page 130) 


Chairman: Kenneth I. Van Cott, President. 

The National Anthem. 

Invocation: Rev. James E. Collins, St. Aloysius 
Church, Great Neck, New York. 

Introduction of Guests. 

Fashion Show: Selling + Fashion = Dollars. 
As shown by a Fall Fashion Revue. Staged by 
the Jewelry Industry Council. Under the su- 
pervision of Martha Percilla, Fashion Director. 

10:00 P.M.—Adjournment. 


Tuesday, August 14 
9:00 A.M. to 8:30 P.M.—Registration. 
9:00 A.M. to 9:00 P.M.—Exhibits Open. 
10:00 A.M.—Convention Session: Sert Room, Lobby Floor, 
Park Avenue side. 
Convention Theme: “THE RETAIL JEWELER 
IN A DEFENSE ECONOMY.” 
Tuesday’s Theme: “EVERYBODY’S BUSINESS 
IS THE GOVERNMENT’S BUSINESS.” 
10:45 A.M.—“Stabilizing Our Economy”—Michael V. DiSalle, 
Director of Price Stabilization. 
11:45 A.M.—“Washington Confidential News”—Leon Hen- 
derson, Jewelry Research Foundation. 
12:20 P.M.—Preliminary Announcements by Chairman of 
Convention Committees. 
12:30 P.M.—Adjournment. 
12:35 P.M.—National Advisory Committee Luncheon. 
3:00 P.M.—Special Meeting of ANRJA Members and Ac- 
credited Delegates. 

PURPOSE:—Adoption of Revised By-Laws as 
proposed by the Executive Com- 
mittee. Notice of Change has 
been sent by mail to all mem- 
bers, as provided in ANRJA Con- 
stitution. 

Accredited Delegates will present 
their credentials to the Creden- 
tials Committee. 


Wednesday, August 15 
9:00 A.M. to 8:30 P.M.—Registration. 
9:00 A.M. to 9:00 P.M.—Exhibits Open. 
10:00 A.M.—Convention Session: Sert Room, Lobby Floor, 
Park Avenue side. 
Convention Theme: “THE RETAIL JEWELER 
IN A DEFENSE ECONOMY.” 
Wednesday’s Theme: “WHAT HAPPENS 
NOW?” (In 20-minute doses.) 
10:45 A.M.—*Diamonds”—Louis Frankel, General Counsel, 
Diamond Manufacturers and Importers Asso- 
ciation of America, Ine. 
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10:25 A.M.—“Swiss Watches”—Roland Gésell, President, 
American Watch Assn., Inc. 

10:45 A.M.—“American Watches”——William D. Evans, Gen- 
eral Sales Manager, Elgin National Watch 
Company. 

11:05 AM.—“The Wholesale Outlook”—Leon J. Engel, Im- 
mediate Past-President, National Wholesale 
Jewelers Association. 

11:25 AM.—“Jewelry”—George R. Frankovich, Executive 
Secretary, New England Manufacturing Jew- 
elers and Silversmiths Association. 

11:45 A.M.—“Silver”—Burrill M. Getman, Vice President, 
The Gorham Company. 

12:05 P.M.—“What Happens Now?”—Gustav H. Niemeyer, 
Dean of the Jewelry Industry. 

12:25 P.M.—Adjournment. 


Thursday, August 16 
9:00 A.M. to 12:00 P.M.—Registration. 
9:00 A.M. to 1:00 P.M.—Exhibits Open. 
10:00 A.M.—Final Convention Session: Sert Room, Lebby 
Floor, Park Avenue side. 
Convention Theme: “THE RETAIL JEWELER 
IN A DEFENSE ECONOMY.” 
Thursday’s Theme: “THE CASE FOR FAIR 
TRADE” 
10:05 A.M.—“Fair Trade is Fair Play”’—Carleton G. Broer, 
Chairman, ANRJA Fair Trade Committee. 
10:15 AM—“The Outlook for Fair Trade”—Col. Daniel 
DeBrier, General Counsel New Jersey Retail 
Jewelers Association, and Deputy Attorney 
General, State of New Jersey. 
11:00 A.M.—Business Session—For ANRJA Members and 
Accredited Delegates only. 
Reports of Standing Committees. 
Secretary’s Report. 
Treasurer’s Report. 
Report of Resolutions Committee. 
Report of Nominations Committee. 
Election and Installation of Officers. 
Unfinished business. 
New business. 
Adjournment. 
1:00 P.M—Luncheon Meeting—-ANRJA Executive Com- 


mittee. 


Thursday evening, August 16 
Annual Convention Banquet, Grand Ball Room. 
:30 P.M.—Reception. 
00 P.M.—Banquet Service. 
30 P.M.—Entertainment Program. 
00 P.M.—Dancing. 


7 
8 
9 
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ANRJA Exhibitors 


(From page 130) 


fh. & OQ. Chain Company, 144 Pine Street, Providence 3, R. I. 
228, 301, 3.2 
Baden & Foss, Inc., 151 West 46th Street, New York 19, N. Y. 4 
Baker & Co., Inc., 133 Astor Street, Newark OS rere 17 
Ballou, B. A. & Co., Inc., 61 Peck Street, Providence 3, R. 1. 
312, 313 314 
Barbara Bates Manicure Sets, Chester, Connecticut........ 205 
Bates, C. J. & Son., Chester, Conmecticut................ 205 
Bausch & Lomb Optical Co., Rochester, New York. ..402, 403 
Beattie Jet Products, Inc., 17 East 48th Street, New York 
CORE cis ah nite ee he ee ge ee ue eae aoe 213 
Blumstein, A., Inc., 37 West 47th Street, New York 19, N. Y...7 
Bojar Company, 107 Stewart Street, Providence 3, R. I..218, 219 
Booths-Royal York, 129 Fifth Avenue, New York 3, N. Y. 
LePerroquet Suite 
Bovet Watch Corp., 17 W. 57th Street, New York 19, N. Y. 
Room 691 
Boyle Leather Goods Co., Inc., 36 E. 31st Street, N. Y. 16..128 
Bristol Seamless Ring Co., 71 Nassau Street, New York 


TU, Gaciae Reve videaese eos ansabaeeksdecasawesle 33 

Brown & Gravenson, Inc., 101 West 3lst Street, New 
a Ae ere en ee 122 
Buffalo Jewelry Case Co., Inc., 329 Broadway, Buffalo 4, N. Y. 
Room 565 


Cc 

Caplen Jewelry Display, 19 Carroll Street, Buffalo 3, N. Y. 
207, 208 

Certina EA Watches, 853 Dundee Avenue, Elgin, Illinois 
Ballroom Stage 
Chase Silver Company, 220 Fifth Avenue, New York 1, N. Y. 
123 
China Overseas, 225 Fifth Avenue, New York 10, N. Y.....326 

Church & Company, 2 Garden Street, Newark 5, N. J. 
Room 689 
Coehler, Henry, Co., Inc., 220 Fifth Avenue, New York 1, N. Y. 
Room 690 
Cohen, A. & Sons Corp., 29 West 23rd Street, New York 10, 
[nr Ms siottuchretauetieen ne beueeweaa ee 45, 4K, 4L, 4M, & 72 
— Mfg. Co., Inc., 74 West 46th Street, New York 19, 


Sil a cd a i a ee ee ed ea Sel Room 590 
Columbia Diamond Rings, 21-10 49th Avenue, Long Island 
i 38g Se rr ee eee 56, 57 
Columbia Walescraft Ltd., 22 West 32nd Street, New York 
gg Ae eee re Room 58? 
Compass Instrument & Optical Co., Inc., 268 Fourth Ave., 
STEED aches eee kann a at watn ised anne és aie 402, 403 


Compton Watch, 550 Fifth Avcomee. New York 19, N. Y. 
Rooms 851, 853, 855 
Coro, Inc., 47 West 34th Street, New York 1, N. Y...... 16 21 

Craft Company, Inc., 109 Monroe Street, Newark; N. J. 

Rooms 794, 795 
Coamer-Teblas: Meyer, Inc., 515 Madison Avenue, New York 
Ce sant 4, on winn Hun do eadtied swaenieidickecbidsensa’ 8 
Crawford Watch Corp., 550 Fifth Avenue, New York 19, N. Y. 
Rooms 851, 853, 855 

= Company, 48 West 48th Street, New York 19, 


Ais Aenea eens mew wk edben aes. ekaaail 201, 202 
Customized Rings, 74 West 46th Street, New York 19, N. Y. 

Room 590 

Cyma Watch Co., Inc., 608 Fifth Avenue, New York 20, N. Y. 


55 


D 
Dason Rings, 20 W. 47th Street, New York 19, N. Y.....49, 50 
Davids, Lothar, 294 Fifth Avenue, New York 1, N. Y...... 400 
Davidson & Sons Jewelry Co., Inc., 20 West 47th Street, 


ED ona ch pe eneamndedss Mbabane eanebescoel 49, 50 

Deknatel, J. A. & Son, Inc., 366 Fifth Avenue, New York 
ROT TES nctivadedhcotdeesdeetsadeescenidl Rooms 814, 816 
Dennison Manufacturing Co., Marlboro & Framingham, Mass. 
19 
Dorset Products, Inc., 366 Fifth Avenue, New York 1, N. Y. 
Room 663 
Doxa Watch Agency, Inc., 580 Fifth Avenue, New York 19, N.Y. 
88 
Dunkirk Silversmiths, Inc., 381 East Main Street, Meriden, Conn. 
Room 585 

E 


Eichberg & Co., 511 Fifth Avenue, New York 17, N. Y. 
Upstairs Suite 
Empire State Glass Decorating Co., 197 Grand Street, N. "a 


(Continued on page 180) 
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PROOF ABOUT 
WATERPROOF... 


_ subject of WATERPROOFING that we'd like to a 


focus your attention on the story back of the ad 


| ‘Oyster’? an incomparable product, achieved by 





| powder or other harmful elements entering the 


*This is one of a series of advertisements to 












ee 





So much has been stated and mis-stated about the 


adjacent to this column.*® Its significance lies within 


this fact: Rolex has established with its waterproof 





ingenious craftsmanship meeting any challenge of 


normal vulnerability. 


While it isn’t necessary that your customers go : 
high diving or bathing with a Rolex on their wrists 
(though it can be done), it is satisfying to know that 


this moisture problem...or the danger of dust, 





fine mechanism of a Rolex is actually and completely 
eliminated when protected by the patented Rolex 
‘Oyster’? case. It must be noted that when the 
watch is serviced it will only retain its complete 
waterproofing merit if all parts are replaced and 


locked in their original positions. 


To the best of our knowledge, and on such proof 
Rolex and Rolex alone may be considered the 


eee 
’ 


ultimate with this completely protective case. Won't 


Es Sage Spree SOS 


you visit us and see actual testing of waterproof- 


ness with our special patented machine. 


ROLEX 


580 FIFTH AVENUE ¢« NEW YORK 19, N.Y. 






appear this fall in Time and New Yorker 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















LEADERS OF INDUSTRY KNOW 





\ 
: 
. 


BRIG. GENERAL DAVID SARNOFF 
alert head of the world-famous Radio 
. Corporation of America, wears a Rolex. 


In 1926 Rolex invented, patented and introduced the waterproof 
watch to an appreciative world. Significantly named the 
“Oyster”, it has demonstrated through years of service in every 
type of climate that it completely protects the delicate move- 
ment within against dust, dirt, humidity, perspiration or water, 
thus assuring the maintenance of its accuracy. | The simple 
formula which made this possible was the elimination df all 


WAT E R Pp of O O FE perishable packing materials and washers. An_ exclusive 


innovation . . “The Phantom Crown” . . insures that even when 





' 
Metal to Meta/ 
| 


AND CLIMATE PROOF the crown is inadvertently ‘left in the hand setting position, 


the metal to metal hydraulic stem assembly assures it is still 
permanently waterproof. §] This waterproofing feature will 
remain constant for the life of the watch, providing adjust- 
ments are made by competent watch makers, with all parts re- 
placed and locked in original position, and tested after servicing. 


AS WELL... 








The new Thin Super Oyster Perpetual illustrated is a wrist chronometer 
bearing official certificate of accuracy by a Swiss Government Testing 
Station. Worn but six hours a day it never needs winding . . . its superb 
movement is completely protected from water, dust and perspiration by 
the famous imported Super Oyster Case. Made in several beautiful designs 
this, and other superb Rolex timepieces, are priced from $145.00 to $1,000. 


BLUEPRINT OF SUPREMACY .. . an unusual book- 
let which tells the interesting facts and illustrates, 
with diagrams, the exclusive features : 
which emphasize Rolex leadership 





THE NEW THIN SUPER. 
OYSTER PERPETUAL IN 4“ 
14 KT GOLD $300.00 
will be sent free to those applying 


on business or personal stationery. 





SEE THE TECHNICOLOR FEATURETTE 'THE STORY OF TIME’ AT YOUR THEATRE 


ROLEX 


THE AMERICAN ROLEX WATCH CORPORATION ° §80 FIFTH AVENUE ° NEW YORK 19, N. Y. 
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Engel Brothers, 17 West 17th Street, New York 11, N. Y. 
Room 587 
Esco Products, 197 Grand Street, New York 13, N. Y....... 225 
Eurexa Mfg. Co., Inc., 144 W. Britannia Street, Taunton, Mass. 
223 
Evans Case Company, North Attleboro, Mass. 
LePerroquet Suite 


F 
Fantasy of Jewels, 16 Maiden Lane, New York 7, N. Y....307 
Farber Bros., 15 Crosby Street, New York 13, N. Y.. Room 559 
Farber, S. W., Inc., 415 Bruckner Blvd., New York 54, N. Y. 


Room 573 
Feature Ring Co., Inc., 126 West 46th Street, New York 
gg SR eee eee tn Rooms 867, 869 


Feinstein, E. S. & Co., 9 Maiden Lane, New York 7, N. Y.. .310 
Fidelity Diamond Rings, 216 East 45th Street, New York 
ke PPS eer ere Rooms 942, 944 
Firman Leather Goods Corp., 137 East 25th Street, New 
York 10, N. Y 
Fisher, A. Edward & Co., Inc., 580 Fifth Avenue, New York 19 
Rooms 877, 879, 881 
Florn Clock Co., 1261 Broadway, New York 1, N. Y....... 212 
Flyer, J. & H. Inc., 37 West 47th Street, New York 19, N. Y. 
Room 593 
Forstner Chain Corp., 646 Nye Avenue, Irvington 11, N. J. 
73, 74 
Frackman, Harry & Ben, Inc., 20 West 47th Street, New 
an (an ee Upstairs Room 
Freed, Edwin, Inc., 1233 Sixth Avenue, New York 19, N. Y..405 
Freed, Edwin Advertising, 1233 Sixth Avenue, New 


ES We. os cic cccbhiceqtiawheeebeadenadkeekanndesel 404 
Freedman, Marvin J., Inc., 436 Ashland Avenue, Buffalo 
Ey eT eT ere 206 
Freudenheim Brothers, 2 Maiden Lane, New York 7, N. Y. 
Room 677 


Friedman Ring Company, 109 Monroe Street, Newark 5, N. J. 
Rooms 794, 795 


G 
Gabor, Jolie, 699 Madison Avenue, New York 21, N. Y.....28 
Garné Jewelry, 25 West 36th Street, New York 18, N. Y....29 


Gense Import, Ltd., 15 East 26th Street, New York 10, N. Y. 


R 
Gift Box Corp. of America, 655 Broadway, New York 12 'N ? 


Glass, Leo & Co., 37 East 18th Street, New York 3, N. Y. ™ 


Rooms 742, 744 
Glycine Watches, 551 Fifth Avenue, New York 17, N. Y... .406 
Golden Treasure Rings, 62 West 47th Street, New York 


Ss We We bien inkenacehner each he deem k oa 325 
Gorham Company, The, Adelaide Avenue, Providence 7, 
PE i iivie hi dadsnthc an kednnsens bee Upstairs Suite 
Gotham Watch Company, 20 West 47th Street, New York 
a ere ere 39, 40, 51, 52 
Graduate House Class Rings, 109 Monroe Street, Newark 
Oe are tee rete eer Rooms 794, 795 
Gross, B. & E. J. Co., Inc., 64 West 48th Street, New 
. gL ne ee ee 407, 408 
Gross, J. H. & Company, 651 Hippodrome Annex Bldg., 
Re re Se ...ccennsn onan awieaecnanen Room 673 
Gurfein, David & Co., Inc., 542 Fifth Avenue, New York 
i Tl. eet eke nen eee teenie ecules Upstairs Suite 


Gurwitt, Albert & Co., 150 Fifth Avenue, New York 1, N. Y. 


H 
Harris, L. Company, Inc., 665 Fifth Avenue, New York 22, N. Y. 


308 

Hartman-Cutler Corp., 55 West 47th Street, New York 19, ~~ 

25 

Helbros Watch Co., 6 West 48th Street, New York, 19, = } 

, 31 

Heller, J. W., 17 West 45th Street, New York 19, N. Y.....112 

Henry, John Company, P. O. Box 1410, Lansing, Michigan. .12%4 
Holzer Watch Company, Inc., 501 Fifth Avenue, New York 


iy Gs Wb cetucacededdnsdewduns sees een 211 
Huye Space Saving Box System, Inc., 512 City Park Ave., 
Pemwy Ghetemme Fe, Bae ic ccccccvescccsccsccccssecsseces 75A 


Hyde Park Watches, 551 Fifth Avenue, New York 17, N. Y. 406 


| 
Imperial Pearl Syndicate, 607 Fifth Avenue, New York 
i EEE Terre rer rT 34, 35 
































Everywhere You Hear Women Say 


“IT must have jade!” 


With the current Oriental fashion trend, Jade 
is a MUST: a source of added sales and added 


profits. 


At Art-Craft you will always find a complete 
line of plain and carved jade jewelry, from 
inexpensive pins, bracelets and earrings to 
exquisite museum pieces. 


Ilustrated: 

bracelet J2 $110 
earrings JII8 $70 
ring Jil4 $50 
Prices Keystone 





ART-CRAFT JEWELRY CO. 


1 W. 47TH ST., NEW YORK 19, N. Y. 
HEADQUARTERS FOR JADE 
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THE JEWELERS’ CIRCULAR-KBYSTONB 






























~ For men to depend on time... 
Time must depend on pe} 


ge eee 








The SUTER DUAMATIC 
is the perfect watch for 





ee — 
BPP SE 


men who need perfect . _ —— 
> . “) : Le eed ie . 
oa | 


aa® “ *~ © 
¢ \ 








Ce eee ee 


timing. SUTER’S automatic 


precision regulator 






id 














facilitates finer 





| second adjustments ... 
! its complete rotary and 


|. friction-free winding 


—_4 


provides 30°/, more 
winding power! 

So for superior self-winding 
action... for split-second 
precision timing ... 

for the watch that 

everyone wants... . 
see the SUTER DUAMATIC! 









EXCLUSIVELY DISTRIBUTED BY: 





MOORE-DeGRAZIER Co. THOS. B. WILSON & Co. ALBERT F. LONG Co. 
Dallas, Tex. Minneapolis 3, Minn. Denver 2, Colo. 








WOODSTOCK-HOEFER WATCH & JEWELLERY Co. , NAEF WATCH ¢ 
Kansas City, Mo. ‘New York 
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Ingraham, The E. Company, 392 No. 
Bristol, Conn. 

Iskin Manufacturing Co., Inc., 12th & Cherry Sts., Phila- 
a inc ended CRS ce enae ee chee KeaeeeNAl 304 


Main Street, 
107 


J 


Jabel Ring Manufacturing Co., 401 Mulberry Street, 
i eee teed pce 4 oe Upstairs Suite 
Jaffe, Isidore, 37 West 47th Street, New York 19, N. Y. 220 
Jewelers’ Circular-Keystone, 100 East 42nd St., N. Y. 
4, ee Booth A, Silver Corridor 
— Magazine, 381 Fourth Avenue, New York 16, 


Jewelry Industry Council, 608 Fifth Avenue, New York 
, - 


TR EIG Li nckheenehataedebetddtediebiaddenciveinsows 
Jones & Woodland Co., 49 Chestnut Street, Newark 
DCM, 620 sddsntdkcapndsdesdedasdeswwaweedl Rooms 5G, 5H 
* 
Kahn, L. & M. & Co., 608 Fifth Avenue, New York 
DT “WMs cciedcceacaukdsendaatie cuenta Upstairs Suite 
Kaplan, Lazare & Sons, Inc., 630 Fifth Avenue, New 
i eer Upstairs Suite 
Karp, David & Co., Inc., 31 West 47th Street, New York 
ee eee Ee eC ee 4V 
Karpeles Rosary Company, 73 Dorrance Street, Provi- 
A I a ane See eee 109, 110 
Kaspar & Esh, Inc., 126 West 46th Street, New York 
ke Ee: Rooms 679, 681 
Kasoy, I., Inc., 7 West 45th Street, New York 19, 
EC ee er ee Te he 119, 120 
Kaufman, Bert L. Company, 9 Maiden Lane, New York 
Ys, ea oe oe ee ee ee ee ee eee Oe 22 
Keystone Silver, Inc., 509 West 34th Street, New York 
3 4 rr ree rr rT wer re 104 
Kimberly Gem Co., Inc., 62 West 47th Street, New York 
CT tetitnk«i deca teinghedudkiemunreade nds sted unanel 3 
Kingston Watch Co., 48 West 48th Street, New York 
rE nD re er 60, 61 


Kirk, Samuel & Son, Inc., E. 25th St. & Kirk Ave., 
ie ae ee eek aaa ee 4N, 4P 


Kocher, _ & Co., 17 West 57th Street, New York 


SE tes cate wind baie ned wueedeiied ama Room 69{ 
Korn, Wm. & Co., 17 Elm Street, Buffalo 3, New York 
77, 78, 81, 82 


Kramer Jewelry Company, 48 West 37th Street, New 


Se Te RG , 6s blnwenkendinencesmdnuaeee eae eLueel 58, 59 
Krementz & Company, 49 Chestnut Street, Newark 5, 
i PES ee Terre ee Ter Te eT Rooms 5G, 5H 
Kritzer, Stern & Klein, Inc., 15 West 28th Street, New 
WE ce csan hers nwnvensetnscasesaenssuas Rooms 967, 569 
L 
L & R Manufacturing Co., 577 Elm Street, —_—- 
Sle cceeteue nr enpeeblabenees trent a oeiem ieee 3, 204 


Lady Alice Pearls, 37 W. 47th Street, New York” is 
i, Wk ensauamhetdadekensdendeadersineeemeeyewit ere 0 

Lampl, Joseph, 542 Fifth Avenue, New York 19, N. Y. ...419 

Lampl, Walter, Inc., 608 Fifth Avenue, New York 20, 
Ds. Sedposncsennnedencsensssemokeseaenael 85, 86, 87 

Lasner Jewelry Corp., 65 Nassau Street, New York 7, 
N. Y. 


Leading Jewelry Mfg. Co., 366 Fifth Avenue, New 
York 1, N. Y. 

Ledo Jewelers, 366 Fifth Avenue, New York Il, N. Y. 214 

Lee Watch Corp., 580 Fifth Avenue, New York 19, 


MS MES «5444400090005 0%4R0R eRe Reese 221 
Lehman Bros. Siverware Corp., 197 Grand Street, New 
A dane ether ee sncananeesentNesewenl 216, 217 
Leichter, Emil, Watch Co., Inc., 551 Fifth Avenue, New 
oS — Serer errrerrs errs eee 406 
Leif Brothers, 2 West 47th Street, New York 19, N. Y. 401 
Levitz, Ira Inc., 33 Court Street, Buffalo 2, N. Y. ....... 4U 
Levitz, M., & Company, 133 N. Pearl Street, Albany 7, 
i. eee Ee ror Tre errr. Room 685 
Lignum Vitae Products Corp., 96 Boyd Avenue, Jersey 
2 ere Terr rer rere TTT rT Te 102 
Lovebright Diamond Rings, 580 Fifth Avenue, New York 
Cr es aecktandesensedaneaesnn ewer Rooms 877, 879, 881 


Lucerne Watch, 550 Fifth Avenue, New York 19, N. Y. 
Rooms 851, 853, 855 


Luria, L. & Son, Inc., 160 Fifth Avenue, New York 10, N. Y. 
Chinese Salon 























> PP Special: 
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LOOSE YELLOW PEARLS for EXPORT << < 


ALL SIZES 
ALL QUALITIES 











uitured Pear 





LOOSE PEARLS 


MABES 


(half pearis) 


NECKLACES 





Z.1.LEVKOV 
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565 FIFTH AVENUE at 46th 
NEW YORK I7, N. Y. 
TELEPHONE: PLaza 3-9727 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















M 
Manchester Silver Company, 49 Pavilion Avenue, Provi- 
dence 5, R 
Manhattan Novelty Company, 263 Canal Street, New York 
Wk 4h has bth nh ceees esp bnhee Leaded eeeeeesbion ceed 
Marhill Company, Inc., 49 West 37th Street, New York 18, N. Y. 
129 
Masin Watch Co., Inc., 15 Maiden Lane, New York 7, N. Y. 328 
Marathon Company, Brook Street, Attleboro, Mass. 


Upstairs Suite 
Marvella Pearls, Inc., 136 W. 52nd Street, New York 19, N. Y. 


36, 37 
Mautner, The Company, Inc., 20 West 47th Street, New 
York 19, parece er mre renee ey Ee 65, 66 
Maximillian Bonded Luggage, 137 East 25th Street, New 
ff See oe Pee yee ee marr 121 
McKenna, Walter H. & Co., Inc., 700 Prairie imme Provi- 
EN Ee SR ne er eee ye he ae 226 
Mercury Ring Corp., 562 Fifth Avenue, New York 19, N. Y. 
409 


Mele Mfg. Co., Inc., 366 Fifth Avenue, New York 1, N. Y...118 
Midhurst Importing Corp., 129 Fifth Avenue, N. Y. 3, N. Y. 
LePerroquet Suite 
Moba Jewelry Corp., 48 West 48th Street, New York 19, N. Y. 
318 
Modern Onyx Mfg. Company, 262 Rockaway Avenue, Brook- 
PE Wa 6ici cv eenesesadddeeeehenkennseneensanel 317 
Monarch Watch Company, Inc., 580 Fifth Avenue, New 
SS eee er rere Rooms 894, 895 
Multi-Facet Co., Inc., 666 Fifth Avenue, New York 19, N. Y. 
Rooms 842, 844 


N 
Naken, M. I. Company, 2050 N. Larabee Street, Chicago 
RN he gu ee a By ee ee Room 588 
Napier, The Company, Meriden, Connecticut....... Room 591 


Nathan, S. & Co., Inc., 550 Fifth Avenue, New York 19, N. Y. 
Room 678 and Booth 5 
Neptune Cultured Pearl Syndicate, 550 Fifth Ave., N. Y. 
a ss Gi ddadda dake eekenenes Room 678 and Booth 5 
New Hermes, Inc., 13 University Place, New York 3, N. Y.. .6 





Norma Pencil Corp., 137 West 14th Street, New York 11, N. Y. 


38 
o 
Ollendorff Watch Co., Inc., 20 West 47th Street, New York 
Se? Ge ee waned chesennnesuntdnabedncees chia 39, 40, 51, 52 
Ostby & Barton Company, 118 Richmond Street, Provi- 
PMCEREEY ‘nc: s nena ne dd caeedeen enh wenienten ean 
Otis Company, 36 Garnet Street, Providence 3, R. I......... 64 
P 
P. M. Jewelry Creations, Inc., 31 West 47th Street, New 
Pe, NE oadebcencecadransdileatasiol eeeecuadan 112 
Parker-Allen Industries, Inc., 325 W. Huron Street, Chicago 
ES “viva atencagieosssdseonneddbnadbeedia ketene 306 
Paulson, Henry & Company, 131 South Wabash Avenue, 
SN OS , nn in dascuceducesannkebacear 113, 114, 115, 116 


Penn Watch, 550 Fifth Avenue, New York 19, N. Y. 

Rooms 851, 853, 855 
Pennino Brothers, Inc., 38 West 48th Street, New York 19, N. Y. 
Room 686 

Pereline Mfg. Co., Inc., 1261 Broadway, New York 1, N. Y. 
Room 592 
Perkel & Knapp, Inc., 10 West 47th Street, New York 19, N. Y. 
Upstairs Suite 

Phinney- Walker Clock, 30 Irving Place, New York 3, N. Y. 
LePerroquet Suite 

Piccard, Lucien Watches, 37 West 47th Street, New York 


Se a wen dc caectsceicanstatecedacctotvieast cases 7 
Plainville Stock Company, South & West Bacon Streets, 

Pe nc ci cntcaensoeevacenanee’ Room 767, 769 
Polishook, K. & Son, Corp., 31 West 47th Street, New York 

Oe 4 ae er rere eee Rooms 778, 780, 782 
Poole Silver Co., Inc., 320 Whittenton Street, Taunton, 

BS, ok ce aden bGi%isasceadensédbee pice eeeeee ere 80, 84 
Polumbaum, Richard Company, Inc., 630 Fifth Avenue, 

PY Te dn 0 ck bas anadcdeecences LePerroquet Suite 
Prill Silver Co., Inc., 53 West 56th Street, New York 19, N. ps 


Prism-Lite Diamonds, 4 West 58th Street, New York 19, N. Y. 
Upstairs Room 
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~ 
Quaker Siiver Co., Inc., 262 Broad Street, North Attleboro, 
NS) Gti ee ieee ie i ee eee ae Room 583 


R 
Reed & Barton Corp., Taunton, Mass.......... Rooms 779, 781 
Reich, M. A. & Co., 220 Delaware Avenue, Buffalo 2, N. Y. 
Rooms 680, 682 
Remington Rand Inc., 315 Fourth Avenue, New York 10, N. Y. 


14 

Rexon, Inc., 122 Fifth Avenue, New York 11, N. Y......... 229 
Richie Premium Corp., 101 West 3lst Street, New York 1, N. Y. 
122 

“Rings O’Romance”, 64 West 48th Street, New York 19, N. Y. 
407, 408 


Robbin Products, 714 S. Hill Street, Los Angeles 14, Calif. 
Rooms 768, 770 
Robbins, J. W. Company, 225 Fifth Avenue, New York 10, N. Y. 


327 
Robinson, Edward B., 11 West 42nd Street, New York 18, N. Y. 
Room 687 
Rosenthal & Kaplan, 126 West 46th Street, New York 19, N. Y. 
Room 575 
Ss 

Sarkin, David, Inc., 37 West 47th Street, New York 19, N. Y. 
311 

Savoy Watch Company, Inc., 62 West 47th Street, New 
7 i ar are rT Room 665 


Schick Electric Shaver, 45 Garden Street, Stamford, Conn...105 
Schiffman, M. W. & Co., 22 West 48th Street, New York 


AG Ee Rooms 642, 644 
Schless-Harwood Co., Inc., 4 West 58th Street, New York 
DEPT dvahinti ab tek adh eeeuie ee neia lle Upstairs Room 
Schmidt, Wm. V. Co., Inc., 30 Rockefeller Plaza, New York 
CE Te 22h ctiad need satnedaeebebenstawemenneealle 9, 10 
Schnelwar, J. & Son, 87 Nassau Street, New York 7, N. Y. 
Room 676 


Scope Instrument Corp., 175 Fifth Avenue, New York 10, N. Y. 
106 


Seidman & Co., 31 W. 47th Street, New York 19, N. Y. 
Room 666 

Semca Clock Co., Inc., 30 Irving Place, New York 3, N. Y. 
LePerroquet Suite 


Semca Watch Co., Inc., 30 Irving Place, New York 3, N. Y. 
LePerroquet Suite 


Sentinel Clock & Watches, 392 N. Main Street, Bristol, Conn. 


Seth Thomas Clocks, 135 S. Main Street, Thomaston, Gon 
2 
Sheffield Silver Co., 17 Crosby Street, New York 13, N. Yr " 
Room 56] 
Sheridan Silver Co., Inc., 90 Ingell Street, Taunton, Mass. 
Room 674 
Sherwood Lighter Company, 230 Fifth Avenue, New York 
a cniek 0 one 0th se i Oe clatter arte tance 320 
Shiman Bros. & Co., Inc., 234 West 39th Street, New York. 
i ere Rooms 693, 694, 695 


Shiman Mfg. Co., Inc., 109 Monroe Street, Newark 5, N. J. 

Rooms 794, 795 
Shiman of Newark, 109 Monroe Street, Newark 5, N. J. 

Rooms 794, 795 

Shiman, M. H. & Co., Inc., 48 West 48th Street, New York 
ek EE atbecnnns beinaeeeeeneeneeee eee Rooms 668, 670 
Sickles, M. & Sons Inc., 904 Chestnut Street, Philadelphia 7, Pa. 
| l 


Silberman, Kohn & Wallenstein, Inc., 216 E. 45th Street, 
> rere rT Rooms 942, 944 

Silvercraft Company, 5 Watson Street, Boston, Mass..Room 583 

Simons, R. F. Company, 191 North Main Street, Attleboro, 


Di: ~vsccubiekitectetecsCiidee seein eens sais Room 812 
Sloan, Albert E., Inc., 400 Jefferson Street, Chicago 7, II. 
125, 126 


Solow, Harold, Inc., 9 Maiden Lane, New York 7, N. Y....309 

Solow Watch Co., 9 Maiden Lane, New York 7, N. Y.....309 
S. P. M. Company, 87 Nassau Street, New York 7, N. Y. 

Room 676 

Sponholz, 11 East 66th Street, New York 21, N. Y......... 130 

Steiner, Ernest, 545 Fifth Avenue, New York 17, N. Y....227 

Steiner, Ernest, Inc., 389 Fifth Avenue, New York 16, “a 

4 

Stern, Louis Company, 70 Elm Street, Providence 3, R. I....12 
Steiff, The Company, Wyman Park Driveway, Baltimore 11, 


DEE | oc cincebaateaeseuanscesseueseas LePerroquet Suite 
Street, George O. & Sons, 49 Chestnut Street, Newark 3G. Sn 


Streicher Mfg. Company, 30 Court Street, Newark 2, N. J....7 




















Over 30 Years 
of Service to 


Leading Jewelers 
610 FIFTH AVE., 





y= PB. vrectous «... 


Extensive selections of Rubies, Emer- 
alds, Sapphires ... 
and Star Rubies loose or in specially 


styled Platinum Diamond mountings. 


ROBINSON & SVERDLIK INC. 





Rockefeller Center, New York 





Star Sapphires 








Inquiries for 
special orders 


are invited 
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Sener, S. J. Co., Inc., 370 Seventh Avenue, New York 


yy eee cr ree 108 
Suter, F. 4 Company, 527 Fifth Avenue; New York 17, N. Y..44 


Swank, Inc., 2 West 37th Street, New York 18, N. Y rere 27 
Swift & Anderson, Inc., 952 Dorchester Avenue, Boston 25, 


ES ccc ik chi dcdta ees RUATAREA heehee Reda ebadbas 43 


T 
Tanz, Philip Company, 253 Fifth Avenue, New York 16, N. Y. 


209, 210 

Taylor Instrument Companies, Rochester, New York. 402, 403 

Telechron, Ime.. Homer Avenue, Ashland, Mass........ 67, 68 
Tessco Jewelry Creations, 595 Fifth Avenue, New York 

E> We 440004540 0855568404 000040000 Ke0 dese saRKESaees 23 


Tissot Watch Co., 501 Fifth Avenue, New York 17, N. Y...211 
Towle Manufacturing Company, Newburyport, Mass. 
Upstairs Suite 
Traub Manufacturing Co., 1934 McGraw Avenue, Detroit 
6s SedURehis cea nanecnnunnneucneel Rooms 667, 669 


U 
U. S. Jewelry Co., Inc., Baltimore & Liberty Streets, Balti- 
CE. Cnn. tee eheeeeesaaceennrenne nes Pillement Suite 
United States Time Corp., 630 Fifth Avenue, New York 
ee Ee 46 kod eek eadne de eenesenentiad ss oaneenenel 53, 54 


Vv 
Victoria Pearl Co., Ltd., 550 Fifth Avenue, New York 19, N. Y. 
Room 678 & Booth 5 
Volupté, Inc., 347 Fifth Avenue, New York 16, N. Y.....62, 68 


Ww 
Wadsworth Watch Case Co., Dayton, Kentucky........ 79, 83 
Wakmann Watch Company, Ine., 452 Fifth Avenue, New 


Wallace, R. & Sons Mfg. Co., Wallingford, Connecticut 
Upstairs Suite 


Wallensak Optical Co., Rochester, New York........ 402, 403 

Waltham Watch Company, Waltham, Mass......... 69, 70, 71 

Watchmakers of Switzerland, 247 Park Avenue, New York 
eer rr ree ee ere 11, 12 


Watson Company, The, 67 Mechanic Street, a Mass. 
Room 688 
Wefferling, Berry & Co., Inc., 8 Rose Street, Newark 8, N. J..76 
White Rose Jewelry Mfg. Co., Inc., 45 Rose Street, New 
ES. 0.644.944.0000 Ro needastaw bine edntiemededse | 321 
Whiting, ‘Frank M. & Company, Division of The Ellmore 
Silver Co., Inc., Meriden, Connecticut 
Petite Salon, Park Lane Hotel 
Wiesen-Hart, Inc., 2211 May Street, Cincinnati 6, Ohio 
Room 557 
Wiesner, Joseph, Inc., 379 Fifth Avenue, New York 16, N. Y. 


101 
Wilson Specialties Co., Inc., 339 Fifth Avenue, N. Y. C. 
Room 674 
Wilton Merchandise Corp., 45 West 45th Street, New 
EE EE Ee 5 te cancanndnnekeasidmeetse dates ae 215 
Winard Inc., 171 Madison Avenue, New York 16, N. Y.....111 
Winston, Harry, Inc., 7 East 51st Street, New York 22, N. Y. 
Jansen Living Room 
Winton Watch Company, Inc., 64 West 48th Street, New 
York 19, N. Y 
Wyler Watch Agency, Inc., 630 Fifth Avenue, New York 


ST UE tcuaal betsedensandedeaaneneeaekunanes Room 646 
z 
Zippo Manufacturing Co., 11 West 42nd Street, New York 
NEE 6b64 60nd nseneesdanecnbensaseadeaenasbeeeend 103 
Zuckerman, Nat & Co., Inc., 135 Fifth Avenue, New 
Bene 40-0 se ncevnnennanes Carpeater Dining Reom 





Sales Tip—Talk a man’s own language. Most customers 
have lived with themselves for a long, long time. They 
think and talk in a language they have acquired and like. 
They resent the salesman who talks to them as though he 
were attempting to improve their education. Friendliness 
is quickly established when the customer finds a salesman 
talking the language he likes best himself. 
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Fall Fashions 


(From page i24) 


roanded curve-line sleeves. The sculptured curve carries 
through hiplines with figure-molded jackets. It is em- 
phasized with nipped-in waistlines, with peplums and con- 
toured pockets, and is even used for diagonal closings 
which follow a sweeping curve—sometimes from shoulder 
to hem. 


Coats have three silhouettes. The pyramid, with less 
fullness than last year, is expected to retain first place in 
volume selling. The pendulum, in the same category as 
the pyramid, is expected to be second favorite. This coat 
is flat back and front with side fullness which swings 
back and forth pendulum fashion. The newest is the fitted 
coat which originated last year in the French collections, 
and has now reached our ready-to-wear market. 

Suits have two silhouettes. The first is slender from 
shoulder-line to hem, but drawn in curves. The second 
and newer-looking silhouette features a jacket with a 
sharply nipped-in waist and arches at the hips over a full 
skirt—these skirts are sometimes bouffant and worn over 
stiff crinoline petticoats. 


Sleeves come in a variety of shapes, bouffant, oval, 
and slender. They may be either mounted or unmounted, 
but all follow a gently sloping, natural shoulder line. In 
both coats and suits, elbow length or three-quarter sleeves 
are maintaining the popularity of bracelets. 


Necklines on suits are generally lower. There are 
many rolled and rounded collars, often so small suits 
appear to be collarless, and Cardigan necklines which are 
completely collarless are popular. “Stand-away” neck- 
lines are seen with increasing frequency. (All of these 
uncluttered necklines are a good background for chokers 
and necklaces and also focus more interest in earrings. ) 

Evening dresses feature more cover-up by using 
shoulder straps and brief shoulder coverings, although 
there is still plenty of decolleté. Short length gowns are 
made of crisp fabrics, and long gowns are slim, shaped, 
and draped—or have full skirts and draped bodices. (The 
evening picture is supremely elegant and needs matching 
elegance in jewelry. ) 


THE FABRIC STORY 

One of the most important style tricks of the season is 
to contrast rough materials with ultra sleek material. 
Tweed is shown with satin, jersey tops with taffeta skirts, 
velvet with faille, heavy taffeta with filmy chiffon, and so 
on. Satin is a favorite fabric and shows up everywhere 
in complete costumes or trim as velvet did last year. 
(Unusual jewel combinations can carry texture contrast 
into jewelry.) 


THE COLOR STORY 

Black, brown and gray are the most important colors 
for fall. Black is in first place as a basic shade and in 
somewhat somber combinations with gray and brown. 
(Plenty of jewel flash and colored stone sparkle is needed 
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GUARD RINGS 


in all genuine birthstones 





and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 
Memorandum Selections gladly submitted. 


Ask for circular 


REPRESENTATIVES = = — ¢ 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


315 West Fifth St., Los Angeles 








pie Koulish Co, Inc. 


“228 East 45th Street 


PACIFIC COAST—Slaudt-Cannon Agency ae 
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e DIAMOND PLATINUM 
WEDDING RINGS 


¢e DIAMOND PLATINUM 
DINNER RINGS 


e SINGLE STONE 
ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 


Serving the Jewelry Trade since 1920 | 
New York 17, N y. 
“Members of American Gem Society - | 
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THE JEWELERS’ CIRCULAR-KEYSTONE 























here!) Brown is important from bronze to dark dark 
brown and ranges into all shades of yellow. Blond is a 
leading color for evening. (Gold jewelry is beautiful 
with all of these brown-toned shades.) Gray continues 
its popularity in shades of dark smoke to silver and is 
often used in varying shades. (Good news for houses 
using sterling because of the metal shortage—accent with 
silver highlights—lovely with smoke tone pearls.) Green 
is more important than it has been for years, especially 
bronze green and dull blue green. Red is popular from 
deepest garnet to shades of pink that sometimes graduate 
to violet. Turquoise flashes as an accessory color. Gold 
threads shine through the entire fabric of fashion. 
(Jewelry in dramatic color combinations enlivens the 
entire fashion scene. ) 


HIGH FASHION JEWELRY COMPLEMENTS 
NEW STYLE TRENDS 

The famous designer, Christian Dior, in collaboration 
with Kramer Jewelry Company of New York City has 
just completed a line of jewelry that sets a new pace in 
high fashion. There are eight distinct groupings stressing 
the importance of richness, color, movement and beauty 
in jewelry. There are lavish stone and pearl creations to 
command attention with even the bulkiest of fall fabrics. 
and inspired uses of color to give vibrant accent to all 
of the fall shades. Pendant necklaces are fashioned to be 
worn with low, rounded necklines and wide wide bracelets 
to go with three-quarter and elbow-length sleeves. 
Elongated branch pins in curving 7-in. and 8-in. lengths 
are designed to cascade from the waistline of full skirts 


or to follow the curve of rounded yokes. Large single 
stone ear clips are important, and pins and necklaces that 
achieve shimmering movement with pendant drops of 
varying lengths. 

A new feeling of depth is introduced in Dior shadow- 
box medallions that are concave rather than domed, and 
this may well be the beginning of a new trend in jewelry 
design. In another grouping an effect of depth is achieved 
by a stone on stone treatment using marquise cuts. A 
kaleidoscope of changing color and movement is created 
by unusual color combinations and cuts; ruby and topaz, 
amethyst and topaz, jet and crystal, etc. A new feeling of 
movement is introduced by tremulous rhinestone roses 
raised on delicate springs and looking like living flowers 
on radiant chokers, bracelets, and elongated branch pins. 
(Dior jewelry is illustrated on the tailored suit with apron 
over-panels. ) 

Jolie Gabor who is known for the exceptional beauty 
of the custom-made jewelry sold in her ultra-smart shop 
on Madison Avenue in New York City is now going to 
wholesale these lovely creations. This is high-fashion 
jewelry executed with delicate artistry and fashioned 
wholly of precious and semi-precious jewels. There are 
glamorous gem-flowers blending the colorful radiance of 
pink tourmaline, emeralds, sapphires, aquamarine, 
amethyst, topaz, rubies and diamonds, and these radiant 
flowers fasten asymetrically as pendants on glowing cul- 
tured pearl chokers or are worn separately as clips. Jewel 
cluster clasps twinkle on pearl necklaces and _ bracelets 
forming striking ensembles with matching earrings. Gold 
shines importantly in rich settings for diamonds and 
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pearls, and exotic jewelry is formed of entwining gold 
links interspersed with rubies and other jewels. Choker, 
bracelet, and cluster clip is illustrated on the Charles 
James dress suit, and again on the fitted coat with de- 
tached clip and bracelet shown. 


GOOD TASTE AND KNOW-HOW IN MASS MARKET JEWELRY 


“Ring, ring, who’s got the ring!”—and, of course, one 
answer is every bride in almost every corner of our 
civilized world, for rings have become a permanent part 
of the institution of marriage. Of course, there was a 
time when the Puritan Fathers tried to make. wedding 
rings unlawful but they couldn’t get away with it! 

Karlan & Bleicher, Inc., are one of the leading manu- 
facturers of wedding rings, ring mountings, and ring 
findings, and since they sell to the great mass market, 
their rings are designed carefully for universal fashion 
appeal. 

Illusion mountings and Princess mountings are still 
among the most called for styles in matched wedding and 
engagement rings, and this firm reports yellow gold as 
selling six to one in preference to other metals. Among 
their many designs are handsomely wide wedding bands 
and distinctive rings in tailored gold. They have many 
pretty basket-weave patterns, and a series of birthstone 
rings holds heart-shaped colored stones in lacy open-work 
settings. Especially lovely is a series of sunny gold bands 
with melee strewn like stardust as the center jewel. 

A very new betrothal set not.only follows the curving 
line of fashion but should send sales curving upward, 


since the two rings must be sold together. The wedding 
ring fits snugly into the curve of the bethrothal ring and 
each ring holds half of the side-diamond design. It takes 
both rings to complete the pattern, and a center diamond 
brilliant is ensnared between the two. The gold ends of 
each ring by-pass gracefully in opposite directions and 
terminate in a little outward fillip of gold. (Karlan & 
Bleicher rings are illustrated on the fashion page with 
the model in apron-panelled skirt admiring them.) 
Francine, Inc., is showing a line of glittering chokers, 
bracelets, and belts that is notable for smart fall require. 
ments and smart unusual craftsmanship. These brilliant 


~all-rhinestone pieces, rhinestones with simulated pearls, or 


rhinestone with colored glass-jewels in 18 bright color 
combinations are crafted on expansion bands as comfort- 
able to slip on and wear as fine expansion watch bands! 
The expansion belts are joined with invisible hinges be- 
neath twin buckles and each belt divides to become a 
sparkling choker and bracelet. (Francine Airflex jewelry 
is shown on the fashion page with the model holding an 
expansion belt stretched in her hands. ) 


PIERCED EARRINGS POPULAR AND PROMOTABLE 


The other day I was walking along busy 34th Street 
and happened to glance casually into a baby carriage 
parked outside a big department store. This glance 
brought me to a surprised halt, for the baby inside the 
carriage was wearing a jaunty gold earring—an unmis- 
takable circular hoop! While I’ve heard rumors about 
an increased popularity of pierced earrings this certainly 
seemed to be rushing things. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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The big league ballplayer and the outstanding store 
have one thing in common. Each is unusual — 
one in performance, one in the merchandise it features. 
A Herschede Chiming Floor Clock is always a 
great star in a line-up of selections. Its superb distinction, 
the incomparable beauty of its chimes, clearly 
indicate a store that offers the unsual. Drawing the 
patronage of those who want the finest, 
it creates the store prestige so strongly desired 
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No. 245 
(pictured here) 
is a beautiful 
expression of 
Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 





Write for catalog 
showing the 
whole line-up 
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JMS, who are among the world’s largest manufac- 
turers of pierced earrings, report a favorable increase in 
the demand for this type jewelry and are giving impetus 
to the trend with their magnificent selection of styles and 
designs. They have compellingly beautiful creations in 
solid gold and gold-filled with four different types of 
pierced ear wires. There’s a refreshing variety of button 
styles and gracefully proportioned pendants in traditional 
and high-fashion designs. Among the interesting earrings 
are dramatic circular disks, pretty pearls and cameos in 
gold filigree frames; quaint miniatures, oval shaped, and 
delicately hand painted; portraits, strikingly vivid with 
colors of gray, black, red and contrasting backgrounds 
of cream or oyster white; French Limoges, framed with 
seed pearls; and authentic glass-blown flowers imported 
from Belgium and France. These are additionally preci- 
ous because the famous European glass-blowers no longer 
work upon such small objects. 

Many women say that pierced earrings are more com- 
fortable to wear than the fasten-on kind and this may 
account somewhat for the growing demand of them. 
It is a good point for promotion. Another good point is 
the safety factor, for it is almost impossible to lose a 
pierced earring and this should banish the forloarn col- 
lection of single earrings which are part of so many 
jewelry wardrobes. Pierced earrings can be extremely 
profitable for jewelers because once a womain’s ears are 
pierced she will always wear earrings and will want many 
different styles. (JMS glass-blown drops shown on the 
model wearing the pyramid coat and long, black gloves. 
Tiny button-type on suit-clad model.) : 





Back-to-School Display 


(From page 129) 


costume jewelry for the girls and men’s jewelry for the 
boys, compacts, travel irons, dresser sets, military 
brushes, clothes brushes, etc. 

Appropriate copy messages will strengthen the mer- 
chandising appeal. These can be lettered on the paper 
pennants which repeat the pennants of the background 
garland, and laced with merchandise groupings. “Keep 
him on time with one of these fine watches”; “Pretty 
jewelry for the Campus Belle”; “He will appreciate this 
excellent portable radio”—are samples of copy for the 
smaller pennants. The larger pennant in the Professor’s 
“hand” should carry such general copy as “Send them 
Back to School with a really thoughtful gift.” 

The pennants should be made of different colored 
papers, matching or harmonizing with the autumn colors 
of the pennants of the background unit. A rather stiff 
and heavy paper is preferable so that they will hold their 
shape. The wide end of the pennant can be rolled around 
a thin dowel and pasted or stapled in place. To keep the 
pennants in position, the dowels can be taped to small 
weights or to the boxes in which the merchandise is 
shown. 


Almost any type of elevation set can be used for this 
display. Step elevations work out very well, but mer- 
chandise should be kept in groups carrying out the copy 
themes. A neutral tone background can be used or one of 
the colors in the owl units can he repeated in a lighter 
tone. 
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THE FINEST IN GOLD JEWELRY 


BEAUTY! ORIGINALITY! CRAFTSMANSHIP! IN OUT 
STANDING PIECES DESIGNED TO CREATE MORE 
SALES FOR YOU. ACCLAIMED THROUGHOUT THE 
INDUSTRY AS THE FINEST IN GOLD JEWELRY 


THE ABOVE ARTICLES ARE 14K GOLD. HAND MADE 
MESH WATCH BRACELETS: THAT MAY BE WORN 
AS A LAPEL WATCH OR A PENDANT BY REMOV- 
ING THE CASE FROM THE MESH AVAILABLE WITH 
AN INTERCHANGEABLE PLAQUE AND PEARL NECK 
LACE. OTHER DESIGNS AND ITEMS AVAILABLE 
FOR FURTHER INFORMATION WRITE OR PHONE 


iF IT’S MADE BY RONDETTE, YOU CAN BE SURE 
IT’S ORIGINAL. 

CREATORS OF THE FAMED COMBINATION BRAC- 
ELET “DUETTE” (PAT. PEND.) 
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Using Color 


(From page 128) 


you want your display to create a certain psychological 
effect. 

Quite definite colors are associated with most holidays, 
but these can often be varied. Red and green are tradi- 
tional for Christmas, but magenta, bright blues, silvers 
and golds are frequently used with no loss of Christmas 
cheer. Green and white are considered Easter colors, but 
any of the pastel tints will serve as well. Pink or red for 
St. Valentine’s, but only green for St. Patrick’s Day—only 
red, white and blue for the patriotic holidays. 

Color has definite properties as a creator of optical illu- 
sion which can often be used to advantage. This applies 
particularly to the size of objects . . . a dark object ap- 
pears smaller than its actual size while objects of light 
tints seem larger. This holds for window backgrounds 
as well as for the objects in the window . . . a dark back- 
ground tends to make the window look smaller—a light 
background to make it look larger. This is also true of 
dull and shiny surfaces. Shiny satins or glossy enamels 
reflect light and tend to make things look larger; dull 
velvets and flat paints absorb the light with the opposite 
effect. In choosing fabrics, papers and other accessories, 
remember that colors look very different under daylight 
and under varying kinds of artificial lights, and colors 
that harmonize under one kind of lighting may not do so 
under another kind! It is best to try out samples under 
exactly similar lighting conditions especially for any im- 
portant or semi-permanent installation. ! 


Three types of jewelry displays and three color schemes 
are illustrated in the accompanying little sketches. Since 
they cannot be printed in color, I have used the color key 
of the Color-aid papers mentioned in last month’s article 
to indicate the colors used. 

For the silverware display, we assume that the chest 
lining is a bright color—let us say Red Violet Red (RVR) 
—a cool off-red. Since this is the dominant color note in 
the merchandise to be shown, our planning starts from 
there. 

The silver hollowware which comprises the rest of the 
merchandise in the window suggests blue for the large 
area of background and floor. Since silver has no color 
of its own, it takes on by reflection the colors around it. 
Blue seems to be the most flattering of any color for silver, 
although soft greens and rose tones are also good. As 
blue and red are strong contrasts, we will expect to find 
the most pleasing tone in the cool blues, as our red is a 
cool red. By trial and error, we arrive at Blue Green 
Blue (BGB) shade 3. It is cool and is grayed enough to 
be used in a large area. To prevent the chest lining look- 
ing like a bull’s eye of brilliant color, we repeat the same 
shade in a flat panel on the floor for displaying flatware 
pieces, in the candles and in the small flower arrange. 
ment and possibly in a picture on the background. 

In displaying china, the color scheme of the pattern or 
patterns to be shown will determine your colors. If a 
number of patterns of contrasting colors are shown 
together, the background color will have to tie them all 
together. Black does this job well, but it is pretty heavy 
and somber for a china window. Neutral gray or a deep 
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tone of whatever color predominates should do the trick. 
The sketch suggests a window featuring one pattern—a 
red and green floral design on a white background. By 
checking, we find the red is Red Orange Red (ROR), 
the green, Green (G) shade 1. Since these two colors are 
directly opposite each other on the color wheel—direct 
contrasts—another tone of one color or the other seems 
the best choice for a background. Green (G) tint 4 
appears to be a good choice. The dark green of the china 
is used on the window floor and on the elevations and 
Red Orange Red of the pattern in the place mats. Both 
the red and green are repeated in the flower arrangement. 

In jewelry displays, the color of the stones and the 
fashion colors of the fabrics with which the jewelry is to 
be worn are our color guides. In choosing coverings for 
ring pads and other display pieces which will be used 
with many different colors of stones, it is not necessary to 
stick to neutral tones entirely, but the colors should be 
those which are flattering to most colors of gem stones— 
dark blue, dark and medium green, maroon, grayed tints 
of light blue, light green, rose and gray-violet are some 
of the possibilities. For Christmas and other occasions 
where special color schemes are to be carried out, the 
jewelry pads can be of brighter colors. White is a good 
jewelry color, but not too practical from a housekeeping 
standpoint. Pale pink is particularly flattering to pearls 
while yellow is better avoided for both pearls and dia- 
monds. 

The color of the display pads should always be a part 
of the color scheme of the entire window. In the sketch 
the suggested colors are Blue (B) shade 3 for the display 
pads, the fabric drapery on the mannikin head and the 
flowers scattered on the background; Green Yellow Green 
(GYG) shade 1 for the walls and floor and tops of the 
circular elevations; Violet (V) shade 3 for the panel 
against the background and the risers of the elevations. 
This particular violet tone is a very grayed shade—not at 
all what is usually thought of as violet. 





Display Showmanship 
(From page 160) 


the assistance of Michaels’ record of the bride’s pattern 
selection, to choose a gift which will blend with the bride’s 
previous selections. 

“We display place settings,’ Mr. Garston said, “to 
supplement settings of silver, and our china and glass 
department, which is also on open shelves, has aided our 
sales of silverware, while its proximity to the silver section 
permits a natural transference to china and glass after 
the silver is selected.” 

The Michaels, Hartford store combines both modern 
and classical designs with effectiveness. Its facade is of 
mosaic and natural granite. The 14-window side of the 
store is of Conway green granite. Signs on the store, 
which are indirectly lighted, have the letters silhouetted 
by illumination directed toward the background. The 
entrance doors are of broad-vision herculite glass. 

The store’s interior, which is air-conditioned through- 
out, is of the most modern design in jewelry store layout. 
The walls and floor cases are of natural African mahog- 
any, giving a substantial and exclusive atmosphere to the 
shop. The entire first floor area is carpeted in gray. 
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Table Contest 


ng (From page 133) 

received such successful results, both in the way of 
attendance and participation as well as in the vast quan- 
tity of free publicity which was given him by the local 
press. Both judges at the 1951 show were outstanding 
authorities on table fashion. Gertrude Brassard, table 
merchandise editor of The American Home magazine, 
and Helen Chamberlain, director of “Table Fashions of 
1951” and a noted west coast authority on table fashions, 
judged the 195] contest. | 


To initiate the 1951 show, Vining sent a letter to every 
women’s club in the area, and announced the coming 
contest through news releases in the local paper. In all, 
25 groups entered settings in the show, which was held 
in the ballroom of the Hotel Pines in Pine Bluff. Winning 
settings were selected for three types of tables: formal, 
casual and special events. 


Weeks before the contest, the Pine Bluff newspaper 
carried stories of the coming event, featuring one story 
each week. Three weeks before the show, stories ap- 
peared twice each week. Daily stories appeared in the 
paper during the week preceding the show. 


Newspaper stories gave tips on setting the table, told 
who the judges were to be and stressed their backgrounds 
and capabilities. Other stories dealt with the unusual 
preparations which were being made by the clubs. 

Vining inserted small advertisements in the local news- 
paper, beginning 18 days before the scheduled opening 
date of the contest. Advertising space was increased to 


more than half-page ads on the days immediately pre. 
ceding the show. Small ads on the amusement pages 
of the paper were inserted 10 days before the shoy. 
Radio spot announcements were also used. 





Crowd looking over table settings in Vining contest. 


Contestants furnished all but four settings of china, 
glass and silver, but displays of products of many manu- 
facturers surrounded the table settings in the hotel ball- 
room. Vining states that silver manufacturers are always 
most helpful with such a promotion. 


The two-day show pointed out conclusively to Vining 
the positive trend to casual-type dinerware, even it the 
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higher priced brands. Previously, Vining had carried 
no stock of this type merchandise. He noted a preference 
for low-stem glassware. Also, pottery sales proved im- 
portant, a fact which Vining overlooked until the show 
proved his error. 

Most important, Vining showed convincingly that 
intelligent planning and promotional know-how can be 
applied to a year-old promotion to make it pay a second 
dividend. 





Imitation Diamonds 


(From page 148) 


when spinel is placed on a refractometer a clear reading 
of its index may be seen, whereas diamond, being higher 
than the limit of the refractometer will not show a reading. 


This means of identification usually has one drawback 
which is due to the mounting in which synthetic spinel is 
most often placed. Undoubtedly the producers of these 
rings are well aware of the difference of refractive indices 
and the ease with which diamond and spinel could easily 
be separated by this property. As a result, synthetic spinel 
is usually set in such a manner that the prongs of the 
mounting extend above the surface of the table facet. 
This procedure tends to counteract the value of the R.I. 
test since a requisite for an R.I. reading is a parallel 
optical contact between any facet of the stone and the 
glass hemisphere of the refractometer itself. Most present 
day refractometers are constructed with a glass hemisphere 


set flush in the metal table of the instrument. When setting 
prongs are higher than the table facet of the stone, an 
opical contact between stone and hemisphere is not pos- 
sible (see Figure 1). If the stone prongs are set in such 
a manner that the table of the stone contacts the hemi- 
sphere at an angle rather than being parallel to it, then an 
enirely inaccurate reading usually results. 

There is one refractometer on the market, however, 
which solves this problem. This instrument not only 
incorporates a glass hemisphere which is slightly raised 
above the surrounding metal, but the case itself is narrow, 
thus enabling the user to secure a refractive index reading 
otherwise unobtainable with most other refractometers. 
(Figure 2.) 

Invariably, colorless synthetic spinel is fashioned in 
an emerald cut, since in this form, it more closely resem- 
bles the appearance of diamond than it does when fash- 
ioned as a brilliant. Synthetic spinel often contains gas 
bubbles which in themselves are proof of artificial origin. 
However, these are usually quite small and in the color- 
less variety, extremently difficult to see. Some speci- 
mens have been noted containing rather dark bubbles 
which under direct lighting conditions and a loupe appear 
to be typical diamond carbon spots. 

The Laboratory does not suggest that all emerald cut 
colorless stones represented as diamond should be tested 
on a refractometer in order to prove their identity, but 
in light of experiences in the lab, dealers everywhere 
will do well to examine carefully emerald-cut stones when 
presented at “bargain prices” or “forced sale.” 
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fine emblematic jewelry 





Wefferling, Berry & Co. is now in a position 
to supply your demands, with a complete 
line of fine Emblematic Jewelry, including 
smartly designed rings, pins, buttons, 
charms, etc., in 14 K. gold. 





We have greatly increased our production 
facilities by enlarging our plant and equip- 
ment, and adding many more jewelry crafts- 
men to our staff. 


Remember .. . the sale of Emblematic Jew- 
elry is consistent all year ‘round. Address 
inquiries to 
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Jewelry Sales 


(From page 127) 


per cent of the 1948 jewelry volume, the third highest 
group. Sales of these stores amounted to $129,842,000, 
an average per store of $38,620. 

In the $20,000 to $30,000 volume bracket, there were 
2,704 stores which did a combined business of $66,186. 
000. These stores represented 12.7 per cent of the total 
number in 1948 and they did 5.4 per cent of the total 
business; an average per store of $24,477. 

Thus, there were 11,965 stores in 1948 which did $20,. 
000 or better for the year. These stores, comprising 56.3 
per cent of the total of stores operating for the en. 
tire year, had combined sales of $1,111,045,000, or 90.7 
per cent of total 1948 sales. The remaining 7,231 stores 
in full year operation comprised 34 per cent of this 
total. This group did only 6.3 per cent of the 1948 total 
or $77,363,000. The breakdown of this latter group of 
stores who did less than $20,000 apiece in 1948 is as 


follows: 
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Stores Sales 
Volume Bracket a 
% of % of 
Number | All Stores | (Add 000) | Total Sales 
$10,000 — $20,000 | 3,903 | 18.0 57,386 4.7 
$5,000 — $10,000 2,183 10.3 16,416 1.3 
$2,000 — $5,000 873 4.1 3,159 0.3 - 
Under $2,000 272 1.3 402 0.03 
Part Year _ 2,073 9.7 36,470 3.0 








LOCATION OF STORES BY SIZE OF CITY AND TOWN 


Of the 21,269 retail jewelry stores operated in 1948, 
4,368 or 20.5 per cent were located in cities of 500,000 or 
more population. These stores did a combined total of 
sales amounting to $357,085,000, or 29.2 per cent of 
total jewelry sales in 1948. The breakdown of jewelry 
stores by city size is as follows: 











| % of — % of 
| | Total Total 
| City Size Groups _——Noo. of Jewelry Sales Jewelry | 

Stores | Stores | (Add 000) Sales — 








_ 500,000 or more 4,368 | 20.5 $357,085 _ 29.2 











| 250,000 to 499,999 | 1,206 5.7 130,916 | 10.7 
— 100,000 to 249,999 1,782 8.4 157,481 | 12.9 
50,000 to 199,999 | 1,708 | 8.0 138,209 | 11.3 
25,000 to 49,999 2,004 | 9.4 136,550 | 11.1 
10,000 to 24,999 3,048 | 14.3 144,236 11.7 | 
_ §,000to 9,999 2,494 | 11.8 76,580 6.3 
| 2,500to 4,999; 1,961 | 9.2 42,987 3.5 | 
Less than 2,500 2,698 | 12.7 40,834 3.3 | 





BREAKDOWN OF STORES, INDEPENDENT AND CHAIN 


In 1949, of the total of 21,269 retail jewelry stores 
operated that year, there were 18,939 independent one- 
store firms. These “independents” had a combined sales 
volume for the year of $926,706,000. Total paid em- 
ployees of these stores totaled 50,006 with a payroll of 
$125,569,000 for the entire year. 

Classified with the one-store units, according to the 
Census release, were 265 stores operated by “multi-store” 
firms. In other words, chain units operated independent- 


_ ly of the parent firm. These 265 stores did a combined 
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sales volume of $30,928,000. They had a total of 1,925 
employees with a payroll of $5,251,000. 

Stores in the chain or multi-unit group were classified 
as follows: 





No. of 





Sales Em- Payroll 
Unit Group Stores | (Add 000)! ployees | (Add 000) 
9 or 3 store multiunits 1,340 | $132,971 8,448 $23,873 
4 or 5 store multiunits 251 34,645 | 2,425 7,274 
6 to 10 store multiunits 240 40,217 2,540 6,985 
11 to 25 store multiunits 206 X X X 
96 to 50 store multiunits 28 X X X 























Where X appears, this indicates that in that category there is 
only one concern (or two or three) whose private business affairs 
would become available to competitors if detailed information on 
the “group” was published. Therefore the Census Bureau with- 
holds single listings for these concerns but the figures are in- 
cluded in the totals. 





Customer Desire 
(From page 152) 


where else. 

Because they are treated with kindness and genuine 
concern, people are no one-time buyers in Antin’s store. 
They come back. Last Christmas three couples came in 
together and bought out all the stock of sunburst pins 
Antin had in the place. The sale grossed over $1,000— 
not a tremendous, but a pleasant sale for one hour’s work. 
One of the girls admired an antique cut glass pitcher 
Antin had on the shelf. He quietly took it off the shelf, 
wrapped it and gave it to her with his compliments to 





take back to Chicago. It was a $50 pitcher. But the 
woman had since sent him a dozen customers and spent 
over $4,000 with him. Dumb? Hardly! 

But no customer and no customer’s desire is trivial to 
Antin. He realizes that everyone has a dream. He does 
not like to destroy it. Some women come in with mediocre 
buttons which were sold to them as antiques and want 
earrings made of them. Far be it from Antin to knock 
down their purchase and disappoint them. If they like 
the buttons they may have them. As earrings, too. He 
has them made up, and the women depart beaming. 


A lot of refugees beat a track to Antin’s door, bringing 
to him anything from.antique diamonds to a collection 
of perfume bottle or pieces so rare only a collector can 
appreciate them. Antin discusses it with them, and usually 
buys it for more money than they could have gotten any- 
where. He sells the pieces, too. Remembering his kind 
gesture, these people eventually come back—next time 
as customers. 


An Antin idea worth remembering is that no piece of 
merchandise is “crazy.” There is a customer for every- 
thing. He has proved this point a thousand times in the 
happy melange that is his shop—antiques, modern 
jewelry, china, and bric-a-brac. But the biggest single 
piece of merchandise Antin has to offer along with his 
stock is simple, old-fashioned courtesy. It pays rich 


dividends. 





Sales Tip—Let the other fellow talk. A salesman makes 
his living with his ability to talk. It is very easy to, there- 
fore, let our flow of words grow and grow. 
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Gemology 


(From page 140) 


mineral, corundum make the group known as the “fancy. 
sapphires,” corundum gems of other colors. Corundum 
can come in almost every color in the rainbow, combina. 
tions of impurities create all sorts of tints in transparent 
stones. The fancy sapphires were formerly sold with the 
prefix “Oriental” to the name of the commoner stone they 
resemble: “Oriental amethyst,” or “Oriental topaz.” This 
usage has about disappeared, fortunately, since the com. 
parison with a less expensive softer stone would hardly 
improve the desirability of the sapphire. 

The white sapphires are in little demand; indeed most 
so-called white sapphires, aside from synthetics, are 
actually white topaz, a stone to be discussed later. 

Yellow sapphires are attractive and when deep in 
color, moderately expensive, good 10-carat stones might 
retail at $20 to $100 per carat. 

Violet sapphires cost even more, and the larger sizes 
are relatively rare. Sometimes we encounter a blue stone 
which becomes violet in artificial light. These are known 
as alexandrite-type sapphires, a fine 10-carat one might 
retail at $50 to $100 per carat. 

Orange-pink sapphires, sometimes known as “Pad- 
paradscha” are probably more highly valued in the East 
than here, hence, one rarely sees them. Most of the fancy- 
colored sapphires come from Ceylon, sometimes they may 
be very large. Blue sapphires run very much larger than 
rubies, a hundred or more carats is quite possible in blue 
sapphires and fancy sapphires, but entirely impossible in 
rubies. 

Before leaving sapphires one might add one word of 
caution, in reference to artificial treatments. X-ray ex- 
posure has been found to add a yellow tint to white or 
colored corundum, hence, yellow sapphires might be 
treated stones. Exposure to light bleaches this coloration 
and any suspected stone should be exposed to a few hours 
of sunlight before purchase. Some natural golden sap- 
phires may also fade somewhat with such treatment. 


STAR STONES 


The last great category of gemstones in the corundum 
group is that of the star sapphires and star rubies. These 
are interesting cloudy stones which have an unusual 
internal light pattern when they are properly cut and 
exposed to a bright light source, such as sunlight or a 
brilliant incandescent light. (Fluorescent lights are not 
good for this or most other types of jewelry stones.) The 
star consists of three streaks of light which cross in the 
center of a rounded top (cabochon) cut stone, (Fig. 1). 
They are actually reflections returning from within the 
stone from the sides of a series of parallel needles scat- 
tered all through the material, arranged by the solidifying 
mineral into lines paralleling directions of the original 
six-sided crystal. A single set of needles would give a 
single streak of light; a catseye; three interpenetrating 
sets give three intersecting streaks: the star. 

There may be, obviously, a lot of the parallel needles 
in the stone, making it rather milky and opaque, or there 
may be very few of the needles. If there are a lot, the 
light will not penetrate deeply into the stone and the star 
will appear near the surface and will be rather intense and 
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sharp on a light-colored body. If there are few of the 
needles and the pigmentation is intense, we may have a 
deeply colored stone with a weak star. The best sapphires 
will be, as would be expected, a compromise between the 
two. In value, good star sapphires will range from little 
over $25 a carat up to $100 at retail. Star rubies are 
rarer, more expensive and smaller; the largest known 
star ruby is a 100-carat stone, while star sapphires may 
be as much as 500 carats. Bronze colored crystals which 
weigh several times as much as the largest blue stones 
have been found in Australia. Star rubies may cost up to 
$1,000 and over a carat at retail. 

Star stones should be judged by their size (5 carats up; 
too large stones are less in demand), the intensity of 
their color, the uniformity of the star (streaks often show 
in the stone and there may even be bands free of the 
needle inclusions where the ray of the star is interrupted) , 
and the freedom from cracks and flaws. Usually to reduce 
transparency and increase weight and color, the bottom 
is left unpolished. 

There are some deceptive imitations in the star stones, 
in addition to the recently developed synthetics. Among 
them are star doublets assembled from a typical sapphire 
top, a layer of colored glass and a bottom of roughly 
ground typical sapphire. Cemented together and mounted 
in a ring, it is difficult to detect if the girdle is not visible. 
Fortunately, they are rare. 

Next we have colored back quartz stones, the star is 
present in the material in exactly the same way it is in 
the sapphires, but the quartz is light gray or pale pink. 
A colored back, often of a baked enamel, reflects the light 
and tints the stone. They are immediately apparent to 
the jeweler familiar with them, seen from the side they 
are colorless or gray, from above there is a double star, 
one from the direct rays of light and a second weak star 
parallel and slightly offset from the back reflection, 
(Fig. 2). 

The discovery in 1947 of a method of distributing 
rutile needles all through the crystal boule of the syn- 
thetic ruby and sapphire by the Linde Air Products Com- 
pany, gave the jewelry trade a new gemstone material of 
very high quality. The synthetic stars are very sharp and 
brilliant and these characteristics coupled with uniformity 
of color and freedom from banding makes them the equals 
of the very finest of the natural stones. Actually, the 
lowest quality of synthetic star stone is more similar to 
the average natural stone than the quality that the manu- 
facturer considers his best. The earliest examples had 
the oriented needles only on the top surface, leaving the 
rounded ends of the stone free from the star rays. Later 
Linde stones have had the needles all through, resulting 
in complete perfect stars. Damaged tops of the earlier 
stones cannot be repaired without the loss of the asterism, 
but the later stones can be repolished if it should become 
necessary. 

The announcement of the synthetic stars created greater 
interest by the public in the natural stones, and inspired 
a flood of new imitations. The more durable ones were 
made by cutting cabochons of clear synthetic ruby and 
sapphire and backing them with a reflecting metal plate 
with a series of scratches in a three-directional pattern. 
This gave a deeply colored star of low intensity. Similar 


star imitations were made from colored glass. 
(To be continued) 
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Consumer Surveys 
(From page 172) 


picnic, plus other events. Students helped merchants write 
newspaper and direct mail ads, trim windows, arranged 
interior displays, set up bookeeping systems and many 
other business duties—when asked. 

As the months went on Bement merchants began to win 
more trade, and are now quite active in merchandising 
matters—to their benefit. 

From Bement, the university men went to Mascoutah, 
Vandalia and Clinton, other small towns, with populations 
up to 5,000. Following is a lineup of the Clinton pro. 
gram, which gives an idea of how thorough the mer. 
chandising help is: (Many chambers of commerce have 
trade area surveys, but few of them launch a follow-up 
program as is done in Illinois.) 

“Clinton, Ill. program; 

“Meeting No. 1. ‘Why We Don’t Shop in Clinton?’ 
This was an organizational meeting to present the find- 
ings of the Clinton survey and to point up the specific 
business problems to be discussed in later meetings. 

“Meeting No. 2. ‘The Retailer’s Responsibility ‘in his 
Community.’ This meeting took the points elicited from 
the survey in the previous meeting and showed how they 
might be integrated into a community-wide sales job 
with the other retailers in town. 

“Meeting No. 3 ‘Selling Service For Profit.’ In this 
meeting specific sales techniques based on customer ser- 
vice were presented and discussed. 

“Meeting No. 4. ‘Profitable Employees.’ This meeting 
covered the elements of good supervision and analyzed 
the employment problems and the employee problems. 

“Meeting No. 5. “Training Your Employees!’ A simple, 
direct training program was developed to be used on 
either new or old employees. 

“Meeting No. 6. ‘Business Management For Small 
Retailers.’ Here the elementary principles of good mer- 
chandising practice in terms of the Clinton situation were 
discussed and specific steps outlined. 

“Meeting No. 7. This meeting was a discussion of 
specific sales techniques, sales programs and other sales 
helps or aids. 

“Meeting No. 8. ‘Summary Meeting.’ In this meeting 
all foregoing points were summarized out of which was 
developed a continuing program and specific steps for 
Clinton merchants.” 

As a result of these meetings, the Clinton merchants 
put on a Courtesy Campaign for clerks in various stores, 
emphasizing courtesy in handling customers, filling their 
merchandise needs and doing efficient selling. 

In the following months, too, other business building 
ideas and community wide sales were staged with adequate 
publicity, and the result is that Clinton merchants are 
attracting more customers from its trade area. 

In speaking to merchants in another town whose 
stores were surveyed, Dr. Loken said, 

“Each of your stores was shopped without your 
knowledge or the salespersons’ by one of our University- 
trained men or women, who proceeded as follows: 

“1, Rated the salesperson on his friendliness and 
recognition of the customer. 

“2. Evaluated his approach, his wording and attitude 
of greeting. 
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“3 Asked the salesperson for an item that the store 


didn’t stock. 
“4, Rated him on his ability to present alternate mer- 


chandise. 

“5, Evaluated his leading question and analysis of the 
customer problem by the first goods shown. 

“6. Scored his handling and knowledge of the product 
as well as his ability to do suggestive selling. (All stores 
in the state which were surveyed rated weak in selling 
the second item. ) 

“In addition, the individual store’s pre-selling physical 
factors were evaluated by the following: 

“], Windows—cleanliness and displays. 

“2. Store fronts—attractiveness, recognition, cleanlin- 
ness. 

“3, Layout—arrangement of stock within the store. 

“4, Lighting within the store. 

“5. Stock appearance—cleanliness and attractiveness. 

“6, Salesperson’s appearance. Is he dressed for the 
job which he is performing ? 

“This was done so that we could get a true picture of 
your store and salesperson’s operation. Mind you, this 
method illustrates your attitude and attentiveness to your 
bread and butter—your customer. Of course, there might 
be a discrepancy in an individual rating, but the pattern 
of the town is the principal measure that was obtained 
from this study.” 


o 





Selling 


(From page 156) 


“Another benefit that can be gained from such discus- 
sions, says the merchant, “is that most of the employees 
now have a much better understanding of the problems 
of the entire business. This naturally results in better 
eliciency through co-operation.” 

Along with this sales training program, the retailer has 
instituted a sales incentive plan. He finds:that through 
the sales training program, his men are earning more 
pay because they are alert to more opportunities to serve 
the public well and sell more merchandise. 

This retailer has found that training films are also 
useful in his sales training program. These are available 
through business and trade associations, business ma- 
chine companies and other places. They often offer a 
welcome change in the character of the sales training 
programs and give it variety which many employees like. 

“There is no doubt but what a good sales training 
program makes an employee more alert to sales oppor- 
tunities,” says the retailer, “but more than that, it seems 
to fit him into his job of contributing to the welfare of 
the firm and the rest of the employees. It shows him that 
he is important, and that he can improve his position and 
his pay by putting forth the same effort as the owner and 
the other employees.” 

No matter how small or large a store you have, a good 
sales training program perhaps can help you. Take the 
time to sit down with your two, five, ten or more em- 
ployees and talk it over with them. Explain what you 
want to do and ask for their suggestions. 

Between you, plus the outside help you can get, you can 
institute a sales training program which will win more 
business and profit for you, as well as develop better, 
more efficient employees. 


FOR AUGUST, 1951 
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Cooperation 
(From page 144) 



























































veloped a plan. It involved cooperation with the bus com. 
pany, too. Shoppers riding between certain hours—the 
“low load” times of day, after workers had gone down. 
town and before the afternoon flood of returning salaried 
people—got rebates on their bus fares. There was 4 
NZ proviso to getting these rebates, however. They had to 
Saari ChWS make purchases in Sacramento stores, and present slips 
ae showing they had ridden downtown on buses. 

<u This move took cars off the jammed streets. It also 
made it possible (and extremely easy) for people to reach 
the commercial district without riding automobiles, 
Finally, and most important, it arrested the trend to the 
suburban shopping centers, and built a fire under the 
sagging downtown volume figures. 

In New Orleans, jewelers in the main business district 
faced pretty much the same problem two years ago. Work- 
ing with the local utility company, they devised a slightly 
different plan for overall action to keep shoppers in their 
selling area. 

PERFORMANCE In the Crescent City, this took the form of a low-cost 
WITHOUT EQUAL “fringe” parking lot, located just outside the commercial 
area itself. People rode their cars to this lot, parked for 
the rest, for exquisite, original creations, a minimum charge, then took shuttle buses which carried 
skilled craftsmanship and sales clinch- passengers on the round of the business district streets. 
ing ideas. Send for catalog. The low parking charge included round trip fare on the 
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shuttle bus. Service was fast; buses left the lot every 
Mfd.by ARCH CROWN TAGS, INC. fifteen minutes. 
peerK-9 277 Halsey St, Newark 2, NL In Mason City, Iowa, jewelers had disconsolately 





watched the farm shoppers—on whom they had depended 
| | many years for a big part of their sales—go to the nearby 

ODD Ly ZE MOVE MENTS big cities. More automobiles and more radio programs, 

__ were the reason. The jewelers were not alone in feeling a 
AVAILABLE FOR IMMEDIATE DELIVERY | shrinkage of volume. Other merchants were worried 
about the situation, too. 

Then, they got together for cooperative action. 

The first step was a radio program beamed out into 
the farm country. It is called, “Postmark Mason City,” 
and features shopping news about what is being sold in 
Mason City stores, wrapped around a core of recorded 
music. 

To keep interest high in “Postmark Mason City,” con- 
tests (such as a photography competition) are put on 
from time to time. Prizes come from Mason City stores. 

The program lends a helping hand to civic causes such 
as the Boy Scouts, Girl Scouts, high school band fund 
raising drives, and charities. That makes a warm spot for 
it in prospects’ minds as a good neighbor program. 

The cost is low. The store owners each put up from 
$1.00 to $7.50 every week. The amount of the subscrip- 
| tion depends upon the size of the store. The money has 
| bought a lot of added sales. Figures prove the effective- 
ness of this cooperative effort: 

Mason City ranks ninth in population in the state of 
Iowa. But, in a recent year, statistics showed it first 

_ among all Iowa cities in per capita buying. 

| In Dallas, Texas, the problem was different, but no less 
ST EVEN MAYER P Inc. _ pressing. It involved too much returned merchandise. In 
nen STON | a cross-section of Dallas stores, the figure ran 7.1 per 


PLaza 7-7586 | : ‘ol f th f 
580 FIFTH AVENUE NEW YORK 19, N. Y. | cent—a neat nic out oi t le pronts. 
Cooperative action provided a solution here, too. 
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It takes the form of an advertising campaign to sell 
Dallas people on more selective buying —on picking 
what they want the first time, instead of returning, ex- 
changing, or crediting it later. Newspaper space, radio 
time and direct mail advertising are employed. The ads 
stress “no double time for me,” and point out how the 
customer wastes his own time and money when he returns 
merchandise which was wrongly purchased. 

Sometimes the fault in such bad buying lies with sales- 
people. That end is not neglected. Cooperative training 
emphasizes the right ways to sell. 


Watchbands 


(From page 176) 





at once suffices to place at the customer’s fingertips the 
up-to-the-minute collection of watchbands which Rogers 
Jewelry Company consistently advertises, a considerable 
time-saving factor, and the source of many impulse sales. 

Next, in the second phase, Rogers Jewelry Company 
regularly applies all the benefits of skillful salesmanship 
to watchband merchandising, rather than leaving this 
up to the “customer initiative” influence. Whereas in 
most retail stores of similar size, there is a display of 
watchbands at the watch repair bench, Rogers Jewelry 
Company deliberately shunned this, in favor of leaving 
such sales entirely up to five well-trained, expert sales- 
people along the counters. “Our watchmakers never take 
in the work themselves, or deal directly with the cus- 
tomer,” Mr. Cory said. “Instead, all watches coming in 
for service or being returned, are accepted by clerks 


along the counter, who are traditionally better sales- 
people than the most expert watchmaker. 


The third phase in Rogers Jewelry Company's mer- 
chandising program is inventory management. Through 
long experience, Cory has found that it considerably 
simplifies operations and, results in a far better stock to 
“let the manufacturers’ salesmen take charge of the 
stock.’ With excellent relations built up between supplier 
and retailer, Rogers Jewelry Company is called upon six 
times a year by a veteran manufacturer’s representative, 
specializing in watchbands, who has taken on his own 
shoulders entire responsibility for the stock. 

While, as the above indicates, much of the suggestive 
selling used at Rogers Jewelry Company is concentrated 
on the distaff side of traffic, it is actually the male cus- 
tomer who is most in need of suggestive selling, Cory 
indicated. “We have kept figures on watchband sales and 
find that the usual woman replaces her band every two 
years,” the Denver jeweler said. “Whereas, on the other 
hand, there are literally thousands of men who are still 
wearing watchbands bought during the war. Most men, 
we cannot fail to conclude, will continue to wear the same 
watchband until it becomes unsightly, or falls apart from 
sheer age. Thus, well applied salesmanship, and sugges- 
tion, plus actual fastening of the watchband on the pros- 
pect’s wrist, counts more heavily in masculine sales than 
in promulgating buying desire in the woman customer.” 
Through constantly parading this fact before the sales- 
people at regular store sales meetings, Rogers Jewelry 
Company has achieved an unusually equable balance 
between men’s and women’s watchband sales. 
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Business as Usual 


(From page 166) 


in this small space, they use typical samples of store 
stock, small posters, and advertising pages from various 
magazines. 

Another jeweler, who was forced to close his store 
during remodeling, moved his stock into another mer. 
chant’s store, where both continued to sell their goods 
under the same roof. Both businessmen gained from the 
experiment. The customers of the “host,” whose products 
did not compete with the jeweler’s, became acquainted 
with the jeweler’s products. Later, when he moved back 
into his new store, the jeweler found that many of these 
new customers returned to patronize him. In the same 
way, the regular customers of the jeweler, when shopping 
at his temporary location, became regular customers of 
the host. 

When remodeling the old building, it is desirable to 
keep the public interested. However, the merchant must 
work for this interest if he is going to keep it. One mer. 
chant held three sales, announced them with postcards to 
his regular customers. The first card pictured his old 
building. The second showed the building when remodel- 
ing had been half-completed. The third was a photograph 
of the finished business. Those three promotions kept his 
customers interested in his store throughout the re- 
modeling. 

Another store announced its new, temporary location 
in a newspaper ad with a photograph of the old building 
with a crowd of people around the front door. The cap- 
tion: “Already, customers are waiting to come in, but 
our building is not finished yet. However, business is 
going on as usual at our temporary location, 100 Broad- 
way. 


THE NEW BUILDING 


When you construct a new building there is no problem 
about continuing business in the interim. However, you 
do have to impress the new location on customers’ minds, 
particularly if it is far away. 

Newspaper ads and the sign on the old building in- 
forming customers of the new location should include not 
only the address, but some other keys to the location. 
These should be tied in with prominent landmarks or 
located it with reference to the present store. 


KEEPING CUSTOMERS INTERESTED 


One method for interesting the public in the progress 
of new buildings is being suggested by more and more 
contractors, because it is good business for them, too. 
This is to provide windows in the safety wall for “Side- 
walk Superintendents.” Besides the regular eye-level win- 
dows, some contractors cut still other holes about four 
feet from the ground, for “Junior Partners.” 

Another way to arouse interest is to hold a contest in 
conjunction with the remodeling—a guessing contest in 
which customers estimate the amount of increase in stock 
carried by the new store, the total floor space, the hour 
and date that construction will be finished, etc. 

And, finally, a bang-up Grand Opening ceremony is 
at least as important, if not more so, to a reopened store 
than to a new one. Special sales, direct mail and news- 
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paper advertising, kleig lights, refreshments, and sou- 
venirs and drawings will not only bring back those former 
customers who have drifted off to competitors while you 
were closed, but will also bring in new customers who 
had never before visited your store. Because the average 
person does not go into a jewelry store to shop around as 
often as he visits other stores, it is wise to give him a 
grand opening as an excuse to come in and look around. 





“Buy” or “Pass-by” 
(From page 137) 


One of the most interesting types of display for a 
jeweler to use is one which tells the story of diamond 
mining or cutting. A display of world-famous diamonds 
can also be very appealing to window shoppers. As a 
rule, anything that has to do with gem-cutting, setting or 
polishing is interesting to the public. People are interested 
in diamond mining and the steps in the process which 
convert these stones into beautiful, decorative accessories. 
People are interested in the histories of famous stones. 
In fact, there is hardly an aspect of gemology that will 
not arouse interest as a window display. 

One angle which has seldom been used to its fullest 
advantage by the jeweler in his displays is the fashion 
angle. This is an approach that has important merchan- 
dising significance. Jewelry is certainly a fashion item. 
The women who buy most frequently, who spend the most 
money, are also the ones who read and believe in the 
fashion magazines. Capitalize on this interest. Use covers 
and attractive pages of these magazines as backgrounds 
to frame the jewelry in fashion. Fashion is one lure which 
few women can resist. 

You should employ a professional decorator to plan 
your displays. He should be a person who knows how to 
inject sales punch as well as smartness into your “side- 
walk salesman.’ However, if the size of the store and the 
sales volume do not warrant such expenditures for pro- 
fessional trims, the following elementary check list, pre- 
pared by a prominent display specialist, can be used in 
setting up your own displays: 

1. Keep your windows spotlessly clean. 

2. Jewelry mounting boards, pads, platforms, and fix- 

tures should be spotless. 

3. Plan your displays on paper. 

4. Keep a photographic file or scrapbook on window 

ideas. 

9». Do not “junk up” your windows with too many 
ideas. Do not use too many price tickets. 

6. Use neatly lettered cards. 

7. Feature nationally-advertised brands for their pres- 
tige and huge following. 

8. Do not let valuable dealer aids go to waste. Use 
them tastefully. 

9. Tie-in your promotions with timely appeals such as 
wedding seasons, holidays, news events, birthdays 
and fashions. 

10. Tie-in with resultful themes created by well-known 
resources. 

Il. Remember that the display should have one out- 
standing focal point to rivet attention. 

12. Check the window’s drawing power. Change the 
display when the interest wanes. 
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Anti-Tarnish Rolls and Bags 
in America's largest color range 











There is no better or more lasting advertisement for your store 


than to deliver fine silverware in attractive Eureka containers 
imprinted with your store name at no extra charge. 


And Eureka anti-tarnish Rolls and Bags for silverware, made 


of suede-finish Eureka Duvetyn Cloth, are now yours in Ameri- 
ca’s widest range of soft lovely colors and color combinations. 


Here are Eureka’s colors: Wood Rose (our newest shade), Blue 


Grey, Silver Grey, Mouse Grey, Jade Green, Peacock Green, 


Aqua Green, Rose Red, Garnet, Del- 
phine Blue (light), Military Blue, Me- 
dium Blue, Powder Blue, Orchid, 
Champagne, Chocolate Brown, Purple, 
White. We also supply rolls and bags 
of famous seal-brown Pacific Silver 
Cloth — “The cloth thet prevents 
tarnish.” 


Write now for free sample in our 
newest color, Wood Rose, and for free 
color strip showing all our colors—all 
of which are in stock for prompt de- 
livery. Leaflet and price list will also 
be sent on receipt of your inquiry. 


FURFKA 
Fer Silverware Prctoclion 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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Promotion Stunts 


(From page 162) 


days, but his illness forced him from activity. In 1949 
he and his wife started over again with a small gift shop 
in Clovis. In nine years, Sutter has established himself 
as a leading citizen of his town. His merchandising 
ability has been recognized by the jewelers of his state, 
who have elected him president of the New Mexico 
Retail Jewelers Association. The merchants of his town 
have made him a director of the Clovis Chamber of 
Commerce. 

Coupled with bench experience and a horology degree 
from Bradley University, Sutter has utilized an inherent 
promotional sense to build his business. His refusal 
to misrepresent a single item in his store has added firm. 
ness to his retail structure. He has never had a customer 
who walked back into his store to state that he had mis. 
represented any piece of merchandise, whether it be a 
diamond or only a small, inexpensive trinket. 

Sutter uses other promotional ideas to boost jewelry 
sales in his busy shop. His monthly “Bride to Be” con. 
test attracts many prospective brides. By signing her 
name on the Sutter register, each fiancee becomes eligible 
to win a place setting in china, sterling or stemware. 
Once each year, Sutter awards one lucky bride and groom 
an all-expense trip to the El Paso Sun Carnival. The 
tour for the young couple includes airline tickets to El 
Paso, accommodations at El Paso’s leading hotel, and 
tickets to the Sun Bowl football game on New Year's. 

Sutter expresses his pride in his town on a weekly 
program from the local radio station. Each week he 
pays tribute to some resident of Clovis who has helped 
to make it a better place in which to live. His civic 
pride has drawn him into many local activities and 
community projects. Because he believes that the growth 
of his town is an essential to the growth of his business, 
he finds himself in the midst of those activities which 
stimulate the betterment and development of his town. 





Goodwill Advertising 


(From page 154) 

its full mark-up merchandise. In one instance, the firm 
was able to obtain a good buy on diamond and wedding 
ring sets. The mark-up was cut to 15 per cent and the 
rings were advertising for $49.50. A second set of rings, 
which were similar but of a slightly better quality, were 
introduced into stock to be sold at the customary mark-up. 
Discussions were held with the sales representatives to 
acquaint them with the comparative values of both sets. 
The retail price of the better set was $75. 

Coordinated advertising was used through newspaper, 
radio and direct mail. Customers were shown the two 
sets of rings and the facts about each were pointed out. 
To stimulate the sale of the higher-priced sets, sales per- 
sonnel were offered an additional one per cent commission 
on each set sold. The result: a greater gross in $75 sets 
than on the promoted $49.50 sets. 

Ide believes that an intensive sales training program 1s 
necessary before a promotion of this type can be run 
successfully. Careful supervision of sales personnel 1s 
part of the program, to assure that no ill-will will result 
from the promotion. 
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Special Services 
(From page 138) 


highly interested in the subject at the moment, and show- 
ing him a large diamond and going over its points is 
usually a fascinating experience. Thus, few customers 
ever complete a diamond purchase at Rogers without 
looking at expensive diamonds during the purchase. 

Because of a predominance of young soldiers at nearby 
military camps, and early marriages in the South, at the 
time the husband has only a low income, Rogers Jewelry 
Company has made it a policy to “cooperate with the 
husband-to-be” in the matter of engagement ring selec- 
tion. For many years, Rogers has agreed to make up a 
special tray of engagement rings, within a set price range, 
which the prospective husband may show to his bride- 
to-be, for engagement ring selection. “This is a service 
which carries almost unbelievable goodwill,” Mrs. Allen 
said. “We find that almost every young husband, in his 
early twenties, is worried that his prospective bride will 
not be pleased by his choice of rings and, therefore, 
wants to bring her by to make her own selection. This, 
of course, brings up the secondary problem that the pros- 
pective bride may select a ring which is far out of her 
groom’s income range. By filling up a tray with a pre- 
selected price range, and concentrating the prospective 
bride’s attention on it, the husband-to-be does not have 
to worry, because the ring which is selected is certain to 
be satisfactory to both. 

Through each selling month, Rogers Jewelry Company 


maintains a close watch on the styles of mountings which 
are most popular with engagement ring purchasers. All 
requests are always studied by means of the “want slip” 
route. Whenever a customer calls for an unusual mount- 
ing, a square-cut stone, marquise or emerald-cut type, a 
“want slip” is always made out by the salesperson con- 
tacted, and passed along for study by Mrs. Allen. Through 
close attention to such details, the stock has been more 
closely fitted to the market and there are very few “slow- 
movers.” 

The “layaway” form of buying has worked out well 
with diamond merchandising in this Florida store. Where 
wistful youngsters come in for engagement ring pur- 
chases, and are unable to meet the credit terms which the 
store follows, layaway is always suggested and, in many 
cases, provides the ideal solution. 

Like most progressive diamond merchants, Rogers 
Jewelry Company offers every diamond purchaser the right 
to trade back the stone at its original purchase price on 
the purchase of a more expensive diamond later on. This 
fits in well with the “show both price ranges” policy. 

Extremely colorful window displays are always utilized, 
with handsome plastic cases in variegated colors against 
white satin or other rich window backgrounds. 

Newspaper advertisements on diamonds always feature 
hand-sketched reproductions of a particular ring, with 
usually only one or two items per ad. The merchandising 
plan of this store has been to make the diamond depart- 
ment outstanding for extra free services such as cleaning 
and remounting. 











558 Princess Ring—3 
Center & 16 Rd. Dia’s. 
$410 


3011 Spread Eng. Ring 
—I4 Rd. Dia's. — $182 








4095 Eng. Ring—é6 Rd. 
Dia's.—$77 


» = 7 Kings 


of Master-Craftsman Quality 


Here are nine superb numbers from our extensive line of fine diamond- 
set mountings. Each ring reflects the skill and artistry of Tenen 





587 Bridge Ring—4 4027/2 Twist Pearl 


Marq. & 24 Rd. Dia's. Ring—2 Cult. Pearls & 
$409 & Rd. Dia's.—$96 





om Bridge Ring—2 Brothers’ craftsmanship—the culmination of 36 years of high-standard 
me & 16 Re, Mo's, jewelry manufacturing. Rings shown are 14K white gold, set with first Bag. & 22 Rd. Dia’s 


$257 


Prices quoted 
are Keystone 


or 








4073 Eng. Ring—4 Rd. 
Dia's.— $38 


FOR AuGustT, 1951 


al Furnished on Request 






A JEVER JIVOLNELS } 
MANUFACTURERS OF JVEWELRY 
1073 Wed. Ring—5 Rd. 36 West 47th St. * New York 19, N. Y. © LUxemburg 2-0334 4 Center & 14 Rd. — 


Dia's.—$40 
SLs 


600 Bridge Ring—é6 


quality diamonds. Also available in 10% Iridium Platinum. $439 


Center Diamonds 





586 Bow Knot Ring— 
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by W. R. HUNT 


A piece of English sterling is examined 
by (left to right) Col. L. Priesack, the 
British vice consul of Dallas; Maj. Les- 
lie Dufton, British consul of Houston: 
and Leon Davis, manager of Corrigan's, 


A Promotion Opportunity Waits for No Season 


Wan Corrigan’s, Inc., Jewelers, Houston, 
Texas, had two British consuls co-operate with them, their 
silver sales began to soar to new heights. The consular 
co-operation was a sort of finishing touch added to good 
advertising and displays. 

Corrigan’s made a large purchase of antique English 
sterling silver, through a representative in London. The 
purchase included mostly heirloom pieces and arrived in 
Houston on November 1. Leon Davis, manager of Cor- 
rigan’s, said, “The shipment arrived when we were snowed 
under with work. I was confronted with $65,000 worth 
of antique silver, the advertising department with a pre- 
Christmas campaign already planned, and Al Gatto, our 
display director, in the midst of arranging pre-Christmas 
displays from stock already on hand.” 

Alexander A. Gatto, display director, said: “We did not 
know when this shipment would arrive, so I had not given 
it any real thought until it was on hand. Then I had to 
get busy on what you might call a sandwich promotion: 
squeeze it *n between other ‘must’ promotions. The silver 
had suddently become a must, too.” 

A friend gave Mr. Gatto a tip that Maj. Leslie Dufton. 
British consul of Houston, would likely be willing to give 
some co-operation. Major Dufton’s answer was a cordial 
invitation to visit the consulate office and look over mate- 
rials he had that might enhance the silver display. He was 
glad to co-operate by lending British flags and paintings 
of English scenes that could be used in the background. 

He also said that Col. L. Priesack. British vice-consul 
of Dallas, would be in his office the next day and both 
would come to Corrigan’s to look the silver over and give 
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When this jeweler bought a stock of antique 
English sterling, even the British consulate 
helped to promote it. So did the newspapers. 


Successful? Indeed. The window display was 


sold before anyone could take a picture of it! 


any assistance they could. Helping sell British goods was 
their business, Maj. Dufton said. 

Mr. Davis veillest this was leatibinete news. If the 
Houston daily newspapers regarded it as such, the news 
items would be very favorable publicity. He contacted 
the editorial offices of the three Houston daily papers 
and told his story. 

Up to this time, only a part of the silver had been 
unpacked, enough to cover three display tables in the 
basement sales room. A British and an American flag was 
arranged behind one of these. The British consuls posed 
at this table with Mr. Davis for news shots. 

Then another difficulty came up. The pictures had to 
be shot at that time, if taken at all, as Col. Priesack had 
to get back to Dallas. The news hounds were bubbling 
over to “break the news” but Corrigan’s wanted it kept 
out of the papers until Sunday, in order to be really pre- 
pared if they got a rush of customers, as they hoped to 
get. 

(Please turn to page 227) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















FOR AUGUST, 1951 





= Focal point for 


% see 4 
fe 
ae. . - 
Aer 
r ros 
2 Cae md ? 
o 
Oe PBR. cake 
op OE R ne a 
6 ae 
z ? 
‘ 
mn 
wel che “a 
tien P : 
4 ages 4 
a ca 
ad 4 = se os 
> eB a ie” : 
“ fe, z ¥ ~~ y 2 
“ snd ne i 3 j : 
4 i : ee 
ah. Seen eng yi 
~ Vie, ee >= 
gy te : a 
2 en aes 
~ SS oS 
aed ¥ . 
~ { - . 
m res : ww 


HOUSE BEAUTIFUL has a national reputation for style-mindedness, 
earned by years of editorial concentration on progressive ideas and top- 
quality craftsmanship. Its prestige as a buying guide sends style-minded, 
upper-income families into retail stores, potentially pre-sold on the home 
products they ve seen on its pages. 


Your counters can be humming. . . your store the local “fashion head- 
quarters’ that gets those families’ business, if HOUSE BEAUTIFUL’s 


influence is the focal point of your September promotions! 


HOUSE BEAUTIFUL’s influence extends far beyond the pace-setting 
families who are its regular readers. Its prestige stands for good taste and 
product reliability in the minds of the general consumer public. 


Its name on your selling counters is a strong bid for the confidence of the 
‘silent salesman”—an experience-proven 


6 


shoppers in your store. It’s a 


route to extra business! 


HOUSE BEAUTIFUL brings you regularly the opportunity to cash in on 
an unbeatable selling combination—its own reputation coupled with the 
prestige of the nationally known and accepted brand names that parade 


across its advertising pages. 
9 ¥ * 


The advertisement of a prestige product, featured on a “Right from HOUSE 
BEAUTIFUL” display card, is a double-barreled method of capturing 
consumer interest at your counters ... of breaking down customer sales 


resistance. 


MORE } bd 
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In September, it’s another style-right table 


House Beautiful means business 


setting . . . another display 


theme for your counters and aisles. Note the unfrilled and unfurbelowed 


appearance of this onion soup set-up for a younger generation 


dinner party. The earthenware plates and bowls are by Shenango 


Pottery Co., Newcastle, Pa., the glassware by Blenko Glass Co.. 
Milton, W. Va., and the “Puritan” pattern sterling by Amston Silver Co., 


Meriden, Conn. 





In September, brand promotions, with House Beautiful as the focal point, 


can be the key to a successful fall season. Build them around the ideas 
you ll find in these helpful trade messages from typical best-sellers 


on its advertising pages. 


‘Use your precious silver every day” is the keynote 
of PACIFIC SILVER CLOTH’S fall advertising. This 
unique cloth, the only complete and lasting protec- 
tion against silver tarnish, helps dealers sell more 
silver because it keeps silver bright and readily 
usable without constant polishing. Available in 
chests, rolls, bags, and wraps. 


Another striking full page featuring four sterling 
tea services by REED G&G BARTON, America’s most 
widely advertised sterling tea ware house. As in the 
past, the ad stresses the desirability of building tea 
& coffee sets ‘’step-by-step,’’ a now accepted custom. 


First to appear in Towle’s strong Fall campaign is 
the advertisement in the September issue of House 
Beautiful, featuring CONTOUR, Towle’s remarkable 
new pattern success, and showing other TOWLE 
best-sellers — OLD MASTER, MADEIRA, KING 
RICHARD, RAMBLER ROSE AND SILVER FLUTES. 
New low prices — Contour place setting, $35.00; 
others, $27.50—$37.00. 


CAMBRIDCGE’S “CAPRICE,” one of America’s most 
popular glassware patterns, is featured in the 
September issue of House Beautiful. Copy stresses 
the versatility of this lovely crystal — its perfect at- 


homeness for casual dining or for formal occasions. 
Check your supply of open stock pieces and plan 
tie-in advertising with the national ad. 


An eye-catching, Hostess Beverage Set in tropical 
pineapple design is the subject of CEMAR’S 
HOUSE BEAUTIFUL September ad. In warm tones 
of moss green and lime, there is a tall pitcher with 
party-size capacity. Individual mugs are especially 
designed for outdoor use, with covers that have a 
small hole for a sipping straw. Complete Cemar 
Catalog on request. 


FLINTRIDGE CHINA, continuing with their pro- 
gram featuring top retailing patterns, spotlights 
“Avalon’’ for September. An authentic woodrose 
design, plus a sage green color band and tradi- 
tional burnish gold finish, completes this pattern 
of enduring style and beauty. $15.50 a 5-piece place 
setting. 
* = e 


Dazzling new LIBBEY STEMWARE pattern... 
fast-selling “‘DIAMOND-CUT’’! Matching tumblers. 
Designed by Freda Diamond . . . goes with tradi- 
tional and modern china. Complete service. Drink- 
ing edges guaranteed against chipping. Prepackaged 
in handsome giftbox. RETAIL: Stemware, about $5 
for four, boxed. Tumblers, about $4 for four, boxed. 
(Slightly higher South, West.) Nationally Advertised. 
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... 9d counter-active Ways... 


BALLERINA COLORED GLAZES, one of America’s Month in and month out the story of VERPLEX 
most popular inexpensive dinnerwares is again LAMPS AND SHADES is told in full — and force- 
highlighted in the September issue of HOUSE fully — to 17,000,000 readers. This Fall’s nutional 
BEAUTIFUL. Feature Ballerina in newspaper, radio advertisements focus on replacement shades and 
and television tie-ins for maximum sales effective- new modern tubular lamps. Use Verplex’s 1951 Fail 


catalogue for selections from the line that sells — 


ness. a 
because it’s presold. 


TWISTOLITE is the new registered trade name 
identifying the WILL G&G BAUMER twist-design 
molded dinner candle. Appeals to a high quality 
market. Nationally advertised. Displays and dealer 
tie-ins available. Two-Pack package cuts selling 
costs, increases unit of sale, keeps stock fresh and 
clean. Two sizes — 1034 and 1334. Fifteen consumer 
tested colors. 





LICHTOLIER introduces three important new lamp 

fashions. Italian alabastor designed by TEMPESTINI . ‘ . 

in fresh forms for modern & traditional interior. 

PETRASTOM lamps in the Regency manner but Kit7 atrick \terlin 

treated for today’s living. Adjustable lamps in clear, 

crisp colors that raise and lower, bind and twist to 

put fine light just where it is needed. 

“ RS YOUR y 

as currently seenin § % 
%, o 


House Beautiful ~e voyn 





In September, you'll find House 





Beautiful’s buying guide influence 





enormously effective in building extra 





volume, if you feature it at the 








point-of-sale. Send for the attractively 
mounted counter cards and the tie-in 
newspaper mats that are available 


free of charge. 
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18. LIBBEY ““DIAMOND-CUT” CRYSTAL 

* LIFETIME PLASTIC DINNERWARE 

19. SENECA GLASS STEMWARE “LAUREL” PATTERN 
20. SPODE FINE ENGLISH CHINA 


* No card available. 


[| “Seen in House Beautiful” Mat. 











ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ae ee le a ‘tiie 
: ; ' 
§ For display cards, check any or all of the top-quality products below A } 
§ (preceded by a number), which are advertised in the September issue. § 
f= = For a mat, check the square indicated. Fill in your name and mailing : 
f address, mail to: Merchandising Division, House Beautiful Magazine, : ; 
f 572 Madison Avenue, New York 22, N. Y. i al 
| 4 

: 8. ALVIN STERLING FLATWARE ‘‘PRINCE EUGENE”’ 25. BRIDDELL’S ‘‘CARVEL HALL” FINE CUTLERY x 

' PATTERN 27. OSTER ELECTRIC KNIFE SHARPENER ¥ 

9. INTERNATIONAL STERLING ‘‘ROYAL DANISH’’ PATTERN 28. PRESTO AUTOMATIC DIXIE FRYER 5 

' 10. PACIFIC SILVER CLOTH 29. ‘“‘PEERAGE’’ BRASS ACCESSORIES . 

i 11. REED & BARTON SILVER TEA & COFFEE SERVICES 30. HI-JACS 

f 12. TOWLE STERLING 31. TWISTOLITE CANDLES ‘ 

s 13. WHITING STERLING ‘ROSE OF SHARON’’ PATTERN 32. OVERTON ORIGINAL PHOTO FRAMES 3 

g 14. CAMBRIDGE CRYSTAL “CAPRICE” PATTERN 33. CRANE FINE PAPERS ' 

‘ 15. CEMAR PATIO PUNCH SET 34. LIGHTOLIER LAMPS a 

16. FLINTRIDGE CHINA ‘‘AVALON’’ PATTERN 35. VERPLEX LAMPS & SHADES ‘ 

17. HAVILAND CHINA “‘SHASTA’”’ PATTERN 36. DONNELLY-KELLEY MIRRORS . 

| t 

8 a 

. 7 NAME , 

g 21. STANGL DINNERWARE “‘THISTLE’’ PATTERN 5 

' * STEUBENVILZE AMERICAN MODERN DINNERWARE — : 

RUSSEL WRIGHT ee ; 

22. UNIVERSAL ‘BALLERINA’ DINNERWARE ; 

f =23. WAERTSILA-CHINA “ARABIA OF HELSINKI” CITY ZONE STATE ' 

f 24. WEST VIRGINIA GLASS INDIVIDUAL SERVETTES JCK Sept. J 

4 4 

te 7 
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‘Extra Piece’ Emphasis 
Sets Tempo for Large Sterling Volume 





Permanent stools permit easy turning from flatware to extra pieces. 


This Colorado firm carries one of the largest sterling pattern choices in 


the state—from every leading flatware manufacturer. More than 40 per cent 


of its first floor space is devoted to sterling flatware and hollowware. 


IL. is not a large city, but Colorado Springs, 
Colo. (population 45,000) doubles its regular residential 
population each summer through the annual influx of 
tourists. Fritz Funk, owner of the Mahan Jewelry Co., 
has built a reputation for his store as the city’s silver 
headquarters—not only among the regular townspeople, 
but among the tourists as well. 

This reputation was not gained overnight, but through 
a gradual buildup of his stock of lines and patterns and 
a continual and regular emphasis on silver in all his pro- 
motions. Today, this 50-year-old firm carries one of the 
largest pattern choices in the state—62 patterns in sterling 
flatware from all the leading flatware manufacturers in 
the country. 

The creation of so complete a stock has been a “vicious 
circle.” In order to obtain a reputation as a silver head- 
quarters, he has had to add new lines, and to adopt more 
space for sterling flatware and hollowware promotion. 
As his volume grew, requests for still more lines came in, 
with the result that they were added. Now, after more 
than 20 years as a “sterling headquarters” the Mahan 
Jewelry Co. devotes more than 40 per cent of its first 
floor space to sterling flatware and hollowware; has a 
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by RODMAN LUCAS 


large, entirely separated plated flatware department, and 
by far the majority of its wall cases and countercases are 
given over entirely to sterling. With a constant stream 
of brides, and for-own-use sterling purchasers arriving at 
the store, Mr. Funk has had ample opportunity to experi- 
ment with various promotional means. Perhaps one of 
the most unusual is the “merchandising plant” which best 
describes the sterling flat display department, at the 
extreme rear of the store. 

Here, instead of emphasizing a wide choice of patterns, 
and bringing out the extra serving pieces upon request, 
Funk has gone the other way and “puts the emphasis on 
the serving pieces.” To do this, he has completely done 
away with standard sterling flatware display methods, 
and developed a permanent selling system which is based 
on revolving stools, a specially-constructed 12-foot case 
in the center aisle, and a standard 8-foot knee-hole desk 
for flatware patterns on the right. 

As shown, in the center of the aisle, is the new case, 
which was constructed of mahogany, and burnished down 

(Please turn to page 229) 
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or those who “want the very best” in sterling 






O— Tee, ‘ Pointed Antique sterling service by Reed & Barton. Five pieces $450: coffee 
“a pot $150; creamer $55; sugar $70; tea pot $130; waste bow! $45. Matching 
kettle and stand $315; tray $450.* 


Whether she starts with individual pieces, or buys a complete 
service, the purchaser wants —and wants to be told she’s bought 
—the very best in sterling. That is why so many jewelers 

; suggest Reed & Barton tea and coffee services at the outset. 
a , They know there are no better values, no wider opportunity 
- for personal choice, no lovelier designs than those offered by 
Francis First sterling service by Reed & Barton. Five pieces $1850: the world’s outstanding silver craftsmen since 1824... 


coffee pot $550; sugar $358; creamer $267; tea pot $443; waste bowl 
$232. Matching kettle and stand $975; tray $1175. * 





REED ¢ BARTON 


YOU ARE CORDIALLY INVITED TO SEE THESE AND OTHER 
REED & BARTON STERLING TEA AND COFFEE SERVICES TO BE DISPLAYED AT 
THE WALDORF ASTORIA, SUITE 779-781, CONVENTION WEEK, AUGUST 12-16 





* All prices are list 
and include Federal 
Excise Tax. Under 





Stratford sterling service by Reed & Barton Five pieces 
$650: coffee pot $190; sugar $124; creamer $86; tea present uncertain 
pot $175; waste bowl $75. Matching kettle and stand conditions, the prices 


$525; tray $700.* a em ee ee ere tT, 
| Y ie Ti ae Be e guaranteed. 


Hampton Court sterling service by Reed & Barton. 
Five pieces $575: coffee pot $168; creamer $68; sugar 
$112; tea pot $164; waste bowl $63. Matching kettle 
and stand $390; tray $515.* 
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‘Jewel Box’ Plan Doubles His Sales 






This Louisiana jeweler believed that good store volume depended upon an 


impressive physical plant. He designed his new store in such a way that 


display would do a lot of the selling. Sales results proved he was right. 


by DAVID MONROE 


Most fixtures in the old store 
were put to use in the new one. 
Floor counters from old store 
serve as new store's wall cases. 


om months after he had moved into his 
new “jewel box of a store” in Hammond, La., Walter 
Antin, head of the Walter Antin jewelry store, looked 
over his books and business records. This third month 
in the new store was not usually considered a big month 
in the jewelry trade. It was February, a rather slow 
month for most jewelers. Furthermore, most retail sales 
throughout the country seemed to be slipping downward 
slightly in that year, 1950, from the 1948 and 1949 highs. 
But the records of this new store showed that volume in 
the second month of 1950 fell just short of doubling 
February, 1949. 

What brought such an astonishing increase in the vol- 
ume of this small town Louisiana store, at a time when 
the average jewelry store’s sales were tending to slip or 
stand still? 

Antin explained the success of his new operation, “We 
are a quality store. Our merchandise is fairly expensive. 
Our customer group, while it is not an exclusively wealthy 
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one, falls more in the upper income brackets than into 
the lower brackets of income. I have always believed 
that a good volume could be built in a store like this 
which had an impressive physical plant in which fine 
jewelry could be displayed effectively. I credit the dis- 
play plan of this new store for the sales increase. Display 
must do a lot of the selling in our particular type of op- 
eration. The only thing we had in February, 1950, which 
we did not have in 1949 was a store setting for showing 
off our merchandise to the best advantage.” 

One of the fastest sellers in the Walter Antin store is 
sterling flatware. According to Mr. Antin, “The most 
important single customer group, from the standpoint of 
sales, is the young bride-to-be. We feature a bridal con- 
sultant service and sterling silver ‘clubs.’ We try to aid 
these girls who are about to be married. When we are 
asked for advice in choosing a pattern. our jewel box 
display plan is a help. First, we try to find out the per- 

(Please turn to page 228) 
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Be sure to visit Booth 20 
at the A.N.R.J.A. Show 





See the Manchester line of Souvenir 
spoons, one for every state in the union, 


that we can deliver from stock. 


Booth 20 in the Grand Ball Room is a 





must for the smart buyer. Our 


representatives Mr. C. M. Rebok, 











Mr. J. Carl Gould, Mr. J. J. Gould, 
Mr. G. A. Blakeslee, Jr., will be pleased 
to show you the samples of the 


entire Manchester line. 











Ask to see our wide array of beautiful 


Hollowware that will harmonize with any 


Flatware. 





Whanchester SitLVveR GC-o. 


PROVIDENCE 5, RHODE 1S LAND 
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Don’t Pay Twice For New Buildings! 


When a jeweler decides to erect a new business building, his investment 


may represent a major part of his capital. If he should ever proceed 


with caution, this is the time. Better play it safe than sorry. 


by HAROLD J. ASHE 


EWELERS now building or contemplating 
erecting new store buildings should be on notice that, 
if they do not exercise diligence and foresight, such 
structures may cost them far in excess of the contract 
price. This warning applies with equal force to addi- 
tions, alterations and even maintenance repairs to present 
storerooms. 

Usually, where major construction is involved, the 
owner employs a general contractor. Periodically, he 
makes payments as the job progresses, and the jeweler 
may erroneously conclude that his responsibility ends 
there. With the final payment he may assume the build- 
ing is clear of encumbrances, except for such financing 
as he has arranged. If, however, at some point in the 
progress of these payments from general contractor down 
the line to sub-contractors, material supply houses and 
mechanics employed on the job there has been a failure 
to satisfy the claims of any of those contributing to the 
job, the jeweler may find himself confronted with from 
one to a score or more liens on his building. 

Most states now have some form of lien law designed 
to protect material suppliers, contractors and mechanics, 
and usually known as mechanics’ lien laws, though gener- 
ally covering more than mechanics’ claims. These laws are 
unique in contractual relations. Historically, they were 
placed on the statute books to correct a widespread abuse 
in the building trades. That is, the collecting of the con- 
tract price by the general contractor, and his failure to 
pay sub-contractors, or the latter’s failure to pay material 
and labor bills. 

The layman may take the view that if the building 
owner has paid the general contractor that the owner is 
in the clear. In ordinary business relationships this 
would be true—it was the case at one time in the build- 
ing trades. That is where the peculiar character of lien 
laws trip up the unwary. Under the provisions of various 
lien laws, anyone contributing labor or materials to a 
building may file a lien against such building, if his just 
claims are unsatisfied. This may be done without regard 
as to who is at fault. The fact that the building owner 
has paid the general contractor does not remove the 
building owner’s liability to sub-contractors, supply 
houses or mechanics. 

Therefore, jewelers should not conclude that their 
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responsibility ends with payment of sums called for in 
the general contract. Even though the general contractor 
may be able to present tangible evidence that he has paid 
his sub-contractors, this is still no assurance that sub- 
contractors have paid their material bills and_ their 
mechanics. At any point along the line there may be a 
payment stoppage giving rise to a lien against the 
building. 

Generally, the building owner should scrutinize most 
carefully the competitive bids. The lowest bid may very 
well suggest dangers ahead if it appears to be too low to 
permit performance of a first-class job. It certainly 
may hint strongly of the possibility that the low bidder 
is a financially irresponsible contractor, or one who does 
not know his true costs, and who may be tempted to 
indulge in sharp practices to protect himself against a 
job loss. 

It is usually not within the province of the owner to 
investigate sub-contractors used by the general contrac- 
tor. However, if there are local or state contractors’ 
licensing laws, it will afford some small measure of pro- 
tection to insist that only licensed sub-contractors be used. 
Legal shoals may be ahead for the builder if sub-con- 
tractors do not carry workmen’s compensation or acct- 
dent insurance. 

However, ensuring that the general and sub-contractors 
are licensed and insured is not enough. Some of the most 
flagrant cases involving liens on buildings concern 
licensed contractors. Taking a job loss, they may pack 
and leave town, failing to pay material bills or such 
wages as they can evade. Practically, about all most 
license authorities can do is rescind licenses, a penalty 
such contractors are reconciled to when they jump the 
job. Granting of licenses in the first place is usually less 
on the basis of personal integrity and known financial 
responsibility than upon mechanical skill of licensees. 
Court cases seldom recover misused funds from such con- 
tractors because, even when apprehended, they rarely 
have resources. It is this lack of funds which causes 
them to cut and run. 

Probably in no other field of endeavor is it possible 
to engage in such large operations with so little capital 
as it is in some of the building trades. In fact, the lien 

(Please turn to page 231) 
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B E ASSURED you will see an inspiring array of fine sterling 
and sterling crystal when you visit us at the ANRJA Con- 
vention. We are pleased to present our new line which repre- 
sents a fusion of informal modern with a traditional ap- 
proach, Quaker Silver, as you know, is one of New England’s 
foremost silversmiths in custom crafted sterling and sterling 
crystal. Visit our display .. . it will be time well spent. 
Room 583 — August 12-16 at the Waldorf-Astoria. 


QUAKER SILVER COMPANY, Inc.  [iscucassn 
NORTH ATTLEBORO @)/ él lea] (J MASSAC HUSETTS U.S. PAT. NO. 2026738 


TRADE MARK 


FoR AuGust, 1951 215 





Waste Space 


(Goes to Wor 


In New Store 


by HENRY RELDEIF 


Wir the completion of an extensive re- 
modeling program of the Savin Jewelry Store, in Bridge- 
port, Conn., a dream has been fulfilled. Featuring the 
latest in modern retail jewelry store design, the modern- 
ized shop is located in the center of a busy downtown 
section. 

The reopening was publicized in the local daily papers, 
and free gifts were given to all visitors for the first 
two days. 

The exterior features of the store are two display win- 
dows, each one sectioned into three compartments, dis- 
playing different merchandise on steps of various heights. 
In the rear of the windows are glass doors. Recessed 
spot lighting emphasizes each of the displays. 


216 


RP eet Nir 


New exterior windows are divided into 
three compartments, and each displays 
merchandise in stair-step arrangement. 


Interior lighting is provided from 
concealed fluorescent fixtures and 
ceiling spotlights, each of which 
is directed to highlight a display. 


The counter display cases inside the store are custom 
made of lined oak, a light-toned cabinet wood which 
blends attractively with the marble design plastic flooring 
and the hand-made Chinese antique wall paper. Inside 
the entrance are full-length picture wall cases, also of 
lined oak and sectioned with sliding glass doors. Shingle- 
type drawers directly beneath the cases give the appear- 
ance of unbroken wall space. 

Interior lighting is provided by concealed fluorescent 
fixtures and ceiling spotlights, which are directed to high- 
light the displays. 

What was once an unattractive, useless basement 1s 
now a remodeled, inviting gift and appliance section. In 

(Please turn to page 232) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Scrooge really 


started something eee When the old skinflint came across with a 


Christmas gift for Bob Cratchit. But there have 
been big changes since Dickens’ day. 


No Scrooges nowadays. . . businessmen give thousands 


of gifts to employees and customers. . . last year spent 
a whopping $250,000,000 on Business Gifts. 


THE FORTUNE 
BUSINESS GIFT PROMOTION 


A proven plan for making big sales in 
the huge Business Gift market. 


THIS CHRISTMAS 


— over 5,000 top jewelers will be tied- 
in with the FORTUNE Business Gift 
Promotion. JEWELRY MANUFACTURERS 


—special Business Gift advertising : ms 
ped will appear in FORTUNE — This is the finest new promotion 
October, November and December idea in years! Don’t miss out. 
issues. 

— FORTUNE will mail special sections For details, write: 
to 15,000 of the nation’s biggest 


seeecee 6) -S RGIS 


9 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
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|. Large, masculine wrist watches from Elgin 
National, Elgin, Ill. Left to right: 21-jewel 
Lord Elgin in a rectangular case; round Lord 
Elgin, 21 jewels (both in GF cases); two I7- 
jewel water-resistant models with lum. dials. 


2. One of three of latest model Eterna-Matic 
self-winding wrist watches. I8K applied gold 
numerals and markers; "Dauphin" hands; sweep 
second hand; stainless steel case; model 107 


BDT—1247. Ret: $95, FTI. 580 5th Ave., NYC. 
3. The Kirby (L) and the Jacklyn (R) are two 


models from Hamilton Watch Co., Lancaster, 
Pa. 19-jewel Kirby has silver dial, retail: $71.50, 
FTl. 17-jewel Jacklyn: $67.50, FTI. Each has 
gold-filled case and applied gold numeral dial. 


4. The Walt Disney "Alice in Wonderland" wrist 
watch by U. S. Time Corp. A tinted, washable 
strap is included. With gift box. Ret: $6.95. 


5. The "Wall Streeter" (L) and the "Trapeze", 
men's watches by Juvenia Watch Agency. Wall 
Streeter: 17 jewels, automatic, 18K gold shock- 
resistant case, $180 retail. Trapeze: 14K gold 
case, $185 retail: in stainless steel case at 
$71.50 retail. All prices include federal tax. 
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these Famous Hosts help you sell Hing Fdward.©, Silverplate 


A 
boa 


‘HOLIDAY ‘KING EDWARD’ K 
f 


‘CAVALCADE’ 





Famous Host Douglas Fairbanks 





Famous Host Rex Harrison star of the motion picture com- Famous Host Ray Milland 

co-starred with Lilli Palmer in edy “Mr. Drake’s Duck.” His star of “SOMETHING To LIVE F eens M 

| ‘ a 9 .. amous Host James Mason 
“THe Lonc Dark Hatt,” choice? Exquisite “Moss Rose. For,” a Paramount Picture. A su- 


currently starring in his pro- 
duction of “A Lapy PossEsseD” 
A man with polished taste 

he chooses “Cavalcade.” 


chooses lovely “‘Holiday” as his perb host, he chooses regal “King 









favorite pattern. Edward” as his favorite pattern. 
<wuet >. de orp 


@" Guaranteed by’ by © 
_ Housekeeping 
























Irresistible attraction ... Famous celebrities picked 
for their appeal to your women customers are fea- 
tured in a striking new series of ads. 


Tremendous circulation . .. These powerful ads ap- 
pear in the magazines shown at left with a circula- 


tion of 22,000,000 and will be read by thousands 
of women in your neighborhood. 


Volume for you! King Edward Silverplate gives 
your customers everything they want in silverplate. 


1 Beautiful patterns...lovely enough for 
Hollywood’s most famous hosts... and 
hostesses! 


2 Attractive prices...complete services for 
as little as $34.50. 


3 Unlimited Service Guarantee. 


Today ...Send for free ad mats, price list 
folders, counter cards, display material. 


~ ing Edward 
©... Silverplate 


“the popular-priced silverplate with the high-priced look” 
NATIONAL SILVER COMPANY « new york « Los ANGELES ® MIAMI 
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|. Cultured pearl earrings and pin in I4K 
gold. Imperial Pearl Syndicate. Antique 
Design. Earrings: $75 Key. Pin: $75 Key. 


2. A double row scarab-design bracelet by 
Admark, 714 Sansom St., Philadelphia, Pa. 
European multi-colored stones; mountings 
of 14 karat gold, with peg spring rings. Z 





3. Boston chain cuff links and tie clip by 
Swank, Inc., Attleboro, Mass. Links: $3.95; 
tie clip: $2.95. Boxed for gift-giving; set 
for $6.95. Also available in other designs. 





4. The "Buckle Watch", bracelet, and match. 
ing earrings by De Cor Creations, 15 W. 47th 
St., NYC. 14K gold with hand-made mesh. 
With real Oriental half pearls. 17 jewel watch 
(not visible): $310 Key. Earrings: $55 Key. 


5. Necklace from the "Ritz" collection by 
Deltah. The simulated pearls have a look 
of natural pearls. Designed by Schneider of 
Paris. L. Heller & Sons, 411 5th Ave., NYC. 





6. A shank design by Karlan & Bleicher, New 
York. Can be made into two or three stone 
mounting. In 14K or 10K yellow or white gold. 
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|. The “desk-boudoir" clock that travels, from 
Semca. When open, it is a desk-boudoir clock. 
When closed, it is a travel clock for travel 
bag or suitcase. 7-jewel Swiss movement Lumi- 
nous hands and dots. Retail: $15.95, plus 
tax. $16.45 on West Coast. Semca Clock, NYC. 





2. The Personality clock by Telechron changes 
to suit the personality of the home by use of 
slip-ins under the crystal. Under $10, retail, 
plus tax. From Telechron, Inc., Ashland, Mass. 


3. “Rensie-TV" folding clock has 17 square 
inch dial. Luminous hands and numerals. In 
thin, leather folding case. 7 jewels. With 
alarm. Rensie Watch Co., 302 5th Ave., NYC. 


4. The small, Dinson alarm clock. 2 jewels. 
Single mainspring winds both alarm and time. 
U. S. made. Dinson Clock Corp., Jamaica, L.I. 


5. Juvenia's “Livre d'Heures" is tiny book 
in leather or pigskin when closed. Open, a 
15-jewel watch for women. From Juvenia 

Watch Agency, Inc., 604 5th Ave., NYC. Retail: : 


$55. 
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She’s older =a ee ; 
than you think — y 4 








That Young Woman in Her Teens 


SHE’S SPENDING...$3,700,000,000 of her own money (in 1950)...much, much 
more of Dad’s. And plenty of those dollars are earmarked for jewelry store purchases. 


Photographed at Cartier’s 


SHE'S OPEN-MINDED... waiting to be sold on products, brands and patterns. 
Once sold, there’ll be no switching. Now is the time to make her a customer for life. 


SHE’S OLDER THAN YOU THINK... more likely, for example, to marry at 18 
than at any other age. She is buying for herself, for her folks, and for her future! 
Just one magazine reaches the spending power and molds the buying 
habits of the 7,400,000 young women in their teens. 


seventeen sells! 


SOUTHERN OFFICE 
Rhodes-Haverty Building 
Atlanta, Georgia 


PACIFIC COAST OFFICE 
9126 Sunset Boulevard 
Hollywood 46, California 


NEW ENGLAND OFFICE 
Statler Building 
Boston 16, Massachusetts 


WESTERN OFFICE 
400 North Michigan Avenue 


NEW YORK OFFICE 
488 Madison Avenue 


New York 22, New York 
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1. "Glide-o-matic Tray" is feature in Pirouette 
Jewel Box. As box lid is opened, trays glide to 
side. Style 49. Five colors. Simulated leather. 
$3 Key. Mele Mfg. Co., Inc., 366 5th Ave., NYC. 


2. The Barbara Bates manicure gift kit in a 
“Half Moon" design. With gold-plated pieces. 
Ret: $8.50. C. J. Bates & Son, Chester, Conn. 


3. A pair of consoles in silverplate from new 
gift line by Poole Silver Co., Taunton, Mass. 


4. Open salt and pepper set in silverplate. 
Sculptured by Weidlich, Inc.; Bridgeport, Conn. 
Designed to harmonize with any table setting. 


5. Holmes & Edwards’ pierced tablespoon in the 
“May Queen” pattern is available in all H & E 
sterling inlaid silverplate patterns. $1.58 ret. 
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os ee "Flirtation"” series of ladies’ 


Pr a expansion bracelets by Jacques 

Pa ‘ Kreisler. Cameos and rhinestone 

4 % clusters. Retail: $10.95, FTI. 
3 


f 9 
i THEY RE é bog ae Charm Band (below) 
‘ ' : it t h 
; ‘ RIE Ub : fine link — oo a 


\ Z 1/20 12K GF. Gemex, Union, N. J. 
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The Kestenmade "Woodland" expansion watch band 


“Ranger expansion bands for boys’ and girls' character watches. has links of African and Brazilian mahogany plus 
Bristol quality. In stainless steel at $1.98 retail or 1/20-10K Kestenmade expansion. 1|!/20 12K GF with stainless 


yellow GF at $3.50. From Foster Metal Products, Attleboro, Mass. steel back. Kestenman Bros. Mfg., Providence, R. |. 




















TRADE MARK REG. U S. PAT OFF 


THE SIGNATURE ON AMERICA'S 
FINEST SCARAB JEWELRY 








ONS ig WRITE FOR OUR NEWEST CATALOG 


THERE IS A TRADE- 
MARK AND QUALITY 
STAMP ON EVERY 
ADMARK BRACELET. 


COPYRIGHT 1951 BY ADMARK 






Che Mark of Quality Jewelry 


714 SANSOM STREET, PHILA. 6, PA. » CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 
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The ‘Fleur-de-Lis' pin and earring set, from 
selection of gold filled and cultured pear 
creations by Henry Gorman & Son, 94 Aldrich 
St., Providence. Pin: $15; earrings: $10, Key, 





A unique key holder in 14K yellow 
gold, $42 Keystone. From Eric E. 
Siebert, Inc., 605 5th Ave., NYC. 


The ‘Silverfile' portable unit 
for silver storage. Lined with 
Pacific Silver Cloth. Retail 
$8.95 and $10.95. From Reeve & 
Mitchell, 300 Spruce, Phila., Pa. 





Belwyn alarms from Seth Thomas, Thomaston, 
Conn. Plain or luminous dials. Maple, blond 
or mahogany finish. Self starting, electric, 
bell alarm. Ret.: $8.95 and $9.95, plus tax. 

















* * 
Metals of Guaranteed Purity 
GOLD - SILVER : PLATINUM -: PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM -: OSMIUM 

W. solicit our _ Se. 
| | q P 
el Filings — Scrap Gold and 
pearl Platinum — Metals 
| | — Your OH Gold Shipments 
| | WILL RECEIVE 
Special Attention 
| Kastenhuber & Lehrfeld, Inc. 
| } 21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. | 
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Promotion Opportunity 
(From page 206) 


Regular advertisers with the newspapers, Corrigan’s 
planned to run some display advertising on the English 
silver in the Sunday papers. By frankly explaining the 
situation, the news men agreed not to break the story 
until Sunday. 

Such time as could be spared was devoted to arrang- 
ing silver displays on Friday and Saturday. Three large 
tables were used to display the antique silver in the silver 
department. Large and attractive displays of American 
silver were also arranged to tie in with the sales plan. 

One large display window, decorated with British and 
American flags, was used to display the antique silver. 
Mr. Gatto said, “I did not have time to study the entire 
shipment and make careful selections. I had to compro- 
mise by selecting about a dozen pieces that seemed to me 
especially attractive and which would make a rather artis- 
tic arrangement in the window.” 

The antique pieces included such pieces as soup tureens, 
egg cups, tea services, pitchers and vegetable dishes. 
Many of the pieces carried the hallmarks of craftsmen 
who were famous in their day but who have been dead 
many, many years. 

Among the early Monday morning customers was a 
Houston lady who is quite wealthy and whose hobby is 
collecting rare silver. She studied the window for a few 
minutes before coming in. Then she asked to see several 
pieces in the window. She examined these pieces care- 
fully, one by one. As she is regarded as an authority on 
rare silver, the salesman made no attempt to “tell her.” 
Instead, he asked her opinion. Her opinion was quite 
favorable. She bought every piece in the window before 
she left the store. The complete display sold out so fast 
that neither newspaper photographers nor Corrigan execu- 
tives had an opportunity to photograph it. 


90 PER CENT SOLD IN FIVE DAYS 


For several days, members of many of Houston’s most 
distinguished families were examining and buying this 
rare, antique sterling. Within five days, almost 90 per 
cent of the shipment was sold, far beyond the expectations 
of the store. 

The news items and the advertising also attracted the 
attention of many buyers who are good customers but 
who just cannot afford rare antique silver. The store had 
plenty of customers in the silver department all day, 
every day. Average daily sales on domestic silver in- 
creased almost 40 per cent, and were still holding up ten 
days after the news and publicity was released. 

Corrigan’s well-trained sales staff had many oppor- 
tunities to demonstrate their skills in selling to con- 
noisseurs of fine silver. They could also meet the occasion 
when the customer evidently wanted to buy in order to 
do a little private boasting. 

This writer accidentally overheard one sale that ran 
something like this: 

Customer: “Could I say that this tea pot was used in 
‘serving tea to some English King?” 

Salesman: “Frankly, I don’t know, but chances are 
very good that it has. This tea pot was once owned by 
a British Lord who was a very good friend of George III. 
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HERES MEWS 


Gracious Tradition 


in New Dimension 
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A\t the charm of 


gracious living is expressed 
in these handsome new Weidlich 
creations. Designed for years of 
lasting beauty by skilled crafts- 
men, the new Weidlich line of 
table giftware has a ready 

made consumer acceptance. 
Your customers will stop to 
look—to buy! Designed for sell- 
ing—the Weidlich line offers you 


ready-made profits— fast turnover: 


THE WEIDLICH GROUP SHOWN 
is available in the following sets: 


| 1. Salt and Pepper, 
| 245. 


2. Open Salt and 
Pepper, 245/246. 


3. Marmalade or 
mayonnaise jar, 
247. 3 

4. Mustard or Horse- , 


radish jar, 248. a, ~ 





mS 
“ie 


WEIDLICH, INC., 87 Reservoir Ave., Bridgeport, Conn. 


Gentlemen: 


Please send me illustrated catalog and price list 
of the complete Weidlich line. 














| 
| 
| 
| 
| 
| NAME ae 
| 
| 
| 
| 





| (PLEASE PRINT) 
ADDRESS 
CITY STATE 
7 al 
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Have you experienced the wonderful advan- 
tages that go with protected-packaged find- 
ings? Jewelers have found that quicker and 
more efficient — can be accomplished 
wie —_— ... packaged findings by 


Why keep customers waiting? Just pop out 
the peaees finding and finish your job quickly 
and efficiently. Get NAOMI-PAC today, the 
only findings protected and packaged. 
Tested and found superior by the United 
States Testing laboratory. 


Available through your material house only. 


CONTACT THEM TODAY... 


NAOMI 


37 West 26th Street, New York 10, N. Y. 








Ac? 















Prices 


and illustrations 
gladly furnished 





Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: . 


ESTABLISHED 1471 
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I know that in his reign the British were already drinkin 
a great deal of tea. Imports to Britain of twelve million 
pounds per year from China alone were not unusual ip 
those days. If you wanted to claim that George III drank 
tea made in this pot, along about the time the Bostonians 
were having their famous “Tea Party,’ no living person 
could prove that he did not.” 

The salesman was careful to distinguish between the 
known facts and the speculative possibilities, but brought 
out both. It made the sale. 


‘Jewel Box’ Plan 


(From page 212) 





sonal tastes of the bride-elect, so we can aid her in picking 
a pattern. We inquire about the kind of furniture she 
plans to have in her new home. Modernistic home fur- 
nishings naturally will not go with any but modern silver- 
ware patterns, and for most traditional home furnishings 
styles there is usually one sterling pattern, or one group 
of patterns, which goes best. 

“Once we have determined the basic tastes, our display 
setting makes the choosing of an actual pattern fairly 
easy. 

The silverware section of the Antin store is set apart 
from the rest of the store. Flanking each side of it is a 
mammoth, modernistic “window,” which serves to frame 
small dispiays of china and silver. These windows frame 
off each end of the silver section. Behind them in the wall 
are cases for displaying merchandise. 

“The wall cases in this department were once floor 
counters in my old store,” said Mr. Antin. “Rather than 
pay for entirely new wall cases, we had the section de- 
signed so that these could be altered at a low cost and 
installed directly in the wall. 

The window frames and a harmonizing desk, which 
were designed to blend with the style of the windows, 
were built to order. Most of the fixtures from the old 
store were put to use in the new one. Most of them were 
redesigned, and sometimes they were used in entirely new 
ways, as in the case of the flatware wall display. 

As part of his “jewel box” display plan, Antin had two 
small front windows built. “The reason for the smaller 
windows rather than a single large one,” he said, “is that 
the smaller display spaces permit more effective high- 
lighting of specific merchandise. They allow us to change 
windows with great frequency. In a small town, a win- 
dow loses its effectiveness very quickly. The usual sched- 
ule for changes here is about twice a week.” 





Silverplate Setting Promotion Sells Sets 


Michaels Jewelers of Bridgeport, Conn., recently tested 
a new merchandising idea . . . promoting silverplate by 
place settings on “Michaels Club Plan, only 15¢ down per 
place setting.” Holmes & Edward Sterling Inlaid Silver- 
plate was the featured brand. Stated Irving Michaels, Jr., 
“Our plan was to sell sets, the place setting idea simply 
was to draw traffic and create interest. In the first week 
our sales of silverplated flatware were substantially larger 
and over 90 per cent of our sales were in complete sets. 
Actual down payments were also far higher than the low 
terms offered.” 
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Extra-Piece Emphasis 


(From page 210) 


to match the “antique” appearance of the original store 
cases, only a few months ago. In the 12-foot by 3-foot top 
of the case, only 3 inches below the glass, are shown extra 
serving pieces, consisting of ladles, butter spreaders, cold 
meat knives and forks, special purpose spoons and dip- 
pers in a double layer which complements most of the 
patterns shown in the standard knee-hole desk to the right. 
These large pieces, lighted by a concealed spotlight, are 
far more readily seen and prone to examination than are 
the scores and scores of teaspoons, forks and knives 
which make up the flatware display in the usual case. 
“Through simple experience we have found that the extra 
pieces stop more traffic, and get more concentrated inter- 
est for some reason or another,” Funk said. “Often, we 
can use the serving pieces as a springboard toward estab- 
lishing a pattern sale, and far more customers come in 
to see the extra pieces than the standard patterns.” 


UNUSUAL CUSTOMER CHAIRS 


Situated between the serving piece case and the knee- 
hole case, are six of the most unusual stools in jewelry 
store retailing. These, instead of consisting of merely 
lightweight stools which may be moved hither and yon 
are permanent, bucket-seat types in red leather, mounted 
on a permanent pedestal bolted to the floor. Swiveling 
easily from side to side, these are always used in pairs, the 
customer seated in one, the salesperson in the other. It 
is a simple matter for the salesperson to swing from one 
case to the other to pick up matching service pieces or 
teaspoons and forks, and work out a combination under 
the customer’s eye. “We seldom start a sale on a pattern 
without bringing in the service pieces almost immedi- 
ately,” Funk indicated. “These not only add luster to the 
pattern in the customer’s eye, but often are included in 
the original purchase immediately, with no later sugges- 
tions or followups involved. The fact that neither cus- 
tomer nor salesperson has to get up from the stool in 
order to see all of the pieces involved is a constant 
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Booth 107 N.R.J.A. Show (Ballroom ~s7—en 
Booth 96 National Credit Jewelers 


are — Sentinel 


prices are really 


ust part of th 
ts field, yet 


entinel advertising 


d Better Homes & 
turn. 


SENTINEL LITTLE PAL 
The Dreyfuss-designed miniature 40 
hour alarm, unmatched for styling 
and value. Plain, $2.76 to retailer; 
$3.95* retail. Radium, $3.15 to re- 
tailer; $4.50* retail. 
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SENTINEL DIAMOND WRIST WATCH 


Efficient movement in a handsome 10 kt. 
rolled gold plate case, with chrome plated 
back. Fine leather strap. $3.36 to retailer, 


advantage.” 





WINDOW DISPLAYS ARE CHANGED WEEKLY 


Service pieces are likewise heavily emphasized in the 
windows of the store, which, incidentally, are maintained 
by two full-time girls, both of whom have undergone spe- 
cialized display training. 

Windows are changed at least once a week. A com: 
plete switch in display materials and backgrounds, keeps 
the Mahan Jewelry Co. windows of high interest to 
passersby. One-half of the store’s window display space 
is always devoted to sterling flatware and hollowware. 

One of Funk’s most unusual, and most successful inno- 
vations is individual pricing of everything shown in the 
window. “Our feeling is that if the customer does not 
know the price she is likely to pass up the item,” Funk 
said. “Many a woman will admire a piece of displayed 
sterling flatware or hollowware, but if the price does not 
show, will regretfully assume that it is too expensive for 
her. If, on the other hand. it is something she can afford, 
the chances are that she will come inside.” Proof of 
the effectiveness of thus pricing every item is the fact that 





$4.95* retail. With chromium plated case, 


A GLE $3.06 to retailer, $4.50* retail. 


SENTINEL CLICK POCKET WATCH 


Rugged, accurate. Mirror-chrome ag? 


finish . . . rotating second dial. f- —" 
i ee IO SENTINEL 


Break=proof crystal . . . raised nu- 


Ns: z 
SS ae . s. 


meral dial. Plain, $2.05 to retailer, 
$2.95* retail. Radium, $2.43 to 
retailer, $3.50* retail. 


*Plus tax. Specifications and 
prices subject to change. 
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CHASE SILVER COMPANY 
339 FIFTH AVE.NEW YORK 16.N.Y. 














/ JEWELERS \ 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








»* MADISON AVE. MEMPHIS 1, TENN. J 
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The Book Shelf 


Jewelry Benchwork 


Your Jewelry, by J. Leslie Auld. Published by Sylvan Pres, 
London, England. 131 pages; 138 illustrations; technical data 
tables; lists of suppliers of equipment and materials; bibliog. 
raphy; index. Sent postpaid for $2.75, from Book Department, 
— Circular-Keystone, 100 E. 42nd St., New York 17, 

After just a glance at this little book, one might say— 
“another amateur craftmanual”—but after reading fur. 
ther in it, it must be admitted that its rather limited 
page-space is fairly packed with a worth-while variety 
of instructions on jewelry benchwork and _ practical 
technic, applicable to the everyday work of the repair. 
shops of jewelry stores. There are in the market, books 
on jewelry work that are more definitely aimed at the 
subject from the viewpoint of the professional jewelry 
workman, but in Mr. Auld’s work, besides the more cus. 
tomary practice, now and then occurs an explanation of 
some little useful trick that may be novel to the average 
reader, enough so as to make this book a valuable addi- 
tion to the library of any workman. 

The author is a well-known teacher of design and execu- 
tion of work in jewelry and silversmithing, with notable 
experience and success at Glasgow (Scotland) School of 
Art, the Royal College of Art in London, and the London 
County Council Central School of Arts and Crafts. Some 
of his work has been accepted for competition and has 
won honors in many prominent exhibitions of worldwide 
importance. We can heartily recommend this book for 
both beginners and more advanced craftsmen. 





he finds it necessary to dip into the window several times 
a day. 

Funk believes in “starting them young” with an educa- 
tional appreciation of sterling flatware. He co-operates 
closely with the domestic science courses in local Colo- 
rado Springs high schools, supplying complete manufac- 
turer-printed literature on every phase of sterling use 
and table setting. Local domestic science teachers have 
come to depend upon the store for interesting “lecture 
tours.” Several times during the year classes of high- 
school girls, in home economics or domestic science are 
invited to the second floor china and glasswares depart- 
ment of the store, where they are given a lecture on the 
selection of sterling, china, and glass. An open forum 
follows. These classes have met with much success, and 
all of the veteran women salespeople of the Mahan 
Jewelry Company have been trained to conduct them. 

Also, the store follows the usual bridal-market pros- 
pecting system, without becoming too stereotyped. Funk 
clips engagement announcements from local newspapers, 
which are followed up with an invitation to the prospec: 
tive bride to visit the store and register her patterns. 
However, instead of using letters or visits outside the 
store, all of these invitations are extended by telephone. 
Personal telephone calls, offering to send a car out for 
the girl to bring her to the store, get far better results. 
Occasionally, particularly during June, a gift is offered 
to the prospective bride, such as a sterling silver tea- 
spoon to start off her pattern or a bride’s book. 
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Don't Pay Twice 


(From page 214) 


laws actually tend to encourage this condition in a lett- 
handed manner by ensuring payment of material bills 
and payrolls by the building owners. Supply houses 
readily lay down materials on job sites with little serious 
consideration of the credit status of contractors. They 
are secure in the knowledge that material bills are pro- 
tected by progress of the building which can be liened. 

The foregoing picture is not intended as an indict- 
ment of the building trades, or the many honorable men 
in it. It is merely to focus attention on a condition 
which very well may bankrupt an unsuspecting building 


owner. 


RELEASES PROVIDE LIEN PROTECTION 


However, where lien laws exist there is a sure way 
for the building owner to protect himself against unwar- 
ranted liens. The protection is afforded him if he insists 
at the time the contract is executed that progress pay- 
ments and completion payment will be made only upon 
presentation of duly executed material and labor releases. 
These releases will stop future lien action by demon- 
strating there is no cause for liens. Releases should 
originate through sub-contractors and come to the build- 
ing owner from the general contractor. All parties will 
be on notice that they must satisfy material and labor 
claims standing against the job as the job progresses in 
order to qualify to get progress payments from the owner. 

Material releases should indicate the quantities and 
kinds of materials laid down on the job, and when, and 
indicate that suppliers have been paid for such materials, 
or that they waive and claim for payment against the 
named and legally described job. In short, if the suppli- 
ers wish to extend credit to sub-contractors, knowing the 
sub-contractors have drawn on the job, they do so at their 
own risk (when they sign waivers) and not at the risk 
of the building owner. These releases should be on sup- 
ply house stationery and should be signed by a responsi- 
ble firm member. 

Labor releases should state that the mechanic signing 
waives wage claims to date of signing, or that he has 
received wages in full to date of signing. 

Releases signed by sub-contractors, themselves, and 
sometimes offered in lieu of material or labor releases, 
are of no value whatsoever, except to show that sub- 
contractors have received payments. These should be 
obtained, but they are no protection against material 
or labor liens. 

It should again be emphasized that, in those states hav- 
ing lien laws, the lien rides with the property until the 
lien is satisfied. The fact that somewhere along the line 
a general or sub-contractor has failed to meet his obliga- 
tions arising from the job is no defense, legally, by the 
building owner. This is true even though the contrac- 
tor's failure to pay claims may give rise to a separate 
civil or criminal suit against him. 

What has here been said of jobs performed through 
general contractors applies with equal force even to 
maintenance types of work done by a specialized con- 
tractor, such as a painting job, installation of new glass, 
or repair of a heating system. Any improvement or re- 
pair made by building tradesmen to an already built 
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| height, 27”. Table is 3614” x 





FUERA 


Silverware (hests 


Are Guaranteed Tarnishproof! 


|. for beauty and lasting service, Eureka Silver- 
ware Chests are made completely in our own factories from finest 
selected hardwood. Every Eureka Chest is guaranteed tarnishproof 
for the life of the chest —and you have a wide range of styles and 
prices to choose from, several with mortised locks as an additional 
feature. Write for free illustrated leaflet. 








wir, 
The PLYMOUTH “4 NS 4” 


SILVERWARE TABLE #133 Qe 


A lovely and distinctive piece 
of furniture, cabinet crafted, 
with drawer pulls of antique 
brass. The two drawers hold 
up to 170 pieces of silverware, 
with ample space for fancy 
pieces. Drop leaves have auto- 
matic supports. End-table 








1414” when open, and 2114” 
x 1414” when closed. Drawers 
are lined with  seal-brown 
Pacific Silver Cloth — “the 
cloth that prevents tarnish.” 








The HOSTESS CHEST 


Made of finest selected hardwood, 
with polished brass cover lift and 
side handles, and with capacity 
up to 140 pieces. Large space for 
odd pieces and steak set, special 
rack for carving set, tray for 
serving pieces and salad 
set, folding full-view 
knife rack. Size, 18” long, 
1234” wide, 414” deep. 
Shown is #102 PL in 
dark finish, lined with 
Pacific Silver Cloth — 
“the cloth that prevents tarnish” — and with a mortised lock and 
two keys. Also available without lock in dark or light finish, lined 
with tarnish-proof Bahama Rose Eureka Cloth. 


| Rolls and Bags for Silverware are a lasting ada- 
vertisement for your store — imprinted with your store name at no 
extra charge. They're made of anti-tarnish Eureka Duvetyn Cloth 
and are available in America’s largest range of soft lovely colors 
and color combinations. Write for free color strip and illustrated 


FUREhHA 
jen 


leaflet. 


Sibveeware Proteclion 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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strikingly different table 
accessories and hospitality sets 
that sell fast year-round: 





Farber Brothers 
15 Crosby Street, New York City 


THERE'S 
GOOD PROFIT 


In Replacing 
A Spring Ring 





For the little time and labor in- 
volved, there’s mighty good profit 
in replacing Spring Rings. And in 
many other simple repair jobs. And 
remember, this work builds good- 
will, to bring customers back to buy 
new jewelry, too. 


Be ready to give quick repair service 
by having on hand WRC spring 
rings, catches, clasps, ear wires, etc. 
Order an assortment now, from 
your jobber. 


WRC rinpinas of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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structure may result in a lien against the building, jg 
any claimant is unpaid. 

Where the building is rented, the tenant should he 
equally careful to ensure that he does not cause his land. 
lord’s building to be liened incident to having work done 
for which, by agreement, the tenant is responsible. 


It may prove a profitable employment of time for the 
owner or someone representing his interests to carefully 
note the materials laid down on the job (at least ip 
approximate amounts), the number of workmen engaged 
day by day by each sub-contractor, and to evaluate these 
data in checking material and labor releases tendered, 
Occasionally, a sub-contractor may receive materials for 
a job from two or more suppliers, but furnish a release 
from only one. Or, he may turn in labor releases for 
only part of his job crew. 


Perhaps the building owner may feel so sure of the 
integrity of a contractor that he will hesitate to take the 
safeguards outlined. Assuming this integrity is beyond 
question, there is always the possibility of sudden death 
of the contractor while the job is in progress. If progress 
payments have been made, and no releases have been 
supplied, it may develop that supply houses have received 
no payments whatsoever from the contractor. They, too, 
may think so highly of the contractor’s honesty that they 
are lax in collecting. However, this attitude will not 
deter them from placing a lien on the job if, with the 
contractor’s death and his terminated earning power, it 
develops his estate is insufficient to satisfy the indebted- 
ness. 


When the owner erects a new business building, his 
investment may represent a major part of his capital. 
If ever he should proceed with caution, this is the time. 
With so much at stake he may well ponder the old adage: 
better play it safe than be sorry. 





Waste Space Goes to Work 


(From page 216) 


keeping with the modern main floor, the fixtures are also 
custom made and of lined oak, arranged against a 
decorative background of jade green and hunters green. 
Recessed fluorescent lighting completes the colorful and 
spacious gift department. The complete store is air 
conditioned. 

Personalized direct mail and newspaper advertising 1s 
the stores advertising media. Newspaper advertising is 
designed to keep the name of the store before the public, 
plus the name brands it carries. Direct mail advertising 
is personal in tone. 

“We believe in always using a personal touch in all 
direct mail that leaves the store,” says Mrs. Savin, own- 
er of the store. “We have a list of 7000 names of old 
customers and we never forget a birthday, anniversary, 
or important holidays. When a baby is born a card 1s 
sent to the mother and a small gift to the new arrival.” 

An added feature of the store, that has been a deciding 
factor in the success of the business, is the ability of 
Robert Savin, store manager, to make any piece of 
jewelry that a customer may want, from a mere rough 
sketch to a perfect, finished piece. 

The Savin dream is now a reality—one of the most 
modern jewelry stores in the city. 
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Cultivating Customers for 
Cultured Pearls 


Shown here are four of sixteen windows which were 
used by Michaels of Hartford, Conn., to display cultured 
pearls during June of this year. 





The dominant display in so many windows was part of 
a storewide promotional campaign deliberately designed 
to focus attention on the jewelry store as the place to buy 
pearls, and of course Michaels in particular. 

Mr. B. Garston of Michaels rightly felt that the cultured 
pearl business belonged to the jeweler and that people 
would prefer buying such jewelry in a jewelry store. 

Therefore the windows were built around the sugges- 
tion of cultured pearls as a gift and each window piece 
around a specific gift recipient. One satin-faced display 
piece said “Cultured Pearls for the Bride—World’s Fabu- 
lous Collection of Imperial Cultured Pearls. the Famous 
Lot 88”. Other display units said “Cultured Pearls for the 
Bridesmaid ..... for the Graduate ..... for the 
Debutante”—-and so on through the various gift possibili- 
ties and through every one of the sixteen windows in 
Michaels Store. 
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BEATTIE 


jer LIGHTER 


1 = The only lighter with the 









flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
_ flame for pipes 







Beesc cd 









UPRIGHT... for 
cigarettes and cigars 
















®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 
Retailing at: 


Heavy Silver Plate $10.00 


Heavy Nickel Plate $5.95 
Heavy Gold Plate, 


Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 Leather Covered $15.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 

Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 
Be sure to see us at the ANRJA Convention — 
Booth 213 Waldorf-Astoria, August 13, 14, 15, 16 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie 
Jet Lighters to: . 


Name 











Firm Name 








Address 











—— _ . 
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I'm Cooking Up 
BIG THINGS 


FOR THE 


y CONVENTIONS! 


See the Long Life ‘ 


GAVEL & ACCESSORY LINE! 


Silver & Gold Bands @ Sound Blocks 
Rosewood @ Cocobolo @ Ivory Plastic 


& 
Sensational FREE $15 Gavel Case Deal ! 
& 
VISIT BOOTH 229 


National Association of Credit Jewelers 
July 29—August 2—Hotel Stevens, Chicago 


& 
VISIT BOOTH 102 


American National Retail Jewelers 
Association August 12-16—Waldorf 
Astoria, New York City. 
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TERRIFIC FREE GAVEL DISPLAY 
CASES! POWERFUL FREE DEALER'S 
PROMOTIONS! These specicl offers are hon- 


eys! If you can’t come to the convention, write us 
for details today! Become ‘‘Gavel Headquarters’’! 


| 








TAKE IT EASY, MR. JEWELER, 
AND WATCH THE PROFITS ROLL IN! 


Lean back and yet build up your repair business to high $$$ 
volume by relying on the up-to-date know-how and methods of 
our own 


MODERN WATCH REPAIRERS! 


Our WATCH REPAIR DEPT. for the TRADE, staffed by the most experienced 
Swiss and American Watch Mechanics, welcomes ALL your watches: From the 
eylinder to the finest timepiece including chronographs, stopwatches, calendars, 
automatics, and repeaters. All watches timed-tested on Watchmaster. Send us 
your watches and clocks for a FREE ESTIMATE BY RETURN MAIL! 


WATCH THESE ADDITIONAL FEATURES: 


V All repair jobs are guaranteed for | year 

V All watches are insured by us against damage, fire, or loss in the mail 
V We refinish every dial at ACTUAL COST ONLY 

V We polish all cases without charge 

VV Five Day Service after receipt of order 

VV We supply FREE, self-addressed shipping labels for your convenience 
\/ Our efficieney insures lowest possible prices 

VV Special discount on large orders 


ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 


WE CARRY 
All imported & American tools, equipment, materials, movements, 
cases, attachments, all jewelers findings & sundries. All books 
on Watch-Clockmaking, Jewelry, Engraving, etc. Inquire! 








UST OUT! Latest enlarged catalog on all dress and service watches, 
J e clocks, watch bracelets. Write for your FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 


Dept. 8 J.C.K. 


55 West 42nd Street, New York 18, N. Y. 
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Advertising for Help 


(From page 164) 


readers of the help wanted column who were watch. 
makers—and it would save you time and money. 


3. BE CONSISTENT 


One advertisement may not bring in any applicants, oy 
it may not bring in the right type of applicant. However 
surveys have shown that about 50 per cent of the news. 
paper readers read some classified advertising every day, 
These readers may not read your help wanted advertise. 
ment today, but they will read the classified section at 
some time during the week. 

Then, too, there is always this possibility in advertis. 
ing for help: The night or morning your advertisement 
appears your best bet for a future employee may not 
read this newspaper. However, a friend of his may notice 
the advertisement and tell him about it. The next day 
your prospective employee will look over the help wanted 
column carefully searching for your advertisement. 

Now, if this prospective employee finds your adver. 
tisement you will have a new employee. But, if your ad 
isn’t there he may see another jeweler’s advertisement 
and you will have lost this prospective employee forever, 


4. DON’T TRY TOO HARD FOR POSITION 


Some help wanted advertisers study their local news. 
papers and discover that all advertisements are listed 
alphabetically on the basis of the first word. Armed with 
this information these advertisers will insert an advertise- 
ment something like this: 


AAAA WATCHMAKER WANTED 


People who are reading the help wanted column for 
some specific kind of a job will not notice this advertise- 
ment. It will attract people who want a job—any kind of 
a job, not experienced watchmakers. 

On the other hand, watchmakers will look toward the 
end of the Help Wanted column for the “watchmaker” 
classification first because they know from their own past 
experience that their positions are listed under “Watch- 
maker Wanted” in the W’s—not in the A’s. 

Using the key word as the first word in your help 
wanted advertisement will insure good readership— 
readership of good employees, or good prospective em- 
ployees. It will eliminate a lot of needless interviews and 
letter reading—and it will reach the right man quicker 
at less cost. 


3». MAKE IT EASY TO APPLY 


During times of unemployment many employers hest- 
tate to list the name of their store in their help wanted 
advertisement. This is done because these advertisers 
receive hundreds of applicants for positions and it takes 
time to screen these people for the best individual. 

However, during times of critical labor shortages most 
employers make it as easy as possible to apply. Giving the 
name of the jewelry store, its address, telephone number, 
and the name of the individual to interview makes it easy 
for the prospective employees to act. And, it will make 
your classified help wanted advertisements produce re- 
sults—employees. 
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Atomic Village Jewelers 
(From page 174) 


Richland Jewelry occupies the oldest building still 
standing from the old pre-war town. It was completely 
remodelled before owner Hall moved his stock into its 
94, x 28 foot display area. The interior is decorated in 
walnut with a light blue color scheme on the walls. 
Mirror back cases give the illusion of greater width than 
the store dimensions indicate. A varied stock of high 
quality, nationally advertised lines are carried, as his 
customers know and appreciate this type of merchandise. 
The back wall section holds displays of chinaware and 
crystal. [ive display windows outside, are used to good 
advantage to bring his merchandis- to the attention of 
passing foot and automobile traffic 

The display area of McVicker’s ‘ewury .. .asures 25 
feet across by 50 feet in depth. The front is set back 
several feet from the sidewalk. The store has a “visual” 
type front, with a plate glass door and a display window 
extending from several inches from the floor to within 
about two feet of the ceiling. The store’s interior is 
exceptionally well lighted with a combination of fluor- 
escent lighting and flush ceiling spots mounted directly 
over the flat cases. The interior and much of the mer- 
chandise is readily visible from the street. 

To understand the conditions which affect the opera- 
tion of a retail store in Richland, some background on 
the growth of the Richland-Hanford atomic energy in- 
stallation will be needed. : 

The Richland-Hanford area was selected by the Army 
early in the war as one of two sites for manufacture of 
the atomic energy ingredients. The other site was Oak 
Ridge, ‘Tennessee. 

The entire development was originally planned as a 
temporary war-time installation. Following the war, how- 
ever, it became apparent that it would be desirable to 
continue operation of the project on a permanent basis. 

Today, the commusity of Richland is the residential 
and business community for operating employees. Han- 
ford as a town is non-existent. Atomic production facili- 
lies are centered in the Hanford area, which is now 
known as “Hanford Works.” ‘This area, of course, is 
closely supervised, with admittance granted only to auth- 
orized personnel. Access to Richland, on the other hand, 
is unrestricted. 

As prime contractor General Electric is responsible not 
only for the production of atomic fuel, but for the resi- 
dential and business development of Richland as well. 
They act not only as landlord but as the principal agency 
Whose policies determine to a considerable extent the 
economic conditions under which the retail businesses 
operate. 

A main point of difference between operation at Rich- 
land and operation eleswhere, is that no business man 
can own the land on which his building is erected. Before 
1946, in fact, business buildings were built by the prime 
contractor and owned by the Federal Government. Now 
business men may build and pay rent only for the land 
their buildings occupy. 

Rentals are based on a percentage of the gross volume 
of business. The percentage varies according to the 
amount of land, type of business, and whether the build- 
ing is owned by the operator of the business. Rentals 
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¢ Back in 1890, before introduction of Monarch Price- 
Marking Systems, jewelry price-marking was a tiresome 
job, expensive in both time and money. Hand-written 
tickets were subject to blots, smudges and illegible 
crowding of information. Now, stores of all sizes have 
discovered the benefits of neat, accurate Monarch 
price-marking. 

Systems using the Monarch Tri-Marker price- 
marking machine have proved a good investment for 
stores with jewelry items to price-mark. Machine price- 
marking is more lasting, more legible. Considerably 
more information can be printed on a small ticket than 


can be written on it by the most careful penman. 


guamuas ‘a 
“onto” C12 oD 


C48 75/F\_ $1.50 
$1.75 a 






















The MONARCH 
Marking System Company 


Since 1890—World's Largest Manufacturers and Distributors 
of Merchandise Price-Marking Equipment and Supplies. 
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Our Reference 
for Credit 

Ratings fie E 
Dun & Bradstreet .. Sep 


Exclusivel y E Es . oe 


- Since 1940 


WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


 KkheNS EW oee Redes ooo s 06 ss es ces eenen $3.00 
(self-winding - $1.00 extra) 
EE ee ee 4.50 
Cleaning and Mainspring ....................-:; 3.50 
Cleaning and Stem and Crown ............... 3.60 
i ae rs, et Se CERES Roe Se SRE 2.50 
Stem and Crown only ...........-...2200- eee 1.75 
OEE cctcevnkeneeteeeeronencaenans 1.75 


Jewels - balance, roller, pallet (with clean) ea.  .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


TE ie oe ERENCES we hae awe 1.00 
i Kec nce ash beens neeen enn oe enone 1.00 
Adjust escapement ..............cccceccceces 1.00 


Chronographs overhauled (plus parts)... .$8.50 - 10.50 
Ail customers’ property is fully insured while in our possession by 
our Jewelers Block Policy, issued by the St. Paul Fire and Marine 
Insurance Co. 

We acknowledge all watches upon receipt with a list of your numbers, 
size, maker, jewels, case. 

We have a good staff of competent Watchmakers—NO APPRENTICES. 
All repairs timed on our WATCHMASTERS and carefully checked 
before returning to you. 

If you are interested in FIRST CLASS WORKMANSHIP and repairs 
that we fully guarantee, we can be of service to you. Repairs shipped 
“open” to well rareu accounts. Terms: Net: 10 days. 


FRED P. SMITH “Chicego 34” illinete, 




















JEWELERS PRICE TICKETS 5 
#950 COMPLETE WITH CONTAINER $12 





pCTUAy =—s WITH EACH SET YOU GET: 


1092 INDIVIDUAL TICKETS 
150 PLASTIC EASELS 

100 TABS 

ROLL OF SPECIAL ADHESIVE 
ORDER YOUR CHOICE 


A—lvory with Black Figures 
B—Black with Silver Figures 

i 
ae C—Half Black & Half Ivory 


SIZE 


6 of every popular 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


777777 are 





FE. DOI A - y 
aide SD, nos aia at < 


MOST WIDELY USED 
WATCH AND CLOCK OILS 


for more than a 


\\ 


\\ 

















correspond closely to similar rental arrangements jp 
other communities. 

Certain requirements must be met by business men 
making application to start in Richland. Two basic re. 
quirements are adequate financial backing, and previous 
business experience in their field. Applicants are algo 
screened carefully to keep out possible enemy agents or 
sympathizers. 

When the Richland business district was started, only 
a limited number of business buildings were constructed, 
in some fields only one operation being established. When 
it was decided that Richland and Hanford Works would 
be a permanent rather than temporary installation, re. 
strictions of this sort were removed, and new businesses 
in all fields were actively encouraged to enter. The pur. 
pose of this is to build up a well rounded district with 
a variety of stores in each field, for the residents to 
choose from. 

There are two main business sections in the “village,” 
the downtown and uptown districts. Since all installa. 
tions were originally planned to be temporary, provision 
for adequate business and parking space in the “down- 
town” area was not made. Consequently, new businesses 
have had to be located about four blocks away, in the 
newer “uptown” district. In addition, there are six small 
districts located throughout the housing area, usually 
consisting of a service station and grocery, and in some 
cases a drug store. 


STABLE POPULATION 


Merchants can therefore count on a fairly stable basic 
population which is close to the 25,000 figure. The only 
people who are allowed to live in Richland are employees 
of General Electric, the Atomic Energy Commission, mer- 
chants and their employees, administrative and teaching 
personnel of School District 400, and employees of the 
town’s many churches. General Electric employs about 
7,500 and the A.E.C. ‘approximately 400. The other 
classifications account for an additional 1,500 gainfully 
employed. Many construction workers live in trailer 
homes on lots attractively landscaped for each trailer. 
At one time. approximately 2,000 trailers were counted 
in this section. 

Merchants of Richland must compete as vigorously as 
merchants of other cities, for the dollars of residents of 
their community. The cities of Pasco and Kennewick 
with populations of 12,000 to 15,000 and with well de- 
veloped shopping districts, are within ten miles’ driving 
distance. There is hardly a Richland family that does 
not own a car, as there are an estimated 7,500 cars in 
the village. 

Due to the initially limited number of business houses, 
many Richland residents formed the habit of trading mn 
one or both of those other cities. For this reason, most 
merchants welcome the current influx of new establish- 
ments, believing this will induce more residents to shop 
in their own business district. There is also a large 
amount of mail order competition. 

Despite plenty of formidable competition, most mer- 
chants are confident that they will be able to attract an 
increasing proportion of business to their shopping dis- 
trict. One reason for this confidence can be seen in the 
high level of merchandising standards maintained by 
merchants such as Richland Jewelry and McVicker’s. 
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The Account Has Skipped 


(From page 146) 


13. Prevent the weak individual from becoming a skip 
by making certain that he understands that if such an 
attempt is made he will be prosecuted to the full extent 
of the law. One thing which makes a tremendous im- 
pression upon such a person is an actual prosecution. 
The resultant publicity will scare off many others who 
might seek credit or who may be harboring such thoughts. 
The “easy mark” in business is always taken advantage 
of by people who skip. 

14. Subterfuges have long been used by firms spe- 
cializing in credit business. These include letters from 
imaginary missing heir tracing firms and from firms who 
are seeking missing prize winners. But such devices are 
dangerous to use. Caution must be taken, lest the in- 
experienced tracer entangle himself in a serious lawsuit. 
Check any such plan with your local credit bureau or a 
competent attorney before attempting it. 

15. When credit is granted, get the automobile license 
number of the car which is owned by the credit applicant. 
This information offers another effective method of 
tracing. 

16. What magazines did the skip subscribe to? You 
should know this. Changes of address are generally put 
through for such magazines, and many circulation depart- 
ments will cooperate on such matters. 

17. Investigate in the community to find if other firms 
have been victimized by the same skip. Pooling resources 
in tracing a skip will enable each individual firm to secure 
a great deal more return for each individual dollar that 
must be spent in tracing him. 

These are 17 effective steps which have been used with 
success in the past. Their effectiveness is just as great 
today, because the professional skip is the only one who 
has learned to evade them. But only 5 per cent of all 
merchants’ losses will be at the hands of the professionals. 
The other 95 per cent will come from persons who are 


skipping for the first time. Take these 17 steps with that 


other 95 per cent. 





A Cup for the College Beauty Queen 


Each year The Urchin, a campus publication of Tulane 
University, New Orleans, La., sponsors a beauty contest 
among the sorority girls of Newcomb College, running a 
photo of the Beauty Court. The contestants for the queen 
and her entourage are judged by photographs, sent to 
Cecil B. DeMille, of Hollywood: John Robert Powers, of 
New York; and George Samerjan of Esquire Magazine, 
all well-known connoisseurs of feminine beauty. “Each 
year since the contest started, 15 years ago,” said Walter 
J. Grunning, president of Bernard & Grunning, Jewelers. 
New Orleans, La., “we have presented a silver loving cup 
to the winner. It gives us excellent publicity, and has 
made us known to all the collegians, the young people 
who are the potential buyers of the near future. The 
public presentation of the cup attracts a large crowd, and 
was given a good writeup in the city newspapers as well 
as in the college publication. In addition to getting the 
good will of the college crowd it also called attention to 
our line of trophies for all occasions.” 
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SUCCESS as , WATCHMAKER 
STARTS WITH THE SCHOOL YOU CHOOSE 


Learn watchmaking at the foremost school in 
America, offering the finest training available. 
Individual instruction. Complete course includes 
selling and. store management, facilities of a 
great watch factory. Begin any time. Write 
Registrar for free bulletin. 


ELGIN WATCHMAKERS COLLEGE 


269-B South Grove Avenue, Elgin, Illinois 





| First school accredited by United Horological 
| Association and Horological Institute of America 
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NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 




















ASK FOR FULL 
PARTICULARS! 


JEWELRY ROLLS 


ESS. 
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by SETTEL 


@ beautifully designed to dis- 
play your jewelry to the 
greatest advantace. 


© an easier, m2.e practical 
anc convenient way to carry 
your stock. 


@ available in chamois, velvet, satin—stock items as shown or 
made to your individual reauiremen?s. 


@ write for price list and information 


Settel Jewelry Rb Ce. 


437 NORTH CANON DRIVE, BEVERLY HILLS, CALIFORNIA 
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Adjustable spotlights on the ceiling 
are used to highlight certain pieces 
of merchandise. Frosted glass panels 
hide efficient lighting units in the 
box dividers along the shelf fixtures. 


by ALBERT C. SMITH 





Street Level Emphasis 


Focuses Customer Attention on Basement Gift Shops 


: three basement shops at Shreve, Crump reach the gift center. Antiques are presented in cozy, 
& Low Co., Boston, Mass., are always busy. This down- homelike displays which frequently spur multiple pur- 
stairs collection of giftwares, lamps and antiques is easily chases. The antique shop also provides numerous oppor- 
reached by wide stairways from the main floor of this (Please turn to page 252) 


well-known jewelry store. Customers are attracted to the 
basement shops by the expert use of case and spot dis- 
plays along the widest stairway. A beautiful wall show- 
case, about 10 feet in width and 6 feet high, displays 
numerous shelves of lamps and other gifts. On a ledge 
area on the way down to the lower floor shops, nook and 
corner settings of lamps, antiques and giftwares are dis- 
played in various home settings. 

Customers pass through the captivating antique shop to 


Fre Fk mee 





A finished custom lamp stands beside antique vases. 
Such casual displays spur interest throughout floor. 


This attractive window was a part of 
Shreve's recent antique lamp promotion. 
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nd China Displays 


At the request of many of our customers, we have 
now available new window and store displays. 





Havila 


FOR USE IN 
CHINA 
DEPARTMENT 


WINDOWS 











The large display is a beautiful reproduction of a china cabinet of fine wood grain with 
exquisite carving, made of strong display material. It is sent to you with a light socket and 
cord for inside display illumination. The set of small displays also simulate the same fine 
wood grain. 

The large and 2 small displays may be used together for a window setting or inside store 
display. They may also be used individually. 

The production cost of the large lighted display is $5.00 a piece. That of the 2 smaller 
ones is $2.00 per set (a left and a right display), these are offered in sets only. 


Onder your displays NOW... Wse thes coupon 


HAVILAND & CO., 26 WEST 23rd STREET, NEW YORK 10, NEW YORK 


Please send me the following and charge my account. 


Large illuminated displays at $5.00 each. 





No. of large displays 





Sets of a left and a right small displays at $2.00 per set. 


No. of sets of small displays 




















Ordered by 

For 

Street 

City Zone State 

JCK 
Havi [; 
yevilany da V l | d Nn d & Throdore Baviland 
France 1 N C O R P OR AT E D Rew Pork 

ESTABLISHED 1842 26 WEST 23° STREET, NEW YORK 10, N. Y. MADE IN AMERICA 
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. Duet Tumblers 





2. Fruit-Decorated Plates 





3. ‘Tearose’ Pattern 





4. "Bunny Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[]1. Recently introduced Duet-Tumblers (retail $18 a dozen) 
are used here with the pressed "Horizon" line of plates and 
cups and saucers. They are available in "Spruce or "Cin- 
namon" colors. By Fostoria Glass Co., Moundsville, W. Va. 


(12. Royal Bavarian plates, 4!/2" in diameter, are decorated 
with 6 different fruit patterns—useful as coasters, ash 
trays, wall decorations, or bon bons. Retail about $1.25 
each. Exclusive with Lipper & Mann, Inc., 225 5th Ave., N.Y. 


| 13. "Tearose" pattern, done in soft natural colorings, ap- 


pears on the "Silvia" shape in Johann Haviland china. The 
5-piece setting retails for $10.25. Line recently taken 
on by Midhurst Importing Corp., 129 5th Avenue, New York. 


| 14. Perfect as a gift for the new baby—this captivating 
little “bunny'’ set is handwrought in sterling silver an 
was designed by Porter Blanchard. Retail, $3.50 each. Sold 
by Lewis A. Wise, 7421 Varna Avenue, North Hollywood, Cal. 


[ ]5. Billowing-skirted figurines in Dreslyn China are 9" in 
height, 7" wide, and are available in pastel pink, yellow, 
blue, green or white, trimmed with gold; priced at $18.75 

5. China Figurines each, they are from Bloomfield Products, 527 W. 7th St., LA. 
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LORENZ HUTSCHENREUTHER 


and 
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TABLE GLASSWARE and choice GIFTWARES  - 


These lines should have your careful consideration. 
Complete displays at the principal Shows. . 


oe ° 
5 


PAUL A. STRAUB: & CO... INe. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y.- 
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1. Swedish China 


2. ‘Ursula’ Pattern 





3. Glass Epergne 





4. ‘Alice in Wonderland’ 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


LJ1I. These after-dinner coffees in fine translucent china 
from Sweden are decorated with 6 from group of 12 flower 
patterns designed by Louise Adelborg; they may be retailed 
for $66 a doz. From Rorstrand, Inc., 225 5th Avenue, N.Y.C. 


(12. "Ursula" is distinctive new pattern in Franconia china 
from Krautheim—Hawaiian shell ginger flowers in soft reds, 
yellow, lavender and green; 5-pc. place setting retails for 
$8.95. From Herman C. Kupper, Inc., 39 W. 23rd St., N.Y.C. 


(13. One from new line of epergnes recently introduced in 
Duncan glass is this shrimp dip set; unfooted, it is 8" in 
height and 13" wide and may be retailed for approximately 
$7. From the Duncan & Miller Glass Co., of Washington, Pa. 


(14. Walt Disney's "Alice in Wonderland" characters inter- 
preted in ceramics, with complete retail promotion kit to 
back the new line; the figures may be retailed from $1.50 


to $3.50 each. By Metlox Mfg. Co., Manhattan Beach, Calif. 


(15. Novelty stainless steel flatwares have wangee bamboo 
root handles—easily cared for, and handles are guarantee 
not to crack or splinter; 3-pc. setting retails for $2.95. 
Created by Calhawaii, 1059 Lincoln, Pasadena, California. 





5. New Fiatware 
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GE DRESDE 


— GERMANY’S FINEST! — 





Long ago all the superlatives have been used to describe the exquisite beauty, charm and grace of these fine 
figures, still they continue to evoke exclamations of admiration and to instill the desire for ownership. The 
figures illustrated are available for prompt shipment from Philadelphia stock. There are 35 numbers in this 
line. Order now to avoid disappointment later. Prices are wholesale. 


7310 “Reverie” Perfection of detail 714%” ....... ..... _. .$ 57.50 each 
7313 ‘“*Maytime” Three figures OM ....sessedeinddin,, ia 
7327 “Courtship” Two figures 4” wide | Pisa tp a es 20.00 “ 
7334 “Solo at Court” — 62.50 “* 
7339 “‘Love Story” Two figures 5” high _._.. 40.00 “* 
7340 “Concerto” An elaborate piece 12” wide .............. 137.50 “ 
7342 “Court Diversion” Five figures 8” “ eee ... Ze ™ 
The above are from world-famous Aelteste Volkstedter, established in 1762 
and all pieces bear the distinguished trade mark: 1762 


We have a limited supply of very large plateaus at $350, $450 and $500 each, wholesale, 
subject to prior sale. These may be seen in our four showrooms. AN EIGHT PAGE 
CATALOG OF GERMANY’S FINEST LACE DRESDEN, SHOWING EIGHTY-SIX 
FIGURES IN THREE DIFFERENT LINES WILL BE SENT TO THOSE WHO ORDER 
FROM THIS ADVERTISEMENT. All figures subject to prior sale. Requirements should 


be anticipated. 


EBELING & REUSS COMPANY 


Established 1886 


MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14. 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 
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1. ‘Astral’ 
Cutting 





2. Old Spode Pattern 
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3. Viennese Design 
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4. Antique Lustre Jug 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[ 11. Introduced this year—this handsome "Astral" pattern 
is deeply cut by hand on the flared-bowl No. 17477 shape. 
It is made in a complete stemware line in Tiffin crystal 
glass, created by the United States Glass Co., Tiffin, O. 


(12. Richly hand-painted on the delicately embossed “Jewel” 
shape—the "Billingsley Rose" pattern in Spode earthenware 
is named for the artist who originated it in early 1800's. 
Stocked by Copeland & Thompson, Inc., 206 Fifth Ave., N.Y. 


(73. "Purple Crocus''—one of three new patterns from Royal 
Vienna, Augarten, painted by hand in soft colors, Others 
are "Daffodil" and "Black and Gold Fantasy," all stocked by 
the Hudson Art Importing Co., 225 Fifth Avenue, New York. 


[]4. For that increasing number of jewelers who are inter- 
ested in antiques—this fine old English lustre jug. It is 
one from a large and varied collection of lustres of many 


types carried by Mattahedeh & Sons, 220 Fifth Ave., N.Y.C. 


[ 15. Kay Kinney designed this spectacular rooster figure for 
Brayton Potteries, Laguna Beach; 12" tall, it may retail for 
anit $25. The figure is part of new line of silver lustre ac- 
5. Ceramic Rooster cessories. Sold by Worth Durham, 527 W. Seventh St., L.A. 
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{ellow Milk Glass 






It’s Dunbar's clever new 7 porto pefily 
a 7 O 

in sophisticated decorat fe — 7 

blown and fashioned entirely eacce 


f 
to the ast brush stroke! ‘ 


moderately priced. 


or period settings - - ; 
with old Delft scenes an 
chest of dainty florals! It’s easy 


Easy, t09 to make a pro it on, 
, ’ | 


ns And all very c- DUNBAR 
| Dunbar Glass Corporation, Dunbar, W. Va., Dept. K 8 


Please send new color catalog 
on Mellow Milk Glass to: 


, Mellow Milk Glass | 


a whole treasure 


o own. Easy a 











| 
| 
| STREET & NUMBER 
| 
| 
| 





to give.-- f ’ | 
7 ATTENTION OF 
Dunbar 7 Broadwoy 
OWROOMS: New York 1556 Merchandise Mart , 
PERMANENT SH Chicago— 1107 Brack Shop 


Los Angele | Please put me on your mailing list. 
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. "Golden Meadow’ Design 
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2. Miniature Plaques 


ret tt =e & & & 


= &> 





i 
( 
f 
I 


3. China Birds 


s’ eB eeees 





4. Glass Accessories CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[| 1. New "Golden Meadow" design on fine, translucent china 
has simple, stylized spray in gold and appears on the 
modern "Museum" shape. The 5-pc. place setting retails 
for $18.75. Castleton China, Inc., 212 5th Ave., N. Y.C. 


| }2. From Sweden—miniature wall plaques in earthenware 
are decorated with 6 different scenes done in Copenhagen 
blue; 3" in diameter, useful as coasters or ash trays; re- 


tail $1 ea. R. F. Brodegaard & Co., Inc., 225 5th Ave., N.Y. 


|] 3. Exquisite china bird group—three perched on branch of 
tree—painted in true-to-life colors from art department of 
Lorenz Hutschenreuther; available single, double or triple. 


Stocked by Paul A. Straub & Co., Inc., 19 E. 26th St., N. Y. 


| 14. Decorative accessories handmade in Kraft Crystal with 
swirl design; individual pieces of compote priced at $10, 
$7.50, and $6; II" vase, $11; 634" vase, $7; candlesticks 
$15 a pair. Dillon-Wells, 760 W. 7th St., Los Angeles. 





_|5. Tumblers in clear crystal glass with shammed bases are 

etched with Masonic, Eastern Star and Shrine insignia. They 
48 are either bulk packed or aift boxed in sets of 8 to retail 
5. Insignia Tumblers at $3.95. Belford Studios, 55 W. Colorado St., Pasadena. 
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CREAMER 
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fruit, rim soup, oval vegetable, oval platter, 
chop, a. d. cup and saucer, creamer and 
sugar. These, with the original basic line, will be 
presented at each of the major shows. 


The addition of these pieces answers a demand 
that has grown steadily since the presentation of 
Franciscan’s Renaissance. Your many requests may 
now be filled. 


In subtle grey tones on white, Renaissance — pat- 
tern of perfection in china—will be featured in 
national advertising in late Fall. 


S-2 
a= 


P we ebewck: : 


OVAL PLATTER 
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CREAM SOUP AND STAND 
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OVAL VEGETABLE 


RIM SOUP 
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by MADELINE LOVE 


N° matter how high the temperature may rise or how 
debilitating the humidity, August is no time to slack- 
en off on the promotion of wedding-gift merchandise. 
Here is a big month for weddings, a month second only 
to June and not very much “second”, either—only .2% 
proportionally. Yet—some jewelers have been known to 
relax their efforts after the June rush is over and plan to 
coast along until Fall. They have a lot of trade shows to 
go to—jewelry shows, china and glass shows, gift shows 
and so on—and there are such other things as vacations 
and golf and fishing! 

The trade shows are too important to be missed, of 
course, and some relaxation is necessary in summer. But 
August business can also be pretty important and not all 
of it comes to the jeweler if he fails to work for it. So— 
if you are going to be away from your store often this 
month, do be sure to alert your staff to carry on with the 
same type of prestige promotion which you found effec- 


tive in June. 
% * ¥% 


T a luncheon given June 29 in the Gramercy Park 








Hotel, New York, a group of friends of James A. 





Owens, in the china and glass industry, congratulated him 
on his appointment as sales manager of the Midhurst Im. 





porting Corp. Standing, left to right, are Michael Kob. 
lanski, Jonathan Higgins (Midhurst president), Dick 
Adams, Walter S. Andrea, D. Knight Mirrielees, Oliver 
5S. Graham, and Fred Herbeck. Seated: William Red. 
mond, Fred Simon, Mr. Owens, Walter Hatch and Dick 
Roy. Eugene Henn, who also attended the luncheon, jg 
not present in the photograph. 
% a % 

_ Tom C. Campbell, editor of Iron Age, one of 

the Chilton publications, spoke on the metal situa- 
tion during the New York Lamp Show, he touched on a 
point which may greatly influence jewelry store sales next 
year. He declared that this country is just getting started 
on its defense program—just completing its tooling up 
period. In 1952, he believes, when munitions, airplane 
and tank factories are in full production with millions 
more men and women on the labor payrolls, their wages 
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BARBARA-— Garden -Beauty Freshness Attained 





Designed to meet the needs and budget of Today’s 
Young Homemakers, the 5-piece place setting costs 


Complete open 


stock shipments 
have arrived, enabling us to make 
immediate delivery from stock in 
only New York. 


$8.95 retail 


30.41 west 23a sTREET LERMAN C. KUPPER, INC. NEW YORK 10, N. Y. 


It is with pride we introduce to the Jewel- 
ers of America, BARBARA, our latest im- 
portation in FRANCONIA CHINA made 
by KRAUTHEIM, BAVARIA, U. S. A. 
ZONE. 


CHARM-APPEAL PERFECTION is 
achieved in flower-beauty decoration by an 
artistic arrangement of Chrysanthemums, 
Autumn flowering anemones and leaves in 
rich, somewhat exotic colorings, combining 
shades of green, yellow. pink. maroon, lav- 
ender, etc., producing a most harmonious 
effect. In a classical shape of fine translu- 
cent china in a slight ivory tint, with coin 
gold handles and accenting lines, complet- 
ing table settings for all festive occasions. 


Illustrated leaflet of this and other patterns 
stocked in New York, gladly sent. 


On display at the 


ALLIED GIFT & JEWELRY SHOW 


September 2nd to 7th 
MEZZANINE 


Dallas, Texas 


PARLOR F 
Hotel Adolphus 
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midas mesh 





with Barbara Bates 
Manicure Gift Kits 


Pluck profits-a-plenty off Barbara Bates’ 
sales-laden tree. There’s a glorious 
Barbara Bates manicure gift kit for every 


value — beautiful cases and fine 
manicuring essentials, all 
compactly packaged — will help you reap 
a year ’round harvest. Write TODAY to 
Dept. 103-8 for information and 
full color catalog. 










(Rebar Bates 


Made by 
C.J. BATES & SON, Chester, Conn. 
New York Offices: 366 Fifth Ave., New York 1 
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Come one, come all, to the ANRJA 
Show, Booth 205, Waldorf-Astoria, 
August 12 to 16. Be sure to 

see Midas Mesh, Enchantment, 
Half Moon, and the entire 
profit-making Barbara Bates line. 
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occasion — to suit every budget. Such excellent KBy 
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will be reflected in the retail market. Women, particularly MBASSADOR to Sweden W. Walton Butterworth and 


will be spending more, he thinks—spending it on their Mrs. Butterworth are shown here with Gunnar Ny. 
homes and on themselves, and as happened in the recent lund, head of design of the Rorstrand china factory in the 
war years, the sales of luxury merchandise will move up- 


ward. 
* ¥& * 


IDNEY E. THOMPSON, the president of Copeland 

and Thompson, Inc., importers of Spode, announces 
that the newly-organized firm of Grosvenor & Thompson, 
Inc., is the American distributor for Grosvenor bone 
china from England. The names of Spode and Grosvenor 
have been associated for a number of years, but now the 
Spode firm has sold out its interest in the Grosvenor 
Works and this made it necessary to set up the new com- 
pany for American distribution. The address will remain 
the same as before—206 Fifth Avenue, New York—and 


the same staff will handle the business. 


t bews firm of Lipper & Mann, Inc., of New York, which historic old city of Lidkoping in Sweden. Ambassador 















has formerly concentrated on the promotion of gift- and Mrs. Butterworth toured the plant on June 29, and 

wares and ceramics, is now operating as an importer of Mrs. Butterworth, who is interested in ceramic design, 

its own exclusive lines from Europe and the Orient. Hal was particularly concerned with the artware division. 

Lipper recently returned from a trip around the world = 
: and Seymour Mann spent some time in Europe, and as a ENSLEIGH C. WEDGWOOD, president of Josiah 
result of their trips they have their own lines carrying the Wedgwood & Sons, Inc., has announced that Alex. 
' new trademark “At the Sign of the Coach.” China acces- ander Brackenridge. president of Morton Sundour, Inc., 
é sories and figures, teaware, cups and saucers, etc., from is now a member of the board of directors of Wedgwood, 
. England, Germany, Italy and the Orient are included. The filling the vacancy left by the recent retirement of Miss 
‘ firm has arranged with Rubel & Co. to display the new Lillie V. Haynes. Mr. Brackenridge is an overseas repre- 
imports in Rubel’s Chicago showrooms in the Merchan- sentative of the Dollar Exports Board, chairman of the 
‘ dise Mart. United States Committee of the Scottish Council, and 
, 
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Sweden's Oldest 
Ceramic Signature 


says & RS 


Delightfully different one- 
oh arony diate Mm oli-14-s-mme lao Mm igen 
ditional objets d’art, of 
stoneware and ceramics. 
Imported from Sweden, 
these are eminently  suit- 
able for jewelry stores 
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More than 3% million home-conscious 
readers will get another reminder this fall 
of the simple beauty of sparkling “Diamond- 
Cut” Crystal Glassware . . . stemware and 
matching tumblers. 

This eye-catching advertisement will 
solve many a fall wedding gift problem. 
But jewel-bright Libbey “Diamond-Cut” 
Crystal Glassware isn’t only a_ bride's 
pattern. It’s ideal for every gift-giving 
occasion and can be given with the assur- 
ance that it’s decorator-correct with tradi- 
tional and modern china. 


Beautifully packed, in handsome boxes, 
Libbey “Diamond-Cut” Crystal Glassware 
makes an impressive gift. And, remember, 
the extra-fine, chip-resistant rims are fully 
guaranteed: “A new glass if the rim of a 
Libbey ‘Safedge’ glass ever chips!” 

This fall build your gift promotions 
around the proven popularity of Libbey 
glassware. To order: Contact your near-by 
Libbey Glass distributor . . . or write direct 


to Libbey Glass, Toledo 1, Ohio. 
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LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo I, Ohio 


251 





Ses 






SIT tt “Bait HRA 4 a: 


+ 


wMTT Tt tS 











past president of the British Commonwealth Chamber of 
Commerce in United States. 


HE story of Orrefors glass from Sweden is told in a 
smart little booklet just issued by Fisher, Bruce & Co., 
219 Market Street, Philadelphia, which represents Orre- 
fors in the Eastern half of the United States. The booklet 
is available to the retailer for enclosure with every piece 
of Orrefors glass sold to the consumer. 
* % * 
OS ANGELES television fans were given a close-up of 
how a major pottery works when Santa Anita Pot- 
teries—a subsidiary of the National Silver Co.—recently 
played host to Richfield Oil Co.’s “Success Story” pro- 
gram. A “live” tour of the plant and review of the many 
different processes used in the manufacture of dinnerware 
were a part of the program. The oil company selects one 


California industry each week as the focus of its program. 
* * * 


HE newly-organized firm of Ernest Sohn Associates. 
Inc., formally opened its showrooms in Room 1039, 
225 Fifth Avenue, New York, with a buffet luncheon. Mr. 
Sohn who has been associated with several giftware firms 
as designer and production head, plans to devote the 
firm’s attention to the creation of new accessory items. 
* * * 
MERICAN CERAMIC PRODUCTS, Inc., of Santa 
Monica, Calif., has appointed W. Robert Host as sales 
manager. 
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Sales will zoom with this terrific twosome 
where even the package is a present. An 
attractive Gentleman's Billfold with gilt 

edge shield, suitable for engraving, plus 


Wales National Advertising will 
pre-sell your customers 
through LIFE, 

ESQUIRE, SEVENTEEN, 
MADEMOISELLE, AND 
THE NEW YORK reeetit 
TIMES MAGAZINE | Salli 
+ J-1404 ES | 


Street-Level Emphasis 


(From page 238) 


tunities for the display of antique lamps from the lamp 
section. A major interest of the lamp shop is that of out. 
fitting antique bases with custom frames and shades. Cus. 
tomers are encouraged to make appointments with the 
store's experts in planning the proper lamps for each 
room in the home. 

The entire downstairs area is dotted with neat, table 
groups where giftwares and lamps give warmth and attrac. 
tion. The gilt shop setting lies between the antique shop 
and the lamp shop. Alluring table displays in the middle 
of the wide traffic aisle which links the shops causes most 
customers to stop and browse. 

Larthenware, china, trays, pictures, crystal pieces, and 
novelties are among the bright attractions offered in the 
vift shop. These are shown in two equal bays, one on 
each side of the central aisle. Whites and pastel shades of 
green and blue provide a soft decorative touch. 

One of the impressive features of the gift shop layout 
is the three-shelf structure which extends from about chest 
level and rises to slightly above head height. A division 
of housing lights are spaced four feet apart along this 
structure. There is no direct lighting to glare in the cus. 
tomer’s eyes, but adjustable ceiling spots are used. 

The gift shop has several model table displays. Giving 
a real home touch to these are comfortable easy chairs 
where customers may be seated as merchandise is brought 
to them. 


OFITS!! 
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a removable pass case, handsomely 
packaged in a Leatherette Moire 
Lined Jewel Box. (It will be re-used 
to keep cuff links, tie clasps and 
other odds and ends intact.) 
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Wa e S QU ml scratt Ltd. 22 West 32nd St., N. Y. I, N. Y. 
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DECORATIVE HOME ACCESSORIES AND 
GIFTWARES «+ + GATHERED FROM ALL 
CORNERS OF THE EARTH FOR YOUR 
CONVENIENT INSPECTION AND PURCHASE 


AUGUST 20-24 


New York Gift Show 


HOTELS STATLER & NEW YORKER 


SHOW HOURS. Monday thru Thursday: 9:00 A.M. to 6:00 P.M. 
Friday: 9:00 A.M. to 1:00 P.M. 








Sponsored by NATIONAL GIFT AND ART ASSOCIATION, INC. © Directed by GEORGE F. LITTLE MANAGEMENT, 220 Fifth Avenue, New York 1, N. Y. 
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TROPHY-CRAFT 


TROPHIES @¢ MEDALS @¢ BALL CHARMS 


Sales-minded stores always 
think of Trophy-Craft 
because here is a complete 
line that combines 
quality and economy in 
just the right measure. 
These athletic 
reproductions are 
authentic in every 
detail and available 

in every sport. 





But why say more 
when you can see 
the varied and vast 


Trophy-Craft 
selection by sending 
for your free 
catalog today. 











60 PAGE 
ILLUSTRATED CATALOG 





FREE. 


| TROPHY-CRAFT CO. 








249 N. Reno St. 
Los Angeles 26 





California 











ode since 1770 


THE W FINE ENGLISH 


DINNERWARE 


COPELAND 
2 ~S2, 


FineEnglish Earthenware = 4500) 


ENGLAND 





; SPODE 
English Bone China COPEtANcs CHina 
ENGLAND 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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HAGENAVER BRONZES from AUSTRIA 


This truly important line is now on display in our showrooms 
and will be exhibited at Room 907, Hotel New Yorker during 
the New York Gift Show. 


LARGE IN VARIETY—MODERATE IN PRICE—IT IS 
A LINE WHICH YOU SHOULD NOT FAIL TO SEE. 


SEND FOR LEAFLET 


Mhaiheen Art Importing Cu Sou 


225 Fifth Avenue New York 10, N. Y. 








THE JEWELERS’ CIRCULAR-KEYSTONE 














jenired-ware 





neces olin 








fomelKiilalenih>. 





fo] cele] ome), 


Te ° — | . | / contemporar 
an original MOTTAHEDEH design a porary 


ele){= 





Heavy glass covered jar 13" high, priced at 
$15.00 Retail. Made in Italy, this is from a com- 
plete line illustrated in a catalog which will be 
sent upon request. 


NEW YORK GIFT SHOW—HOTEL NEW YORKER—ROOM 621 
BOSTON GIFT SHOW—HOTEL STATLER—ROOM 441 





elees el si(ss 











in polished 


mio 
~~ 


Price is RETAIL—Subject to usual trade discount. S iver plate. 


MOTTAHEDEH & SONS 


225 Fifth Avenue, New York 10, N. Y. , 
1215 Merchandise Mart, Chicago 54, Ill. 
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smoking and serving 
accessories in brass, 
copper, wood, and 
wrought iron 
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THE ; 
Original inal (Est. 1935) 


Dallas Gift Show 


September 2-3-4- 5-6-7 
BAKER HOTEL 
SANTA FE BUILDING 
DOWNTOWN SHOW ROOMS 


— featuring — 


Americas top lines of 
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Complete catalogue 
available on request. 





























® Silverware @ Pottery a product of 
® Crystal @ Jewelry leveo metal finishers ine. 
® China @ Toys & Games | 
@ Fine Giftwares NATIONALLY DISTRIBUTED BY 
SOUTHWESTERN MERCHANDISE EXHIBITORS, INC. richards morgenthau & co. 
FRED SANDS, DIRECTOR 225 FIFTH AVENUE, NEW YORK 10, N.Y. 
1610 DIERKS BLDG. KANSAS CITY 6, MO. 
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THE IDEAL, LOW COST Jewetry packace 


These new folding boxes are made of white leather-grained 
stock in wallet closing style. Ring Packet (right) has velvet 
pad. Others have cotton insert. All come set up, ready 
for use. Jewelry box (left) available in 6 sizes suitable for 
all sorts of small gifts. Bead Packet (center) may be used 
also for spoons, pens, pencils, etc. Priced from $4.25 per 
gross according to size and style. 


WRITE FOR CATALOG 


Shows complete line of standard 
and special boxes and wrapping 
materials. 


PICTORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 





STAMPS 


Fountain Pens 
Leather Goods 


Book Matches 


& 

@ 

@ Writing Papers 
a 

® Napkins 

* 


Gift Items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

. extra profit. 








o Write for catalog and copy of “THE KINGSLEY P LAN” é 


KINGSLE 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif. 
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GIFT « JEWELRY 
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HOTEL ADOLPHUS 
DALLAS 
SEPT. 2 tw 7, 1951 


The most popular buyers’ market 
in America! y 

























DENVER 
GIFT « JEWELRY 


Flr C MY COW 


ALBANY HOTEL 
DENVER 
SEPT. 16 to 19, 1951 


The nation's fastest growing 













merchandising center! 











we recover 


MORE 


from it 
WILLIAMS exciusive Dyna-flo 
ORE 


process recovers 





GOLD PALLADIUM 
PLATINUM SILVER 
than any other known method 
of refining. 


That’s why Williams pays 
you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 






2978 MAIN ST., 
FORT FRIE ONT. 


BUFFALO 14, N. Y. 
HAVANA, CUBA 
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WHOLESALE PRICE ORDER IN THE WORKS. The recently established Distribution Division 
of the Office of Price Stabilization will complete and issue the wholesale 
pricing regulation which has been in preparation for some time. This new 
division will issue and administer all regulations concerned with price control 
at wholesale and retail of consumer goods (including jewelry) which was under 
the direction of the Consumer Soft and Durable Goods Division. 


LIGHTER MFGRS. FIGHT PROPOSED EXCISE TAX. Lighter manufacturers have joined forces 
with the National Association of Tobacco Distributors in their efforts to 
eliminate the 20 per cent federal excise tax at retail on all lighters, as 
enacted by the House in its current tax bill. Lighter producers are represented 
in the Flint Lighter Manufacturers Group, whose membership accounts for approxi- 
mately 85 to 90 per cent of the total lighter manufacturing volume. 


HEASLIP IS PROMOTION DIRECTOR OF JIC. John Heaslip, formerly with the Sterling 
Silversmiths' Guild of America — where he directed the retail sales training 
program of that group, has joined the Jewelry Industry Council as Promotion 
Director, a position formerly held by Arthur G. Mathews, now with Dun & Brad-— 


street. 


OPS CHECKING RETAIL STORES. Last month, OPS began policing retail stores covered ‘by 
Ceiling Price Regulation 7 in order to see that the portion of the regulation 
which obliges these retailers to have their merchandise tagged with the ceiling 
price is being complied with. Retailers covered by CPR 7 are also required to 
have signs posted in their stores stating that all goods are priced according 
to the established ceiling prices. 


56% of JEWELERS DO 90% OF THE BUSINESS. Figures just released by the Bureau of the 
Census on further results shown by the 1948 Census of Business reveal that 
there were 11,965 jewelry stores that year which did $20,000 or more in sales 
volume. These stores represent 56.3 per cent of the total number of stores; 
they did 90.3 per cent of the country's jewelry business at retail, a round. 
sum of $1,111,045,000. Details of this breakdown of sales volume appear on 
pages 126 — 127 of the August JC-K. 


PRESIDENT OF HAMILTON WATCH CO. DIES. Rudolph M. Kant, 49, president and chairman 
of the board of the Hamilton Watch Co., died in Atlantic City, N. J., on July 
50, where he had been resting after a recent heart attack. In his thirty-—odd 
years with Hamilton, he rose from the position of part-time errand boy to the 


presidency. 


MANUFACTURERS OFFER RELIEF TO FLOOD VICTIMS. International Silver Co. notified its 
dealers in the Midwest flood areas that any of its merchandise would be 
restored without charge. Chests and boxes will be replaced without expense to 
the dealers. Gemex Co. made similar offer to clean, refinish and repackage 
any of its merchandise sent them by dealers in the flood areas. Norma Pencil 
also made same offer. Probably will be many more similar offers but these were 
all that came to our attention at press—time. | —_——> 
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ESSENTIAL METALS SITUATION STILL SNAFUED. The materials supply picture for the 


jewelry industry is a long way from being a clear one, despite the fact that 
NPA has given the industry a little better break during the third quarter of 
the year on the use of copper. Meanwhile ...... 








MFGRS. MUST APPLY FOR METAL ALLOTMENTS. Simultaneous with the announcement 
that all manufacturers of mass—production items which contain steel, copper 

Or aluminum must apply for allotments for fourth quarter use this year, NPA 
revised its CMP Class B Product List. On the original list, consumer durable 
goods were designated by asterisks and manufacturers of such items were in- 
structed not to file with NPA for materials allotments for the third quarter. 
These products (watches and attachments, jewelry, flatware, etc., being in- 
cluded) are no longer so designated and manufacturers must file for controlled 
materials allotments for the fourth quarter. This was done to insure an equit- 
able share of controlled materials for these industries if it is decided to 
include them under CMP, NPA explained. 


OTTO D. WORMSER DIES. Otto D. Wormser, former president of the National Jewelers 


Board of Trade and founder of the New York pearl importing firm, Wormser & 
Mayers, died on July 29 in New York City. He was 83. He had been in retirement 
Since 1926. 


MEETING ON "JEWELRY CONGRESS". Due to the reception of the suggestion of Leon 


Engel, past—president of the Wholesalers, for " .... one more association," 

A. C. Wallenstein, NWJA President, has called a meeting of industry leaders 
at the 24K Club rooms in New York, on Monday, Aug. 13, at 10 a.m., to consider 
plans for such an organization. Says Engel, "The idea of such a 'Jewelry 
Congress' would not be to take the place of any existing group but to provide 
an overall organization to do overall industry jobs." 


JEWELRY REPAIR SERVICES EXEMPT FROM OPS. 67 types of services have been excluded 


from price control under General Overriding Regulation 14 to CPR 34, OPS has 
announced. Watch repairs are still covered but repair and engraving of jewelry 
and articles of gold, silver or plated wares, and the cutting, polishing, and 
setting of precious, semi-precious stones and pearls have been exempted from 
price control. 


REQUIREMENT ON ITEMS FROZEN BELOW FAIR-TRADE PRICE. Retailers who had fair-— 
trade items frozen below fair-trade prices must now prove one of two things 
when making application for price increase with OPS according to a recent ruling 
by that agency: (1) retailer must show that he actually signed fair-trade mini- 
mum price contract or (2) that basic fair-trade agreement was entered into in 
intrastate rather than interstate commerce and that state fair-trade act 
involved required non-signers as well as signers who had notice to comply. This 
ruling followed Supreme Court decision in Schwegmann case, which held that 
fair-trade laws are not binding upon non-signers. 


PRICE WAR DIES, SO COMMITTEES CANCEL HEARINGS. Because the recent price war on 


fair-trade items has all but died out, the Joint Committee on Economic Report 
and the Senate Small Business Committee will not hold hearings on how the 
Supreme Court's ruling on fair-trade affects small business. This report was 
made by Senators O'Mahoney and Sparkman, chairmen of the joint committee. 
Report is based on Dun & Bradstreet survey which found only 825 out of 77,241 
stores in 43 of 125 cities selling merchandise below recommended retail price. 


NO FEDERAL CONTROL OVER STORE RENTS. The Senate Banking Committee has dumped the 


President's proposal to clamp federal rent control on commercial properties. 
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Promotional Lines Busy at Chicago Show 


Opening Day Registrations Heavy at National Jewelry Fair With 
New High Set for Opening Day, According to NACJ Secretary. 
Directors Set Dates for 1952 Show—July 27-30 at Stevens 


THE National Jewelry Fair and Annual 
Convention of the National Association 
of Credit Jewelers, advanced a _ whole 
month from last year’s show, opened at 
The Stevens in Chicago on July 29. All 
exhibits were again concentrated at The 
Stevens, distributed through the Exhibition 
Hall, Grand Ballroom as well as numer- 
ous suites and rooms throughout the hotel. 


Doors of the exhibit space were opened 
at 2 p. m. on Sunday, July 29, two hours 
earlier than in past shows, giving jewelers 
that much more time to view the exhibits. 
As in past showings of the NACJ, opening 
day crowds were heavy, comprising not 
only hundreds of retail jewelers from all 
parts of the country, but practically every 
jeweler from the Chicago area as well 
who took the opportunity of his day off 
from business to attend the show to view 
the latest in jewelry, watch and clock, and 
silverware, as well as the many supplemen- 
tary lines on display. 

The NACJ’s plan of sending out ad- 
vance registrations worked out well. 
While the registration desk had a steady 
flow of registrants on the opening day 
and following days of the show, there 
was little confusion and the clerks were 
able to handle the flow of visitors with the 
minimum of delay. 


BIGGEST OPENING DAY 


On Sunday evening, it was announced 
that opening-day registrations totaled 1790, 
a new record for the first day of the 
National Jewelry Fair. 


Following the pattern set last year, the 
NACJ again limited the business session 
of the convention to one day in order to 
give retailers full opportunity to view the 
exhibits and talk with their suppliers. 
Tailored to the streamlined design of this 
sixth annual postwar convention of the 
NACJ, this business session was held on 
Sunday evening, the opening day of the 
convention, following the closing of the ex- 
hibits at 9 p. m. Last year this business 
session was held on Tuesday during the 
day. It was felt that moving up the session 
to Sunday evening after the exhibits were 
closed would not only give visiting retailers 
the Opportunity to make the most of their 
ume by visiting their suppliers, but also 
would allow them a chance to attend the 
business session without taking time out 


FOR AUGUST, 1951 








from the exhibits as was the case hereto- 
fore. 

That this plan worked successfully was 
demonstrated by the crowded North Ball- 
room on Sunday evening where the busi- 
ness session was held. H. A. Goldberg, 
president of the NACJ, presided as chair- 
man and opened the meeting with a short 
address of welcome to the audience during 
which he extended the thanks of the as- 
sociation to the exhibitors through whose 
cooperation the 1951 National Jewelry 
Fair was a success. Following this, Presi- 
dent Goldberg introduced James R. Haw- 
kinson, professor of marketing and sales 
management consultant of the School of 
Commerce of Northwestern University. 
Professor Hawkinson, who headed up the 
Store Management and Expense Control 
Clinic, briefly explained the purpose of 
the clinic at the fair and invited all retail- 
ers to take the opportunity to discuss with 
him and Richard M. Clewett, also a pro- 
fessor of marketing and retailing at North- 
western University, their store problems 
during the time of the fair. 

Following Professor Hawkinson’s short 
talk, Dr. Frederick H. Pough, Curator of 
Gemology and Mineralogy of the Ameri- 
can Museum of Natural History in New 
York, was introduced. Dr. Pough invited 
retailers to visit his Gem Identification 
Clinic, emphasizing the need of jewelers 
to know more about the stones thev sell. 

“It is becoming increasingly important 
that the jeweler should have some special- 





REPORT ON THE 


Convention 


JULY 29th TO AUGUST 2nd 








NATIONAL JEWELRY 





ized training in his field,” said Dr. Pough. 
“He must sell knowledge and integrity 
along with his products. In the past year 
we have seen an amazing and alarming 
proliferation of mail-order selling of items 
which belong in the jewelry store. The 
new synthetics now on the market are ex- 
tremely attractive; how much appeal would 
the mail-order ads hold for people who 
had already seen the new stones in the win- 
dow of their local jeweler at prices which 
are, at the least, no higher than those fea- 
tured in the papers and magazines? 

“Sooner or later the fine synthetics are 
likely to play an important part in the 
trade, for any importer can tell you that 
jewelry stones do not follow the usual eco- 
nomic laws. On the contrary, the greater 
the number used, the higher the price is 
likely to be. This is due to the fact that 
the supply is definitely limited. Suppose 
100 million people actually got the ame- 
thyst ring they claim they would like to 
have? Amethysts would cost ten times as 
much and probably not one in ten of those 
people would be able to afford the stone 
they can have so cheaply today. 

“New developments in instruments have 
made the testing and identification of gem- 
stones so simple that there can be little rea- 
son for the jeweler not knowing with as- 
surance the name of the average common 
stone that is shown him. Secondly, the 
jeweler should widen his stock to meet the 
competition of the newcomers who are 
trespassing in his field, without the public 
responsibility and the guaranteed integrity 
that the legitmate jeweler must maintain 
in order to remain in business year after 
year in the same location. Lastly, ordinary 
common sense should tell him that he 
should study up in any of the-readily avail- 
able books to better qualify himself in his 
trade; to give him a feeling of personal 
satisfaction in the knowledge that he really 
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At shirt-sleeve meeting, NACJ Directors set dates for 1952 Convention to begin July 27 
at The Stevens in Chicago. 
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is doing his bit for his fellow man by giv- 
ing him pleasure plus his money’s worth 
when he makes a sale.” 


PRICE CONTROL CLINIC 


Next on the evening’s agenda was an 
“Emergency Control Roundup” with B. N. 
Burnstine, of Burnstine’s, Inc., Washing- 
ton, D. C., and NACJ director, as modera- 
tor. With him on the panel were H. A. 
Goldberg, NACJ president and member of 
the Executive Committee of the OPS Retail 
Advisory Committee, and David Hirsch, 
from the Chicago office of OPS. 

Mr. Burnstine outlined the work of the 
NACJ staff in representing the jewelry 
trade on price controls since pro-Korean 
days in conjunction with the American Re- 
tail Federation. He emphasized the fact 
that the OPS envisions ultimate tailored 
regulations for all trades, the jewelry in- 
dustry included, and pointed out that with 
the removal of jewelry repairs from the 
Service Ceiling Regulation, he sees it as 
a not too remote possibility that watch re- 
pairs will also be decontrolled. 

Mr. Hirsch outlined the background of 
OPS and the economic factors leading up 
to the need for the imposition of inflation 
preventive controls. 

Following these talks, the meeting was 
thrown open to questions from the floor 
on OPS regulations. The majority of the 
questions had to do with the pricing of 
merchandise under both the General Ceil- 
ing Price Regulation and Ceiling Price 
Regulation 7, and these were answered by 
the panel. 


FAIR TRADE DISCUSSION 


The concluding event of the business 
session was titled “After Fair Trade, 
What?” Always the subject for hot dis- 
cussion this subject lived up to ‘its past 
pattern, especially in light of the recent 
Supreme Court decision on non-signers of 
Fair Trade contracts. The panel was 
headed by Irving J. Wolfgang, of Cole 
& Erwin, Inc., Detroit jewelry firm, and a 
NACJ director. Representing the retailers’ 
viewpoint was Fred B. Dreifus, of Dreifus 
Jewelry Co., Memphis, Tenn., also an 
NACJ director, and, representing the man- 
ufacturers’ viewpoint, John Des Ries, vice- 
president in charge of sales of Ronson Art 
Metal Works, Inc., Newark, N. J. 

Following Mr. Wolfgang’s introductory 
remarks during which he pointed out that 
the Fair Trade question was divided into 
two camps—the anti-Fair Traders who 
wanted Fair Trade laws abolished, and 
two, the pro-Fair Traders, who were made 
up of the better class stores in every field, 
Mr. Dreifus presented what he emphasized 
were his own personal views of the Fair 
Trade question. It was one of the most 
clearly presented statements on this con- 
troversial question that anyone in the 
trade has ever made. 

Said Mr. Dreifus: “In my opinion, there 
are two basic objections to the present op- 
eration of the Fair Trade Laws. The first 
objection is from the viewpoint of the con- 
sumer—from his viewpoint I think the op- 
eration of Fair Trade is a burden and 
should be discontinued. I think that the 
consumer is being penalized and is being 
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1952 SHOW DATES SET 


At a meeting of the Board of Directors 
of the NACJ on Tuesday, July 31, at The 
Stevens, Chicago, it was decided that the 
1952 National Jewelry Fair will be held in 
Chicago at The Stevens beginning on July 
27. 

The management of the National Jewelry 
Fair soon will give the exhibitors in the 
1951 trade show an opportunity to exercise 
their space options under their 1951 con- 
tracts. 

The Board of Directors, in arriving at a 
decision regarding the 1952 National Jew- 
elry Fair, gave consideration to the fact 
that the annual trade show is held to en- 
able the credit jewelers to make their mer- 
chandise plans for the fall and winter and 
that this is the prime reason for holding 
a show at a time that affords all credit 
jewelers a chance to develop their promo- 
tion plans. 





made to pay more for these items than he 
would under a truly normal competitive sit- 
uation. It seems to me that if a merchant 
has the ability to operate his business in a 
manner that would be profitable to him and 
yet was able to offer some of these Fair 
Traded items for less money—he should 
be able to do it and the customer should 
be able to buy these items and save money. 
The consumer is being made to pay more 
than he would have to pay under a free 
competitive system. 

“This point alone is broad enough to be 
the basis for a full discussion and I only 
mention it briefly here because I think 
that it is a valid reason from the con- 
sumers’ point of view to abolish Fair Trade 
Laws. 


FROM RETAILER'S STANDPOINT 


“2nd: As a retailer—my basic objection 
to the present Fair Trade Laws is the 
manner in which most of the manufac- 
turers in our industry live up to the spirit 
of the Fair Trade Laws. A few of the 
manufacturers really try to protect their 
prices and I have no argument with them 
—I applaud them! Unfortunately, the ma- 
jority of our manufacturers only give lip 
service to price observance—they attempt 
to maintain prices when it suits their con- 
venience—the only one who is being pro- 
tected in this manner is the manufacturer 
himself—and his motives are entirely 
selfish. 

“There does not seem to much ques- 
tion that most of the manufacturers in our 
business who Fair Trade their merchan- 
dise want to have their cake and eat it 
too—they want to have Fair Trade and 
also have the right to do as they please 
about marketing their product. They are 
interested in volume and in order to reach 
this big volume they refuse to really en- 
force Fair Trade because if they did en- 
force it, this would restrict their volume. 
They continue to sell outlets of a ques- 
tionable nature—outlets who they know 
very well are engaging in questionable 
practices, whether it be price cutting un- 
der the counter, selling at discounts, giv- 
ing premiums with Fair Trade merchan- 
dise, or any one of a whole list of dodges 
with which we are all familiar. As long 





as this condition exists, Fair Trade will 


be an unfair handicap to the honest me. 
chant who acts in good faith and honestly SY 


tries to live up to his agreements. 

“As long as our manufacturers are not — 
willing t6 fully protect their prices—eyep a 
when it means reduced volume for them 4 
—I do not think that they have a right 4 
to impose Fair Trade on their retailers 

“Now, you might ask me what I have jn 
mind—what do I have to suggest? ; 

“My suggestion is this: That our State | 
Fair Trade Laws should be amended tg | 
provide the following points: : 

I. That a manufacturer seeking the pro. | 

tion of Fair Trade Laws should he * 
put under the same kind of legal re. 
straint that he is seeking to impose 
upon the retailer. That he should have 
a legal responsibility to make every 
effort to maintain his prices. 

II. That if it can be shown that a many. 
facturer has not lived up to his ye. 
sponsibilities under the Fair Trade — 
Act, all retailers operating within that 
State shall immediately be relieved of 
any obligation with reference to price 
maintenance of that particular item, 

“These two provisions, in my opinion, © 
are needed to put Fair Trade on a two. — 
way basis. 

“When we can put it on a two-way basis 
—a basis fair and equitable to both the 
manufacturer and the retailer, I will be ~ 
in favor of Fair Trade.” ’ 


FROM THE MANUFACTURER'S SIDE 


Mr. DesRies, in presenting the manv- 
facturers’ viewpoint, stated that he did 
not believe that Fair Trade was a dead 
issue. He emphasized that there were many 
problems that faced the manufacturer who 
is trying to enforce Fair Trade, but it was 
a problem that must be faced by the 
manufacture: and retailer together. He 
urged that retailers write to their Con 
gressmen and Senators to ‘consider the 
means for further Fair Trade enforcement. 

Following the talks the meeting was 
thrown open to questions from the floor 
but in the main these were more in the 
nature of opinions from the _ retailers 
present as to what could or should be done 
to enforce Fair Trade. The majority of 
the audience was convinced of the need © 
for Fair Trade but as is everyone else, § 
were confused as to just how it could be’ 
enforced. The business session was con 
cluded on this note. j 

Exhibits co1tinued to enjoy a continued ” 
flow of traffic during the following days” 
of the Fair and many of the exhibitors ” 
stated that business was good, better i” 
fact than it was during last year’s show. © 

An interesting development took place | 
during the show when four of the large 
watch firms who had previously decided 
against showing at either the Chicago or 
New York shows, arranged for participation | 
space where they could meet with their 
customers. They occupied the Royal Sky: 
way Suite. | 

Concluding this very successful four-day” 
Fair was the Annual Banquet of the’ 
NACJ. This was held on Wednesday eve ™ 
ning, August 1, in the Grand Ballroom of 
the Palmer House. 
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DORMEYER CORP.—Morris Lipsich, 
Chicago representative, is shown a 
“Satevepost" ad by James McLaugh- 
lin, advertising manager. This four- 
color spread is part of fall campaign. 


CYMA WATCH CO.—Jerome T. 
, = Agate, president and gen'l. mgr. of 
“- & Lo? Cyma, looks over a new, exclusive, 

Se CE] oo; ae ; : ; 
cornea oF —_ imported display stand just released 
menos _ 2. by Samuel Korman, merchandising 
? — aa mgr. Samuel Pearlman, Cyma treas- 

urer, looks on. 





CERTINA EA WATCHES — W. 
Thompson and L. Zimmerman, Chi- 
cago district mgr. of Certina EA 
Watches, had an interesting story to 
tell conventioneers on the fall plans 
for this new line of watches by Elgin- 
American. 


R. WALLACE & SONS — John F. 
Banks, advertising mgr., stands be- 
fore the pride of the Wallace dis- 
play, the Grand Baroque tea set in 
sterling. ($860, T.l. with a plated 
tray). Ivan B. Ogilvie and Harold R. 
Johnson looks over the set. 


MASTERCRAFTERS — Robert Schef- 
fres, president (Bob Scheffres Co.) 
was pleased with reception given the 
merry-go-round clock called "Carou- 
sel." Robert Meyer and Ted Golin 
of the company did well with this 
$15.95 item in onyx and walnut. 


RONSON—R. T. Rosengarten, of 
Ronson Art Metal Works, found 
much retailer interest in the firm's 
new butane gas lighter, the “Maxi- 
mus." Retailing from $12.50 up, the 
lighter holds a six-months gas supply. 





DINSON CLOCK CORP. — Joseph 
Dintsman, V.P. of Dinson Clock Corp.., 
reported enthusiastic reception for 
the recently introduced line of clocks, 
some of which he looks over with 


William Bart and Robert Koff. 


JEWELS BY BOGOFF—Jack Joseph, 
salesman for Bogoff, completes order 
for rhinestone costume jewelry just 
placed by Mary and Martin Binder, 
Valparaiso, Ind., jewelers. 








ALTHEIMER & BAER, INC.—The 133- 
piece Lady Dalton set is a successful 
promotion piece, according to M. L. 
Altheimer, president of the firm 
(second from left). Others in pic- 
ture are Mel Klar (Gray's, Tulsa, 
Okla.), T. L. Shepin and V. J. Laks 


of A & B. 


FEATURE RING CO.—Frank Beaton, 
ass't. sales mgr., directed the atten- 
tion of all customers to the new ring 
display box and the other dealer 
promotional material which will back 
up the fall national ad campaign 
on "Feature-Lock" rings. 





DAVID SARKIN, INC. — Sam Gor- 
man, sales manager, and Cheldron 
Fox proudly display their convention 
special "The Sarkin Sextette” Dia- 
mond promotion. 


DON JUAN WATCH BANDS — 
James Fiatau, head of the firm, re- 
ported keen interest in his new resili- 
ent stainless steel watchbands re- 
tailing from $3.95 to $9.50. This line 


of clasp-on watch attachments is in 











SEMCA CLOCK CO.—One of the 

oe ay featured models at the Semca dis- 

, play was the popular convertible 

ee number for desk, boudoir, or travel. 
- George Kramer, special representa- 

tive, shows clock while Bernard 

Weinstein, sales manager, looks on. 


 : ss -. i ARNSTEIN BROS. & CO—Benjamin 
= 2 ) ‘ S. Arnstein goes over some papers 

. a : of diamonds with a customer. Said 
"3 = Arnstein: "We expect the second 
— half of the year to be good because 
of the cautious buying of retailers in 

general during the last few months." 





HENRY PAULSON & CO. — Mrs. 

Sue Roden, buyer at Paulson's, tests 

watch of W. E. Philsgrof, Litchfield, 

Ill, jeweler, on the Time-O-Graph 

while Otto Klockgetter (right) of ~ 
Paulson looks on. a 


HELBROS WATCH CO.—Irwin Rose- 
man, advertising director, and Phil 
Browne directed visitors’ attention to 
their new “Wind-O-Matic" watch! 
which will be featured in the fall’ 
consumer campaign. 


TOASTMASTER—Fred Rexford, Chi- 

cago, district mgr. for McGraw 

Electric Co., directed attention to 

the new two-slice automatic Toast- — 
master. Also shown were Manning- 

Bowman and Everhot items. 


LIGNUM-VITAE PRODUCTS CORP. 

—Sam E. Gold, sales mgr. and sec'y. 

of the company, featured a "Gavel 

Department" deal for jewelers. For 

$25.62 jeweler gets sterling banded 

rosewood, cocabola, and ivory plas- 
Pw tic gavels and sound blocks with 
2s. ! walnut display case. 





SANDOZ WATCHES—Morris Feld- 
man and V. W. Shriro, of the Shriro 
Trading Corp., exhibit new Sandoz 
watches on the new and unusual 
counter display available to their 
dealers for use in conjunction with 
mechanical displays. 


JACK T. GOLDMAN & CO.—H. J. 
Steinhauer, salesman for firm, looks 
over with Jack Goldman, head of 
firm, a tray of earrings for pierced 
ears, a vogue which they report is 
on the increase. 








SIMONS MICHELSON — Joe Mor- 

rison and Ken Gilbert proudly dis- 

"LE played the August issue of the pop- 

ene ne ular Simons-Michelson mat service 

[siti to retail jewelers who are again be- 

coming active in their newspaper 
advertising. 


A. COHEN & SONS—Ted Dreifus 
(Memphis, Tenn.) is shown one of 
the many featured items of silver- 
plated hollowware which comprised 
a big display of values by Al Stern- 
berg, Cohen regional sales mgr. 
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HARWOOD POTTERY — Sig J. 
Gates, sales mgr., was pleased with 
the trade reception of his special 
30-inch marbleized lamp with silk 
and plastic shade which retails for 
approximately $8.95. 





EDWIN FREED—Mr. and Mrs. H 

Galarowicz of The Sphere, Grosse 

Pointe Woods, Mich., place order 

i with Ed Freed for window platforms 

; ie showcase trims and Christmas lay- 





SETH THOMAS—(Above, Top) According 
to R. C. Carman, the 17-jewel, G.F., stain- 
less back model of the new Seth Thomas 
watch line was one of most popular items. 


WATCHMAKERS OF SWITZERLAND — 
(Above) John McManemin and Alvin Le- 
vine of Foote, Cone & Belding, ad agency 
for Swiss Watchmakers, look over new point 
of sale jewelers’ aid. 


SENTINEL CLOCK (Below, Top) S. J. Ker- 
win, E. Ingraham dist. mgr., looks over book 
of American Industrial Designers which 
shows three Sentinel clocks picked as out- 
standing examples of good design. 


GOODMAN & CO.—(Below, Bottom) Mor- 
tris Goodman, Ed. Ziegler and Marvin Co- 
hen (Heilman's Owensboro, Ky.) look at 
fall line of firm's “Magniset" mountings. 
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IMPERIAL PEARL SYNDICATE — (Above, 
Top) Dave Goldstone holds one of his best 
selling new items, a bracelet and earrings 
set of "Sculptured" pearls (simulated) with 
colored stones. 


SWANK, INC. — (Above) Don Shrago, 
Chicago salesman for Swank, reported good 
reception to their new sterling line of men's 
jewelry; also leather belts and wallets. 


THE MEEKER CO.—(Below, Top) W. A. 
Harnisch and J. L. Semar, Meeker salesmen, 
go over features of their new '340" line of 
billfolds, just introduced. 


THE VICTOR CORP. (Below, Bottom) Vic- 
tor Youkilis, head of this firm, showed new 
and original variations of diamond cluster 
rings which he reported are back in vogue. 
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A.S.R. LIGHTERS (Above, Top)—W. J. 
O'Meara, Jr., and Carl Begeman look at 
$5,000 gold and gem decorated combina- 
tion lighter. Showplace was designed to 
publicize new line of lighters. 


COLUMBIA DIAMOND RINGS—(Above, 
Bottom) C. Benjamin Axel, of Axel Bros., 
showed their patented "Tru-Fit'’ diamond 
rings which adjusts to fit the finger. 


REMINGTON RAND, INC.—(Below, Top) 
H. Simpson, ad. mgr., of the Shaver Div., 
and J. T. Buchanan, eastern div. sales mar., 
look at the new Remington "60" shaver. 


U. S. TIME—(Below, Bottom) William Burns, 
sales mgr., Direct Div., and Robert Mohr, 
Wholesale sales mgr., were happy about 
enthusiasm for their new Walt Disney 
"Alice in Wonderland" watch at $6.95. 
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HERE'S WHY J. H. MACE LIKES MARSHALL 


ADD-A-UNIT 
SYSTEMS 











J.H.MACE COMPANY 


yorlidarmentoeg RAILROAD WATCH INSPECTORS 


PR estoenw®rT 





UNION STATION 


KANSAS CITY, MISSOURI 
Lo) 


May 16, 1951 


C. & E, Mershall Company 
1445 West Jackson Boulevserd 
Chicego, Illinois 





Gentlemen: 


I was thinking the other day about our many years ofr 
pleesant essocietion with your company. It has 
always been gratifying to nave suppliers like your 
compeny, on wnom we could depend. 





Our wetchmekers are especially pleased with the 
operation or your Add-A-Unit Systems ena your Hendy 
Manual. The use of your Manual witn these Systems 

has saved us many, meny hours of looking tor meterial. 
They elso like the Interchrngeability feature which you 
empnasize in your Systems. This prevents our stocking 
Gduplicste parts and certainly keeps material 

investcent at & minimum, yet we ere able to immedisetely 
service a greater percentege of watches than cerore,. 


I sincerely believe thet your service hes helped our 
service to our customers, In turn, we feel that this 
has helped to tuila voou will and store traffic over 

8 period of time. And I believe that this puilaing 

of treffic end gooa will certsinly contrioutes to seles 





in our otner depsertments. When we get someone into the 
H. L. “Nick"’ Carter, president of J. H. Mace conc enya cai » we gcuite often can sell him 
Company, prominent Kansas City jewelers, voices ne eg SC r....he recembers us, end may come in 
his approval of Marshall Add-A-Unit Systems in “3 
the letter which is reproduced on the right. Am wishing you continuing success end many more years 


of pleasent relationship with our compeny. 
"Nick" Carter is just one of the many hun- 
dred jewelers who continue to receive com- 
plete satisfaction from their Add-A-Unit KG 

Systems year after year. Like other jewelers, A Bick Oui 
Mr. Carter has found THROUGH ACTUAL EL. "Nick" Carter 
EXPERIENCE that this scientifically-planned 
material system saves him time, saves him 
money, and saves him space. 


Yours sincerely, 


Add-A-Unit Systems have been designed 
with the watchmaker in mind . . . designed 
to solve his specific problems. These systems 
offer the watchmaker: 





e Flexible spaces for expansion 

© Stock based on activity records 

e Continued usefulness—always up-to-date 
© All genuine material 

@ Elimination of unnecessary inventory 

e Interchangeability of parts 





An Add-A-Unit System purchased today will be just as valuable twenty 
years from now... because it is GUARANTEED never to become obsolete. 


Why not join the hundreds of jewelers who are prospering by the use of 
Add-A-Unit Systems? Write today for a free descriptive folder. It will be 
sent at once ... and of course without obligation. 


C. & E. MARSHALL COMPANY 


DEPT. J, BOX 7737, CHICAGO 80, ILL. 
BRANCHES AND DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT THE JU. 
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Senate Hopes to Slash 
$1 Billion From New Tax 
Bill Approved by House 


Higher federal tax rates on incomes and 
many articles sold at retail now appear to 
be slated to go into effect in September 
or October, but the exact size and form 
of the new schedules remains to be agreed 
upon by Congress. 

The House has approved tax increases 
totaling $7.2 billion, but the Senate has 
thus far exhibited a cool attitude toward 
the size of the House-passed bill. The 
Senate hearings, which are now in prog- 
ress, indicate that the Senate may com- 
pletely rewrite the House bill. The hear- 
ings are scheduled to continue through 
mid-August, or later. 

Many business organizations have urged 
a sales tax, either in place of, or in addi- 
tion to, the increases in personal and 
corporate inccme taxes. Retailers, speak- 
ing through the Retail Industry Committee 
of the American Retail Federation, point 
out that many of the income-tax increases 
provided in the House-passed bill are too 
severe and should be modified. Real 
economy and efficiency in federal opera- 
tions would make up for the cuts in 
revenue, they state. 

However, if there continues to be a 
deficit in the federal budget after these 
modifications plus a genuine effort to save 
money through economy, retailers then 
would prefer that the additional revenue 
be raised through a retail sales tax with 
few, if any, exemptions, the Senate com- 
mittee was told. 

The Senate hopes to trim as much as 
$1 billion from the $7.2 billion bill ap- 
proved by the lower chamber of Congress. 

As the bill stands now, corporation taxes 
will rise by five percentage points. This 
will mean a 30 per cent increase on in- 
come under $25,000, and a rate of up to 
02 per cent on income over $25,000. 
Individual income tax rates will be in- 
creased by 1214 per cent. Increases are 
slated to become effective September 1, 
with the new corporate rates retroactive 
to January 1, 1951. 

Dividends paid by co-operatives would 
not be subject to federal taxes. The 
House Ways and Means Committee had 
considered a plan to impose a federal 
withholding tax on co-op patronage re- 
funds, but this move was defeated by 
Congressmen from rural areas. 

A total of $1.2 billion would be raised 
y new excises, under present plans. 


FOR AUGUST, 1951 





Here, at a glance, is the excise situation 
as it affects jewelry store items (as ap- 
proved by the House): 

APPLIANCES (ELECTRIC, GAS, 
AND OIL): No change in present rate of 
10 per cent. However, electric razors, not 
previously subject to the tax, are now 
included in the list of those items to be 
taxed at the 10 per cent rate. 

CIGARETTE LIGHTERS: The 
House Ways and Means Committee has 
proposed that lighters be included under 
the 20 per cent retail excise tax. At 
present, lighters are not subject to the 
retail excise. 

FOUNTAIN PENS, BALL-POINT 
PENS AND MECHANCAL PEN- 
CILS: A manufacturers’ tax of 20 per cent 
goes into effect. 

PHOTOGRAPHIC APPARATUS, 
EQUIPMENT, AND FILM: New rate 
is 20 per cent on all items except those 
used for commercial purposes. 





Price War Investigation 
Dropped by Senate Units 


Because the recent price war on fair- 
trade items has all but died out, a joint 
congressional committee has cancelled 
hearings which were to determine the 
effects of the war on small business. 

The decision to drop the hearings is 
based on a Dun & Bradstreet survey on 
the extent to which price cutting spread 
throughout the country. Managers of Dun 
& Bradstreet offices in several cities re- 
ported a waning of activity and interest in 
price cutting of fair-traded merchandise 
in their communities. The survey found 
that only 825 out of 77,241 stores in 43 
of 123 trading centers in the nation were 
selling fair-trade merchandise below the 
recommended retail price. Although the 
price war started in a blaze in New York 
City, the report stated that it spread to 
only a few cities and on only a few se- 
lected items of merchandise. 

Prior to the survey report, Senator John 
J. Sparkman (D.. Ala.), Chairman of the 
Senate Small Business Committee, said 
that his committee would conduct a full 
investigation of the effect on small busi- 
ness of the Supreme Court’s recent de- 
cision on fair-trade. The initial investiga- 
tion had begun when the Dun & Bradstreet 
report was presented. 

The hearings were to be conducted by 
the Joint Committee on the Economic Re- 
port, headed by Senator Joseph C. O’Ma- 
honey (D.. Wvo.), and the Senate Small 
Business Committee. 





Writing of New Pricing 
Regulation Delayed as 
Congress Scans Controls 


There has been no evidence that officials 
at the Office of Price Stabilization are 
ready to produce a new pricing regulation 
applicable to sales of consumer goods, in- 
cluding jewelry. Groundwork on such a 
guide was performed earlier, but OPS 
has been too wary of Congressional action 
on controls to complete a project which 
might have to be revised immediately. 


No hesitancy has been shown in amend- 
ing Ceiling Price Regulation 7, applying 
to many aspects of retail activity, which 
has been followed by supplementary regu- 
lations and amendments to these regula- 
tions. For the most part, though, 
Supplementary Regulation 29 to the Gen- 
eral Ceiling Price Regulation has remained 
what it was when issued—a prescription 
for setting ceiling prices for “certain sales 
at retail and wholesale.” 

Admittedly, SR 29 is an interim measure. 
It was written as an extension of directions 
on wholesale price increases and decreases, 
as ordered in Ceiling Price Regulation 22 
and companion regulations. It also was 
intended to relieve the replacement squeeze 
experienced by some manufacturers who 
were trying to comply with CPR 22. 


Generally, increases were intended for 
those manufacturers who had not, prior to 
establishment of price control, raised their 
prices as high as other sellers had done 
or as rapidly as raw material costs had 
advanced. There was no attempt to specify 
pre-Korea margins of markup. to be passed 
elong from producers to wholesalers to 
retailers. 


One provision in SR 29 which may be 
expected in a “permanent” pricing regu- 
lation is that which allows a manufacturer 
to set uniform wholesale prices for his 
branded articles in instances wherein such 
price-setting has been complied with as a 
standard practice. As OPS saw it, this 
procedure had “accomplished effective 
price control at retail and its use for sales 
at wholesale is desirable.” Recent tabula- 
tions indicated that about 650 manufac- 
turers had filed applications with OPS for 
permission !o establish uniform wholesale 
prices. 

In drawing up Ceiling Price Regulation 
7, Federal officials found it necessary to 
outline arbitrary categories into which 
hundreds of items could be placed and 


(Please turn to page 267) 
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Fabulous Jewel Collection 
By Winston at ANRJA Show 


America’s jewelers attending the annual 
convention of the American National 
Retail Jewelers Association, to be held 
August 12 to 16 at New York’s Waldorf- 
Astoria, will have the opportunity to in- 
spect one of the most amazing collections 
of gems in existence. 

These jewels are part of the famous 
Winston collection and the pieces which 
are to be placed on display are con- 
servatively valued at over $10,000,000, 


according to their owner. 
Last year, this unique exhibit of rare 
and historic gems toured the country on 


—Want a sleeper ? 


GLEAMING sterling 
silver, handchased and 
seamless. 

To retail at .., 


1.00 


(same as pre-war) 


a fund-raising drive for the National 
Foundation for Infantile Paralysis. Over 
400,000 persons visited “The Court of 
Jewels” in 15 cities. 

Believing that the trade will find an 
even greater interest in these world 
famous stones, this same “Court of Jewels” 
is to be the feature of this year’s Winston 
Exhibit in the Jansen Suite at the Waldorf 
Astoria. 

One of the highlights of the exhibit is 
the 126-carat Jonker Diamond Number 
One—cut from the fourth largest diamond 
in the world (726 carats). Another legen- 
dary stone is the Hope Diamond (44.5 
carats)—a rich dark blue jewel, and the 
Star of the East—a 100-carat, pear-shaped 
diamond which once graced the turban 
of Sultan Abdul Hamid of Turkey. 


- FOR STEADY SALES—you 
can’t beat them! 
FOR VALUE — Incomparable! 


Brilliant craftsmanship, artistic design- 
ing, top quality combine to .make the 
é ever growing popular- 
ity of these Friendship 

Rings. 


Through Wholesalers Only 


J.D. Sehlang Ce. 


305 EAST 46th STREET 


NEW YORK 17, N. Y. 


This Winston collection also boasts One 
of the world’s largest sapphires—ag faceted 
beauty weighing 337 carats, which was 
one of the Russian Crown Jewels. 

Other jewels in this distinguished Wip. 
ston assemblage are _ the magnificent 
Inquisition Necklace composed of 396 
diamonds and 15 rare barrel-cut emeralds 
.-- Lhe Dudley Necklace which features 
the finest group of large, perfectly matched 
gem emeralds ever assembled ... The Ays. 
trian Diadem...The Indian Pear-Shapes 
—two exquisite pear-shaped diamonds with 
a combined weight of 100 carats... Mabe] 
Boll’s gigantic 45.67 carat, emerald cy 
diamond ring...a 40-carat Marquise Cy 
Diamond Ring, probably the most magnif. 
cent stone of its type in existence. 


These two exquisite pear-shaped diamonds 
from Indore, part of the famous Winston 
gem collection, will be shown to the jewelry 
trade for the first time at the forthcoming 
ANRJA show in New York. Known as the 
Indian Pear Shapes, both diamonds have 
a combined weight of approximately 
100-carats. 


An equally significant section of the 
Winston exhibit is given over to the dis- 
play of a complete assortment of the 
different sizes and types of stones. 

A souvenir booklet will give further 
details on the rare and historic gems that 
comprise “Tne Court of Jewels”—and also 
take the reader on a picture-trip through 
the unique House of Winston. 


Two New Gruen Appointments 


J. SOLON MAGUIRE 


CORNELIUS H. STEELE 
Eastern Sales Mar. 


Midwestern Sales Mar. 


Benjamin S. Katz, president of the Gruen 
Watch Co., recently announced the ap- 
pointment of J. Solon Maguire as Eastern 
sales manager and Cornelius H. Steele as 
Midwestern sales manager. Maguire will 
direct sales operations from the Gruen 
New York office. Steele will have his head- 


quarters in the Gruen Chicago office. 
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Anson Announces Addition of 
Complete Karat Gold Line 


Anson, Inc., Providence, R. I. an- 
nounced recently the addition of a com- 
plete karat gold line in 10 and 14 karat 
quality to complete and stimulate its reg- 
ular men’s jewelry line of gold filled, ster- 
ling silver and gold plate. One of the fea- 
tures of this line is its unique styling 
and design which gives all items the tra- 
ditional karat gold appearance and appeal. 





Rudolph M. Kant, 49, Dies; 
Head of Hamilton Watch Co. 


Rudolph M. Kant, president and chair- 
man of the board of the Hamilton Watch 
Co., Lancaster, Pa., died July 30th at the 
Hotel Claridge in Atlantic City, N. J., 
where he had been resting after a recent 
heart attack, He was 49 years old. 

Mr. Kant, a native of Lancaster, rose to 
head of the company from the position of 
part-time errand boy he held during his 
high school days. 

He joined the company permanently in 
1921 after a brief stretch in the Merchant 
Marine and service with the Standard 
Watch Co. cf Jersey City. He rose from 
salesman, to assistant sales manager, to 
sales manager, to vice president in charge 
of public relations. He became a director 
in 1947, president in April, 1948, and 
chairman of the board last April 10th. 


RUDOLPH 
M. KANT 





During World War II, Mr. Kant spent 
much time in Washington, D. C., supervis- 
ing contracts between his company and 
various Governmental agencies and bu- 
reaus. These contracts for the company’s 
wartime production of precision timing 
instruments totalled over $31,000,000 of 
sales. Recently he planned a new auxiliary 
plant at near-by East Petersburg which 
will house manufacturing facilities for de- 
fense production in connection with over 


$13,000,000 of recently acquired defense 





glassware sets were placed in separate 
categories. 

A complicated regulation, CPR 7 is far 
from being a superior job and has required 
numerous changes to make it more effec- 
tive. Amendment 1 to SR 2, issued several 
months after the basic regulation appeared, 
allows sellers of jewelry, clocks, watches, 
and silver, to determine net costs of items 
without deductions of cash discounts. It 
was specified that costs of all items within 
the same OPS category are to be computed 
in the same manner. 

For the most part, indications are that 
wholesale and retail jewelry firms can 
expect no slackening of controls during 
the remainder of 1951. An entire rejection 
by Congress of all control measures, of 
course, could alter the forecast of con- 
tinued business at OPS, but it is believed 





in Washington price controls may be in 
effect as late as 1953. 





OPS Ruling Affects Retailers 
Selling Below Fair-Trade Levels 
The Office of Price Stabilization has 


authorized retailers to make application for 
permission to adjust their fair-trade levels 
in cases where they had been caught in 
the general-freeze with a price below the 
fair-trade minimum. 

Retailers are now required by OPS to 
prove that they had signed a fair-trade 
contract, or that the contract is intra- 
state and binds non-signers. This OPS 
ruling followed the decision of the Supreme 
Court in the Schwegmann case, which 
held that state fair-trade laws are not 
binding upon non-signers. 
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contracts. He also planned the new $1,000.- 
000 engineering and research laboratory 
adjoining the main plant in Lancaster. 

Surviving are his widow, a son and his 
mother. 


851 — 4AH, SAP, 6AP, 6AF, 8AE, 
7AP, 8AH, 7AM, 434, 5!/2, 6!/o, 634T, 
834, 734x11, 634K, 8x10, 734, 20/08, 
15/OE, 18/0E, 21/OEL, 21/OES, 21/0, 


lit 
14H, AK-13 BEN, AK-16 BEN, 750W, 


pgs OV2 ligne WATCH vee vn 
150 Varick Street 


1071—10!/._ ligne 
New York 13, N. Y. 
Sold through Wholesalers & Importers 
New Catalog Just off the Press—Write for Yours Today! 








New Pricing Order Delayed 
(From page 265) 


administered. Fine lines were drawn be- 
tween sterling and plated flatware, for 
example, and a third category was set up 
for hollow-ware, sterling or plated. Ma- 
chine-made glassware sets and handmade 
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An extensive brief by the Association 
dismisses claims of business injury by 
pointing to continued good business and 
“substantial earnings” by the applicants. 
As to driving American manufacturers out 
of business, the Association says that 
most of the firms now closed down went 
out of business before the Swiss agreement 
in 1934. 

Moreover, the brief said, since con- 
version of American business back to 
civilian production in 1946, watch and 
movement imports have dropped—by more 
than 2,000,000 between 1946 and 1949, for 
example, and increased only since the 
Korean devzlopment. It further states that 
competitive advantage is with the appli- 
cants because of their “high consumer 


U. S. and Swiss Watch 
Manufacturers Submit New 


Briefs on Tariff Issue 
Additional briefs have been filed with 


the Tariff Commission by the American 
Watch Association, Inc., the Watch & 
Jewelry Workers Union, Local 147 (CIO), 
the Watch Case Manufacturers Board of 
Trade, and the Watchmakers of Switzer- 
land Information Center, Inc. All are in 
opposition to the petitions by Elgin, 
Hamilton and Waltham for an increase in 
tariff rates on low-jeweled watches and 


movements. 
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Model GM—For the average jeweler. It 


engraves names, monograms, sentiments, on 


Only Engravograph 
Has self-centering vise 


© Engraves 15 sizes 
from ONE alphabet 


jewelry, watches, lighters, compacts, silver- 
ware, baby cups, fountain pens, and similar 


gift items up to 544” width by any length. 
i new hermes 


GET ONE AND PAY OUT OF PROFITS 
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acceptance” and strongly implies that the 
prevailing markups of from 41 per cent to 
64 per cent of leading brand names leaves 
plenty of room for competitive pricing, 


A shorter brief filed by the Information 
Center is devoted largely to showing tha 
Swiss watch manufacturing is not a cartel, 
that it is made up principally of some 
2,000 or more independent firms, The 
brief by Local 147 mainly supports the 
stand by the Watch Case Board of Trade 
which dwells on the harm which might 
come to makers of component parts and 
employes should tariffs be raised. 


U. S. FIRMS FILE JOINT BRIEF 


A brief of refutation has been filed joint. 
ly by the Elgin, Hamilton and Waltham 
Watch companies and another by Walter 
W. Cenerazzo in behalf of the American 
Watchmakers Union and _ its affiliated 
locals. 

The information supplied by the manv. 
facturers was largely supporting evidence 
and data to show that the American manu. 
facturers had virtually been forced to 
abandon the seven and 15-jewel market. 
One firm (Elgin), it was stated, has been 
forced to turn to importing foreign move. 
ments on a substantial scale in order to 
maintain a complete line. 


It was emphasized in the labor brief 
that the spread between Swiss and Amer. 
ican watchmaking labor costs had _ been 
about 16-20 cents an hour when the trade 
agreement was made. But now it was 
claimed the spread is something like $1.1], 
adding nearly a dollar more to the Amer- 
ican comparative costs while no offsetting 
increase has been made in tariff levies, 
These are on the same basis as in 1934, 


In the meantime, the Tariff Commission 
continues to pursue its own investigation, 
into the matter following the May hearings. 
Shortly it will begin to weigh the facts 
thus gathered against the information sup- 
plied at the hearings and in the filed 
briefs. 


MONTHS BEFORE DECISION 


Officials will not hazard a guess as to 
when the Commission might arrive at a 
decision. Chances still are that it will be 
October or later, on the basis of normal 
operating procedure. 


The Commission itself has no power to 
take any tariff action. It can only decide 
on the merits of the matter and either 
throw out the application for tariff relief 
as having not enough merit or it can 
recommend to the White House that the 
levies be increased or even restored to 
previous levels, in this case the 1934 rates. 


Even in the latter case, chances for 
immediate changes in import duties are 
small. If the Commission should so recom- 
mend, the probable procedure would be 
for the White House to, instruct the State 
Department to hold a series of con- 
ferences with Swiss officials for the pur- 
pose of working out some amicable 
arrangement—that is, to arrange for other 
concessions which would make up in part 
for the Swiss loss of trade to be suffered 
through loss of some of its watch business 
here. And the road of diplomacy is long. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


—_erw FF] FF CRP 8h Se Oe ee 


NPA Relaxes Restrictions 
On Copper and Aluminum 


The materials supply picture for the 
jewelry indusiry for the remainder of this 
year is not 2 happy one. 

As of mid-July, inclusion of all in- 
dustries under the Controlled Materials 
Plan was accepted as a certainty for the 
fourth quarter of this year. All manufac- 
turers had been told to file fourth-quarter 
requirements for the controlled materials 
(steel, copper, and aluminum). 

But those close to the situation within 
NPA say glumly that while this will clear 
up the picture of jewelry’s metals require- 
ments, it would not follow that CMP 
would solve the industry’s problems. The 
question then would be: How much will 
it be allocated? 

This view is held despite predictions by 
other NPA officials that there will be no 
serious, pinching, shortages for consumer 
goods in general over the next several 
months. Manly Fleischmann, NPA direc- 
tor, says that there is no intention of 
applying further cutbacks to civilian pro- 
duction for the remainder of 1951. 


Those in charge of the jewelry end of 
consumer durables at NPA are frankly 
afraid that since the industry’s production 
is generally rated as non-essential, the 
amount of materials to be allotted will be 
too little and too late after provision is 
made for defense, related programs, and 
“essential” manufacturing. 


BANS RELAXED FOR THIRD QUARTER 


An attempt has been made to give the 
industry a little better break during the 
third quarter by removing some of the 
previous restrictions imposed by M-12 
(control order which limits non-defense 
use of copper and copper alloy products). 
But pulling out the prohibitions as pro- 
vided by M-47A fell short of solving the 
industry’s problem. 


In effect, M-47A gave jewelry manu- 
facturers the go ahead at the permitted 
civilian production rate of 70 per cent for 
use of steel, 60 per cent for copper, and 
00 per cent for aluminum—provided they 
could get the materials on the open, or 
“free,” market. 


This has heen reported to NPA by the 
industry as being very difficult. What has 
NPA officiais puzzled, however, is that 
there have been relatively few appeals for 
assistance in obtaining materials. 


Even under CMP, those in NPA see 
little chance of the supply picture improv- 
ing much before December. This gloomy 
outlook is based upon operation of CMP 
to date with respect to defense and so- 
called essential production. 


Started July 1, CMP is operating far 
from smoothiy at press time with the 
Prospect that the kinks will not yet be 
ironed before the end of September. At 
this rate, they figure, starting a closed 
CMP as of October (last quarter) it 
would be late this year before the bugs 
are removed and the jewelry industry 
would know where it stands. 
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Otto D. Wormser, 83, Dies; 
Retired NY Pearl Importer 


Otto D. Wormser, retired pearl importer 
and former president of the National Jewel- 
ers Board of Trade, died in New York on 
July 29. He was 83. 

After experience with several other 
houses, Mr. Wormser established the firm 
of Wormser & Mayers in 1917, where he 
was active until his retirement in 1926. In 
later years, he was active in various or- 
ganizations for the protection of the indus- 
try. He was a director of the National 
Jewelers Board of Trade for 18 years and 
president for three years. He had been 





treasurer of the American Jewelers Pro- 
tective Association, direetor of the Jewel- 
ers Vigilance Committee, chairman of the 
Crime Committee of the Jewelers Security 
Alliance, president of the 24 Karat Club 
of the City of New York, and vice-presi- 
dent of the Maiden Lane Historical So- 
ciety. 

Surviving are his son, Richard S. Worm- 
ser, a daughter, Mrs. Irene W. Hochheimer, 
and three grandchildren. 





q J. & M. Jewelers is the new trade name 
for the retail jewelry business formerly 
conducted by the late Elof B. Petterson at 
20 East Market St., Corning, N. Y. 
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Gruen Purchases Ogush, Inc. 


The purchase of the New York firm of 
Wm. B. Ogush, Inc., one of the largest 
manufacturers of platinum, gold and dia- 
mond watch cases in the country, was 
announced June 28th by the Gruen Watch 
Co., Cincinnati. 

This move, according to Benjamin S. 
Katz, president of the Gruen Watch Co., 
will enable his organization to expand its 
precious metal and precious stone watch 
business. 

In his announcement Mr. Katz also said 
that William B. Ogush, president of the 
watch case firm bearing his name since 
1935, will become vice president of the 
Gruen firm, with headquarters in New 





York City. Gruen also obtained the ser- 
vices of Marce, designer of precious-metal 
and diamond jewelry, particularly of watch 
cases, who fermerly was employed by 
Ogush. 

An interesting sidelight of the transac- 
tion is that it brings Mr. Katz back into 
close association with a phase of produc- 
tion in which he first attained prominence 
in the jewelry industry. With Benjamin 
Ogush, brother of the present Ogush firm 
head, he organized the firm of Katz & 
Ogush, Inc., in 1921. Mr. Katz was presi- 
dent of the firm until 1935 when he left 
to take over the presidency of the Gruen 
Watch Co. He was succeeded to the presi- 
dency of the watch case firm by William 
B. Ogush, who bought Mr. Katz’s interest 
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and changed the name of the firm to his 
own, 

In explaining the Ogush purchase, My 
Katz said: “Because of our desire to ey. 
pand our fine watch business—relating 
specifically to precious metals, such 4 
gold and platinum, and precious stones, 
such as diamonds, rubies, sapphires, ete — 
we decided to acquire a positive and fo. 
liable source.” 





Benjamin S. Katz (left), president of the 
Gruen Watch Co., congratulates William 
B. Ogush, president of Wm. B. Ogush, Inc, 
New York watch case manufacturers, on 
his election to the vice presidency of the 
Gruen firm. This was in connection with 
the announced purchase by Gruen of the 
Ogush company. 


Mr. Ogush, in commenting on the trans. 
action, stated that his firm will continue 
to operate as heretofore, manufacturing 
and selling high-styled platinum, gold and 
diamond watchcases. 





JIC Appoints J. D. Heaslip 
Sales Promotional Director 


The appointment of John D. Heaslip 
as Sales Promotional Director of the 
Jewelry Industry Council was announced 
recently by A. E. Haase, Executive Di- 
rector. 

In his new post Mr. Heaslip succeeds 
Arthur G. Mathews who has rejoined Dun 
& Bradstreet, Inc., in New York. 


JOHN D. HEASLIP 





Before joining the Council, Mr. Heaslip 
was Conference Leader of the Retail Sales 
Training Program sponsored by the Stet! 
ing Silversmiths Guild of America. Within 
the scope of this work he conducted the 
Retail Sales Training Program conferences 
in 39 principal cities throughout the United 
States within the last year. 

Mr. Heaslip’s previous experience covers 
public relations and sales management 
work in both the wholesale and retail 
branches of the industry. 
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Wood Gets Publicity For 
Wedding Rings in Life 

The retailer jeweler and wedding rings 
in general received valuable nation-wide 
publicity is an interesting article that 
appeared in the June 18th issue of Life. 

The story was woven around an inter- 
view with W. Waters Schwab, president 
of J. R. Wood & Sons, and went into much 
detail on the manufacturing and distri- 
bution of wedding rings of all types and 
sizes. Bordering the first page of the ar- 
ticle were illustrations of a wide variety 
of Wood wedding rings with the price 
and a brief description noted under each 
ring. 

Emphasized in the story was the popu- 
larity of the double-ring ceremony and 
the increase in that custom since the out- 
break in Korea. Credited as a leader in 
popularizing double-ring ceremonies is W. 
Waters Schwab who, during World War II, 
constantly promoted this custom in adver- 
tisements, speeches and talks with the 
thousands of retail jewelers who handle 


Wood rings. 





J. R. Wood wedding rings of all types and 

prices were used as a border illustration on 

the first page of the article in the June |8th 
issue of Life. 


Commenting on the increase in the 
double-ring ceremony, the article states: 
“At the height of its popularity during the 
war, about 85 per cent of all marriages 
were double-ringers. By early 1950 the 
percentage had slipped to about 60, but 
since the beginning of the Korean war it 
has shot upward again, along with the 
total number of marriages. In 1950 there 
were six per cent more marriages than 
in 1949 of which 70 per cent were double- 
ringers. Schwab expects that the advent 
of permanent peace will reduce both fig- 
ures but believes that the double-ringer 
-.. 1s here to stay.” 

Of particular interest in the article was 
its mention of the rapidly changing styles 
in wedding rings. The chaste, unadorned, 
narrow band of yellow gold, which first 
became popular around 1915, is still the 
national favorite. In second place is the 
engraved, narrow, yellow gold ring. The 
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two-toned ring, made of gold of one shade 
with an insert of another, ranks third. 

The elaborate steps which Wood em- 
ploys to salvage the particles of gold 
which are lost in ring manufacturing are 
also described in detail in the article. Says 
the story: “To salvage as many of these 
particles as possible, Wood takes a num- 
ber of seemingly frantic but actually prac- 
tical steps. (But) altogether Wood’s sal- 
vage methods are so thorough that less 
than .003 per cent of its pure gold is 
totally lost each year.” 





New Sales Division Formed 
By International Silver Co. 


A new sales division has been formed 








by the International Silver Co. for cover- 
age of intermediate markets by combined 
line sales representation. This is an ex- 
tension of a plan which has been in effect 
since 1946 whereby smaller city markets 
have been covered by International’s Gen- 
eral Merchandise Division. 

The new division and the General Mer- 
chandise Division are now joined under 
the title, General Sales. Division. 

Harold Corcoran, formerly in charge of 
General Merchandise, now becomes man- 
ager of the General Sales Division. New 
assistant sales manager of the General 
Merchandise Division is Carl Isakson. 

H. D. Lockwood, Jr., has been appointed 
sales manager of the new Intermediate 
Markets Department. 
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N. J. RJA Approves Ethical Price Levels at 


Convention; Schoppy Named New President 


Manufacturers were urged recently by 
the New Jersey Retail Jewelers Association 
to stop setting resale prices unless they 
can be enforced with Fair Trade agree- 
ments. The association pointed out that 
violations of the manufacturers’ set prices 
cause 90 per cent of the ills now plaguing 
the retail end of the industry. 

A resolution introduced at the 42nd an- 
nual convention of the association which 
was held June 30 to July 2 at the Claridge 
Hotel in Atlantic City, said pricing under 


ihe present quotations and suggested re- 
sale prices “has been for the greater part 
exorbitant aud fictitious.” 

In the resolution, the association said 
realistic prices plus strong fair trade 
agreements will cut down opportunities for 
discount selling by vendors without “pres- 
tige or identitv as jewelers.” 

The resolution was referred to the new 
cfhcers for further study and action. 

William Schoppy of Atlantic City was 
elected president of the association, suc- 
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ceeding David Lebson of Englewood. Other 
othcers elected were: Edward Geiger, Jer. 
sey City, first vice president; Rober, 
Marcus, Rutherford, second vice pre 
Kaiph M. Fava, Paterson, treasurer: 
Horace Blitz, Atlantic City, executive as 
retary, and Col. Daniel DeBrier, Atlantic 
City, legal counsel. 

Speaking on the inroads government re. 
strictions and requirement have made in 
the jewelry business, with emphasis op 
taxes and price regulations, Oscar Kind 
Jr., regional vice president ofthe American 
National Retail Jewelers Association 
warned that there must be less petty 
bickering and more cooperation and ase 
sertiveness in local, state and national 
jewelry dealer groups. 

Edwin S. Malmed, counsel for the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania, told the group it 
should seek a state law forbidding en. 
ployers to buy anything for their workers 
that the firm does not ordinarily handle Or 
manufacture. 


Sident; 


CREE z 


William Schoppy (seated left), newly elected 
president of the New Jersey RJA, discusses 
association business with David Lebson 
(seated right), retiring president. Standing 
in the rear, left to right, are: Edwin §. 
Malmed, counsel for the RJA of Philadel. 
phia and Eastern Pennsylvania; Col. Daniel 
DeBrier, counsel for the New Jersey RJA; 
Robert Marcus, second vice president of the 
New Jersey RJA, and Ralph M. Fava, asso- 


ciation treasurer. 


Col. Daniel DeBrier, counsel for the 
New Jersey RJA, said fair trade can be 
sustained provided businessmen get behind 
the efforts to keep it. 

Commenting on the Supreme Court de: 
cision that the Miller-Tydings Act could 
not be used against non-signers of fait 
trade agreements, he pointed out that the 
following provisions are still effective: 

1. Resale price maintenance agreements 
between manufacturers and _ wholesalers 
and retailers, except in Missouri, Texas, 
Vermont and the District of Columbia. 

2. Contracts between manufacturers and 
wholesalers requiring the wholesaler to 
sell only to dealers who will maintain the 
manufacturers’ resale price schedule cot 
tinue to be effective. 

3. A non-signing dealer handling fair 
trade products in intra-state commerce 8 
still bound by the notice. 

4. Dealers who have executed fair trade 
contracts continue to be bound by the 
contract stipulations. 
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Hamilton Asks Retailers to 
Sign New ‘Fair Trade’ Contracts 


The Hamilton Watch Co. moved to pro- 
rect its position under the fair Trade Acts 
by sending rew contracts to all of its dis- 
tributors on July 2nd, with instructions 
to secure signed contracts from all Hamil- 
ton retailers in the 45 “fair trade” states. 

“The Supreme Court’s decision in the 
Schwegmann Bros. case,” stated Hamil- 
ton’s vice president and sales manager, 
Lowell Halligan. “was much publicized and 
widely misunderstood. Its effect is not to 
emasculate or nullify the Fair Trade Acts. 
The intent of the lawmakers of 45 sov- 
ereign states which have Fair Trade 
statutes was to protect an uninformed and 
often gullible public from the predatory 
‘oss leader’ merchant. This can still be 
accomplished under Fair Trade by the 
manufacturer who is sincerely interested 
in not permitting his trade mark to be 
exploited by parasitic dealers. 

“Hamilton’s enforcement of its Fair 
Trade program is designed to curb the 
chronic chiseler who cuts the price of a 
well-known trade-marked product to lure 
the unwary buyer to purchase unbranded 
merchandise which provides a very hand- 
some mark-up. The manufacturer still has 
an effective instrument in Fair Trade to 
assist the honest dealer to protect himself 
and the public.” 


eee 


N. Y. State Watchmakers Name 
Two to Honorary Membership 


Robert G. Taylor, WatchMaster repre- 
sentative in the northeastern states, and 
Professor George J. Schlehr, head of the 
horological department of the New York 
State School at Morrisville, N. Y., were 
made honorary life members of the New 
York State Watchmakers Association at 
the recent convention of that organization 
in Elmira. Both recipients are charter 
members of the New York State Watch- 
makers Association and both have served 
as president of that group. 





Henry B. Fried (right), immediate past 
President of the New York State Watch- 
makers Association, presents lifetime mem- 
bership scroll to Professor George Schlehr 
(second from left). Robert G, Taylor 
(second from right), who was also named 
an honorary lifetime member, displays en- 
graved 14-karat gold pocket card which 
George Scheer (left) presented to the two. 


_ Presentation of suitably inscribed life- 
time membership scrolls to both men was 
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made by Henry B. Fried, immedizte past 
president of the association. 





Manufacturers Offer to 
Alleviate Flood-Damaged Losses 


In order to partially alleviate the losses 
suffered by jewelers in the flood-stricken 
areas of Kansas and Missouri, the Norma 
Pencil Corp., 137 West 14th St., New 
York, has made a unique offer. Samuel 
Jacobs, president of the firm, announced 
recently that the company will recondition 
or exchange free of charge any Norma 
Multikolor Pencil damaged by fire or 
flood in those inundated areas. 

A similar offer was made by the Gemex 
Co. of Union, N. J., leading manufacturers 
of watch bands. The firm sent a letter to 








every retail jewelry store and watch repair 
shop in the areas devastated by the Kan- 
sas-Missouri floods authorizing them to 
return any flood-damaged merchandise to 
the company. Gemex will thoroughly clean 
it, refinish and repackage it, then return 
it without cost to the retailer. 


JEWELRY STORE MAKES OFFER 


In a gesture of good-will, Mace’s, Inc., 
jewelers of Kansas City, Mo., ran a large 
advertisement in a local paper on July 
20th offering to repair or replace without 
charge any of their customer’s appliances 
damaged by the flood. Said ad copy: 
“Mace’s will repair any appliance with- 
out charge or allow replacement, where 
repair is impossible. . . .” 
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SWISS TO DISTRIBUTE 'WATCH INSPECTION TIME' DISPLAy 
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For national “Watch Inspection Time,"’ September 6 to 15, The Watchmakers of Switzerland 

are distributing to the retail jewelry and horological trade, without charge, this illuminated 

full-color four-piece window display. The ensemble can be used as a complete window 
unit, both day and night, or as separate in-store traffic builders. 


A full-color illuminated “Watch Inspec- 
tion Time” display, to help watchmakers 
and jewelers tie-in with the nation-wide 
industry promotion, September 6 to 135, 
is being distributed by The Watchmakers 
of Switzerland. 

The center-piece, 12% in. x 14% in. 
in size, is a translucent reproduction of the 
exploded view of a Swiss watch move- 
ment. A light fixture in the rear of the 
display permits the unit to be used as a 
handsome day-time exhibit to attract con- 
sumer attention, or as an_ eye-catching 
night display in the store window after 
closing hours. 

Two matching side pieces accompany the 
handsomely-framed center-piece. One is a 
full-color reproduction of the now-famous 





Norman Rockwell painting, “The Watch. 
maker,’ which will be featured in the 
national advertising of The Watchmakers 
of Switzerland, and thus permit the local 
store to tie in with the Swiss ads. The 
other states: “Your watchmaker is a 
qualified repair expert with years of train- 
ing and experience. He specializes in ser- 
vice with Official Swiss Watch Repair 
Parts.” 

The fourth unit, proclaiming, “It’s 
Watch Inspection Time September 6th to 
15th” can be easily detached from the 
frame after the Jewelry Industry Council 
promotion is over, permitting the illum: 
nated unit and its side-pieces to be used 
as a complete window unit, or as _ three 
separate displays for inside-the-store use. 
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Fifth Group of Jewelers 
Complete Management Course 


Twenty students of the Joseph Bulova 
School of Watchmaking and the New York 
University course in “Jewelry-Store Man- 
agement and Merchandising” graduated 
June 29th at the Bulova School at Wood- 
side, Long Island. 

This training program of only two weeks 
duration was intensely comprehensive in 
design. The subjects of buying, merchan- 
dising, advertising, sales promotion, credit 
managing are but a few of the topics dis- 
cussed and presented in the course. 
Lectures were supplemented with trips to 
jewelry and watch manufacturing plants 
in the New York area. 

At the graduation exercises Beardsley 
Ruml was the principal speaker. Following 
his address, Stanley Simon, vice president 
of the Bulova Watch Co., announced de- 
tails of a special contest that will be con- 
ducted among graduates of future training 
programs. A $500 prize will be awarded to 
the graduete of this class and each future 
program, who submits the best 2500 word 
essay on the meaning and significance of 








the word “luxury.” Judges for the contest 
will be: Beardsley Ruml; H. Victor Paul 
Wiss Sons, Inc., Newark, N. J., and Dr. 
Charles M. Edwards, Jr., dean of the New 
York University School of Retailing. 

It was also announced that future train- 
ing programs will be developed as the de: 
mand dictates. These may include either 
additional programs, additional emphasis 
on specialized phases of retail business, 
longer programs, or any combination of the 
above that will best meet the needs of the 
jewelry trade. 


Sparks Joins Lemieux Corp. 


Announcement’ of the appointment of 
Lawrence W. Sparks as vice president oi 
the Armand J. Lemieux Corp., New York 
watch case manufacturers, was made Ie: 
cently by Armand J. Lemieux, president 
of the firm. 

Mr. Sparks is a well-known figure in 
the watch case industry. For a number of 
years he had been in charge of the Watch 
Case and [ndustrial Sales Division of the 
Wadsworth Watch Case Co. in the New 


York area. 
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4 The firm of David Sarkin, Inc., 37 West 
47th St., New York, held a pre-vacation 
dinner for the entire office staff on the 
evening of Wednesday, June 27th, at the 
famous Ding Ho Restaurant. For years 
this well-known manufacturer’s Christmas 
dinners for the staff have been extremely 
popular and well received. “It is hoped,” 
said Mr. Gorman, sales manager, “that this 
will be the first in a long line of pre- 
vacation dinners for our staff.” 

q Richard D. Blasi of Barrasso & Blasi, 
Inc., manufacturing jewelers of Newark, 
N. J., has been recalled to active duty in 
the U. S. Air Force. “Dick,” as he will 
always be referred to in the trade, has 
taken a leave of absence from the firm 
and expects to return after his military 
tour of duty has been completed. 

q An attractive brochure was used by the 
Hamilton Watch Co. recently to inform the 
trade that their New York offices are now 
located at 600 Fifth Ave. Photographs of 
John Hall, district sales manager, and 
members of the office staff were used as 
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. illustrations. The brochure was also illus- 
e trated with photographs of sales represen- 
‘ tatives serving New York City and the 
] metropolitan area. 


q The Jewelers 24 Karat Club of Buffalo 
held its final meeting of the current season 
in the Hotel Statler, Buffalo, June 26. 
Ladies were invited. Refreshments were 
served after the business session. 





Wm. Wise & Son, Jewelers, 

: Announce New Management 

i Announcement of new management for 
i the firm of Wm. Wise & Son, Long Island 
d jewelers and silversmiths, was made re- 
e cently. Hugh D. O’Rourke, manager of 


the home store at 487 Fulton St., Brooklyn, 
ue has been made president, and Charles E. 
Lape, manager of the branch store at 919 
Franklin Ave., Garden City, Long Island, 


is the new vice president. Since the be- 

. ginning of the year the stock of the firm 
has been owned by Messrs. O’Rourke and 

: Lape, and a group of Long Island residents. 

: Mr. O’Rourke has been associated with 

é Wm. Wise & Son since 1925 when he 

. Joined the firm as credit manager. Ten 

‘ years later he was elected treasurer and 

oc in 1946 he was named vice president. 

é In 1926 Mr. Lape joined Wm. Wise & 
Son as a cash boy and, through a series of 
successive promotions, obtained a thorough 
knowledge of the business through actual 
experience in its various departments. He 

f was made manager of the Garden City 

Y store in 1949, 

k The firm of Wm. Wise & Sons, one of 

. Long Island’s oldest jewelry stores, was 

r founded in 1816 by Samuel Smith. watch- 
maker and jeweler. The modest establish- 

n ment was acquired in 1834 by William 

df Wise who moved the shop to 79 Fulton 

h St., Brooklyn, and specialized in diamonds. 

e In 1882 Mr. Wise took his son into partner- 

w 


ship, and the firm name was changed to 


Wm. Wise & Son. 
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The firm stayed in the Wise family until 
1915 when it was acquired by Stern Bros. 
& Co., one of the oldest diamond cutting 
firms in America. The store location was 
changed several times over the years until 
in 1941, the firm took over the entire four- 
story building at 487 Fulton St., Brooklyn. 
In 1949 the second store was opened in 
Garden City, Long Island. 





Finnerty Re-elected President 
Of Tiffany's 25-Year Club 


James J. Finnerty has been unanimously 
re-elected president of the Twenty-Five 
Year Club of Tiffany & Co. The election 
was held at the recent annual membership 
meeting in the boardroom of the company 
at Fifth Ave. and 57th St., New York. 

In reviewing the activities of the club 
during the past year, Mr. Finnerty thanked 
the executive board and the members for 
their close support and cooperation. The 
feature event of the year was the dinner 
held in the Midston House at which a 
memorable welcome was extended to the 
following seven newly eligible members: 
Alexander A. Bennett, Mary F. Collins, 
William T. Lusk, Patrick McSherry, Louis 
Moon, Frank Sweeney and _ William 
Wunsch. 

Serving with Mr. Finnerty for the 1951- 
52 term are: Raymond H. Wilcox, vice 
president; John J. Walsh, secretary; Her- 
bert H. Orel, treasurer; Herman H. Ellers, 
Jr., auditor; and John J. Chester, Roy W. 


Patterson, Edmund Arthur, directors. 


Ninety-Two Students Attend 
GIA Classes on Both Coasts 


Total attendance of 92, representing 26 
states and Canada, is reported by the 
Gemological Institute of America at its 
June and July classes held concurrently in 
New York and Los Angeles. 

These residence classes are supplemental 
to the Institute’s regular correspondence 
courses and are provided for those who 
are particularily interested in identification 
and appraisal of gem-stones. Successful 
completion of these classes, which deal 
largely with actual supervised laboratory 
practice with the latest scientific instru- 
ments, are required for the GIA diploma 
in Theory and Practice of Gemology. 
Those who successfully complete the cor- 
respondence courses only receive a diploma 
in the Theory of Gemology. 

New York classes were in charge of 
Lester B. Benson, director of residence 
training, assisted by other GIA staff mem- 
bers, Bert Krashes, John Ellison and 
Milton Steinberg. 

Richard T. Liddicoat, Jr., assistant di- 
rector of GIA, headed the staff of in- 
structors who presented the classes in the 
West Coast city. Other GIA instructors 
who helped conduct these classes were: 
Joseph A. Phillips, James Small, Gene 
Speitel, and Norman Smith. Charles Par- 
son, GIA graduate of San Diego, also 
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ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 














DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 
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While in New York attending 
the ANRJA Convention at the 
Waldorf-Astoria, the week of 
August 12th, you are cordially 
invited to visit with us and 


see the 
NEW RUTILE 


It will give your stone ring 
line a big lift. 





HENRY 


LAPIDARY, INC. 


73 WEST 47™ ST. PHONES: PLAZA 77-4815 
NEW YORK 19, N. Y. PLAZA 77-4816 




















FREE TO JEWELERS 


ATTRACTIVE 


CATALOGUE 
MAILED FREE 
UPON 
REQUEST 
MANUFACTURER 
TO RETAILER 


Visit us at Booth 307, Jade Room 
at the A.N.R.J.A. Convention 


Pantary of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 

















JEWELRY SALESMAN 
“GOLDEN OPPORTUNITY” 


Impressive and complete Ladies’ 
and Men’s line available in es- 
tablished MIDWEST territory. 
Non-conflicting side-lines per- 
mitted. All replies confidential. 
Drawing against comm. Man 
with strong following and eye 
for future, contact 


ROSENTHAL & KAPLAN 


126 W. 46, N. Y. 19, N. Y. 
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Obituaries 








ALBert BorczinNer, 84, founder of the 
firm of Albert Borgzinner & Co., New York 
manufacturers of jewelry boxes and cases, 
died July 10th. Mr. Borgzinner founded 
the firm in 1891 and was active in its 
management until three months ago when 
he became ill. He is survived by a son, 
Herbert L. Borgzinner, who will continue 
active management of the business, and a 
daughter, Mrs. Arthur Michaelson. 

Jack DENNISTON, who for many years 
was West Coast representative for the 
L & R Mfg. Co., Arlington, N. J., died 
recently from a heart attack. He is sur- 
vived by his widow. 

Ratpu P. Fanuey, 52, general sales man- 
ager of the Electric Shaver Division of 
Remington Rand, Inc., died recently at his 
home in Norwalk, Conn., after an illness 
of several months. Born in Cleveland, 
Ohio, Mr. Fahey started his business career 
with the Gilette Razor Co. in 1917. When 
Remington Rand, Inc., entered the dry 
shaver field in 1938, Mr. Fahey became 
associated with the concern. He served 
as assistant sales manager for several years, 
and in 1944 was named national service 
manager. He was appointed general sales 
manager in 1948. In addition to his widow, 
he is survived by five children. 

Maurice J. KARPELES, manufacturer of 
ecclesiastical jewelry, died June 21st at 
his home in Providence. He was in his 
74th year. Mr. Karpeles was president and 
treasurer of Maurice J. Karpeles, Inc., and 
the Di Roma Corp., and owner of Karpeles 
Rosary Co. Prior to establishing the ec- 
clesiastical goods business in 1932, he had 
been a pioneer in the manufacture and 
promotion of simulated pearls, having es- 
tablished the Low-Taussig Co. in the early 


1900’s, proprietors of the famous La 
Tausca trademark. In due course this 
company became  Low-Taussig-Karpeles 


Co. In 1928, Mr. Karpeles sold the busi- 
ness to L. Heller & Son, Inc. Mr. Karpeles 
was a former president of the Jewish 
Orphanage of Rhode Island and_ had 
been active in many other Jewish organi- 
zations. He leaves his widow, two daugh- 
ters and a grandson, Lyman J. Williams, 
who has been associated with the Karpeles 
interests for the past five years. 

Henry S. OppeNHEIMER, 84, retired 
partner of Oppenheimer Brothers & Veith, 
pioneer diamond cutters and pearl im- 
porters located at 527 Fifth Ave., New 
York, died July 5th at his home in that 
city. Mr. Oppenheimer was graduated 
from the College of the City of New York 
in 1886 and entered the business started 
by his father and uncle in 1852. He re- 
tired in 1938. Surviving are his two 
daughters. 

Bernarp W. ScHMIpT, 76. prominent 
jeweler of Rapid City, S. D., where he had 
been associated in business with his 
brother for the past ten years. died May 
26th. Born in Cordova, Minn., Mr. 
Schmidt hal followed the watchmaking 
profession for more than 50 years. He 
made timepieces as a hobby and also made 














several marine chronometers. Mr. Schmid 
was one of the few certified watchmaker, 
in the state of South Dakota, and was also 
a skilled engraver. He is survived by two 
brothers and four sisters. 

CHARLES P, THOMPSON, 82, senior mem. 
ber of the firm of Thoespece & Son, 
Jewelers, Jacksonville, Ill., died recently at 
his home in that city wae a brief illness. 
Mr. Thompson was in the jewelry business 
in Jacksonville for 62 years. As a young 
man of 20 he went to Jacksonville and 
entered employ of the jewelry firm of 
Russell & Lyons. Later the firm became 
Russell & Thompson, after which Mr 
Thompson became owner of the business, 
In recent yeais he was associated with his 
son, Maxwell Thompson. In addition to 
his widow, he is survived by three daugh. 
ters and two sons. 


Willard A. Ormsbee, 66, Dies; 
Former President of NEMJ&SA 


Willard A. Ormsbee, president and 
treasurer of the Taunton Pearl Works, 
Inc., Taunton, Mass., a former Massachu- 
setts State Senator and a former president 
of the New England Manufacturing 
Jewelers & Silversmiths’ Association, died 
July 3rd at the age of 66. 

He had been head of the Taunton Pearl 
Works for many years and previously had 
served as a member of its board of 
directors. 

A Republican, he served in the state 
senate from 1945 to 1948. Previously he 
held several non-paying positions to which 
he was named by former Governor Sal- 





WILLARD A. 
ORMSBEE 





tonstall. He was chairman of the Repub- 
lican city committee in Taunton as well 
as a member of the state Republican 
committee. In February, 1939, he was 
named to the state advisory council of the 
newly established Division of Unemploy- 
ment Compensation in Massachusetts. 

He had been active in the Associated 
Industries of Massachusetts, served the 
New England Manufacturing Jewelers & 
Silversmiths’ Association as president from 
1938 to 1940, and was a member of the 
association’s board at the time of his 
death. He was also a director of the Bristol 
County Trust Co. and the Taunton Manv- 
facturers’ Association, and a trustee of the 
Morton Hospital in Taunton. 

Surviving are his widow and a daughter. 
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One hundred and eighty fashion editors, 
writers and commentators saw the newest 
‘1 diamond jewelry designs at an open 
house given by N. W. Ayer & Son, Inc., 
for Mrs. Bianca Gilchrist, fashion authority 
from Paris, the afternoon of July 9 in 
the Sert Room of the Waldorf-Astoria in 
New York. 





Van Cleef & Arpels' shimmering diamond 
clover ear-clips and elegant diamond neck- 
lace were among the jewelry on display at 
the showing for the nation's fashion press. 
The necklace, which followed a clover-like 
contour, has baguette diamonds set closely 
side by side and numerous brilliant-cut dia- 
monds holding a fringe of matched pear- 
shape diamonds. The bracelet worn by the 
model features stunning emerald-cut dia- 
monds framed in links of baguettes and 
square cuts. The diamond in the ring is 
also a lovely emerald-cut of 3.36 carats. 


Referring to displays valued at a total 
of four million dollars by the two Paris 
jewelers of Fifth Avenue, Cartier and Van 
Cleef & Arpels, Mrs. Gilchrist illustrated 
ways in which smart women on both sides 
of the Atlantic are “getting full beauty 
value from their diamonds” this season by 
wearing them as close to the face as 
possible. 


PARIS FASHION AUTHORITY TALKS DIAMONDS WITH PRESS 








Earrings she said, now climb up the 
ear, drawing attention to the eyes rather 
than to the shoulder. Necklaces hug ihe 
throat, and clips are worn on the hair 
or on a hat as often as possible. 

“The Parisian woman started it,” said 
Mrs. Gilchrist. “She saw what lights could 
do fur a woman’s face from the movies 
and decided she’d do something even bet- 
ter: she’d literally light up her face with 
diamonds.” 

Attending the event were representatives 
of nationally circulated news syndicates, 
magazines of general and women’s interest, 
the fashion departments of metropolitan 
newspapers from 70 cities and the jewelry 
trade press. 





Exquisite emerald-cut and brilliant-cut dia- 
monds are the keynote of the simple design 
of this diamond ensemble by Cartier. One 
hundred and fifteen carats of emerald-cut 
diamonds are alternated with brilliant-cuts 
in the lovely choker necklace. The earclips 
feature clusters of brilliant-cut diamonds 
with ribbon-like loops of baguette diamonds. 
The straight-line bracelet is set with 
emerald-cut diamonds, and the large 
emerald-cut diamond in the engagement 
ring has tapering baguette diamonds on 
each side. 





Electric Housewares Campaign 
To Run Thru Fall and Winter 


The continuation of the electric house- 

wares gift campaign through fall and 
winter was approved recently by the Elec- 
tric Housewares Section of the National 
Electrical Manufacturers Association. Mer- 
chandising uf the campaign will continue 
under the direction of Ralf Shockey & As- 
sociates, Inc., New York. 
This move marks the second phase of the 
industry’s long-range merchandising and 
Promotional program, which will concen- 
trate on Christmas and other fall and 
winter gift opportunities. 

A 20-page merchandiser, showing dealers 
how to promote electric housewares as 
gifts on a year ’round basis, was presented 
to the trade at the July Housewares Show 
in Atlantic City. New display material fea- 
turing electric housewares as Christmas 
gifts is also available. The association 
plans an extensive publicity campaign, in 
addition to dealer merchandising aids, 
which will be carried out on both the trade 
and consumer levels. 
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To date, over 24,000 dealers have tied in 
with the campaign through the industry’s 
spring merchandising kit. Dealers and dis- 
tributor assuciations are supporting the 
campaign through their internal publica- 
tions and by distribution of campaign ma- 
terial. 

Approximately 3500 newspapers have 
been supplied with advertising display ma- 
material. 





Denver is Chosen as Site 
For 18th UHAA Convention 


Orville R. Hagans, national executive 
secretary of the United Horological Asso- 
ciation of America, announced recently 
that the 18th annual convention of that 
organization weuld be held on September 
1 and 2 in Denver, Colo. Announcement of 
the convention dates was made by Mr. 
Hagans following an executive board meet- 
ing in Des Moines, Iowa, on May 13. 

Plans for a program are currently being 
formulated and details will be furnished 
members as soon as completed. 











Looking for that 
Needle in the 
Haystack? 





JUST 2 BLOCKS FROM THE 
WALDORF ... you'll discover 
these hard-to-find items . . . the 
exclusive l-of-a-kind acces- 
sories that sweeten your dis- 
plays . . . give your stock dis- 
tinctive flavor. 








Gold-Trimmed Leather Goods, 
Personalized Accessories, Hand- 
bags, Men’s Leather Belts with 
14K Gold Buckles, Men’s Gold 


Novelties. 


ALLER & GompPany 


207 E. 49th St. © New York 17, N. Y. 
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TITANIA OES SvOWeS A. COHEN AND SONS HOLD MID-YEAR SALES MEETING 


SEMI-PRECIOUS STONES 


CUT ROUGH 





Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


from our cutting plant in Brazil. 


Widest selection in stock, including ring 











sizes. round stones, heart shapes, etc. 
/ater “Ocean Crade C0. 
Producers and Importers Sales and merchandising representatives | space had been acquired by the firm. This 
48th Street, New York 19, N. Y. from all territories across the country at- additional area, at 43 West 23rd St, js 
Phone: Circle 6-943! tended the mid-year sales meeting of A. now occupied by the firm. 
Cohen and Sons Corp. held June 28th at It was further announced that a new 
the Hotel Astor, New York. office with showrooms and warehouse was 
Sales plans and merchandise promotions about to be opened in Atlanta, Ga. This 
for the coming holiday season were dis- new office (which has since been opened 
cussed and programs formulated. In his officially) will help to accelerate service 
address, Hyman J. Cohen, president of the for Southern state accounts. It will be 
company, informed his staff that, since fully staffed, with Saul Hanson in charge, 
the previous sales meeting in December, assisted by Lester Cohen, son of Samuel 
1950, some 11,500 square feet of added Cohen, vice president of the corporation, 





Used by prone aetna 


Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 


Write for Descriptive Catalog JSA Membership Saves | involved in disposing of the stolen gems, 





ROYAL TAG & LABEL CO. One of the men allegedly delivered the 

81 Warren S}. Newark 2, N. J. ° gems to a fence who paid approximately 
Market 3-3618 Stor e from Third Robbery $7,900 for approximately $112,000 worth 

of jewelry. The thief told Murphy that he 
intended to rob another jewelry store the 








- Expert detective work by agents of the 


























LOWER as onan Jewelers’ Security Alliance has put an end night he was arrested, and that later he 
QUICKER SERVICE to repeated robberies of a New York City was going to rob a well-known socialite. 
Lise onuee, cyva.cne eaves samense | | Jewchy stom 

ORDER WORK at ® ae Gomn of giv to 50%. Schlumberger, Inc., 21 E. (61st Street, 

lg sly nny Th ecelilsaasaaas = — rg —— — — than Goldberg Appointed a Member 
M. J. STERN ays. After the second robbery, on : 
Repairing of Jewelry & Special Order Work March 13, which brought the total loss to Of Permanent OPS Subcommittee 
eens Siront on AN Rd more than $100,000, the company which The Office of Price Stabilization recently 
carried Schlumberger’s insurance insisted appointed H. A. Goldberg, president of 
al e that they apply for membership in the the National Association of Credit Jewelers 
from the IAMOND CUTTER @ Alliance. and of Cooper’s Inc., Portsmouth, Va., a 
| i a Subsequently, the firm was elected a member of the Permanent Subcommittee 
to the ETAILER member of the JSA. When the third rob- of the Retail Industry Advisory Committee. 
YOUR INQUIRIES PROMPTLY SERVICED ® b d J 3 : 
NEW YORK DIAMOND IMPORTING CORP. . “ng sn we ge A nate = agen Announcement of his —— was 
wholesale -— ers or the inkerton ationa etective made July Otn by Harold B. Wess, director 
s05 FIFTH AVENUE re ae oe eo Agency, agents for the JSA, was on guard of the Consumer Goods Divisions of the 
Sseeeoeeoeeoeeoede@eese 9 | 
in the Schlumberger store. The detective OPS. 

WATCH MATERIALS fired at the thief as he turned and fled The Permanent Subcommittee of seven 





from the store. In his quick retreat, he 
lost his Panama hat, which supplied the 
clue which eventually led to his capture. 


members was named on recommendation of 
the parent committee as a practical work- 
ing body which could meet more frequently 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 





Write for Price List C Pinkerton men and city police officers and conveniently than the total committee 

| DEAN COMPANY traced the hat to a city department store consisting of about 40 members drawn 
7/2 N. Atlantic Ave., Daytona Beach, Fla. and finally found the salesman who remem- from all parts of the United States. 

bered selling it, as well as the man to OPS will keep the subcommittee inm- 








whom it had been sold. Thomas Comiskey, formed on problems of over-all retail 


WATCH CASE REPAIRS the Pinkerton agent who had fired at the policy which are developing or under 


BEZELS, BACKS, ETC., MADE TO bandit on the night of the third robbery consideration which may lead to possible 


ORDER—IN ANY METAL attempt, searched through the records of price actions. The Permanent Subcom: 
the men’s furnishing store in which the hat 


7 such 
MICHAEL KAHANE had been bought. He uncovered an ad- meray ggg. eae 


: ; , matters to the attention of 
36 West 47th Street, New York 19, N. Y. dress which the thief had given, and committee. 
Judson 2-4539 detectives of the West 5lst Street Police _—__—— 




















Station developed the rest of the clues 
which led to the arrest. 

Richard C. Murphy, counsel and execu- 
tive secretary of the JSA, went to the 








For NEW IDEAS In Jewelry Styling 
Subscribe To Our Imported 








THE <= WATCH CROWN 
JEWELRY DESIGN SERVICES oo — and hee with ae Somples FREE te sphers - 
Ask For Descriptive Price List esler, the captive holdup man, who fin- ACON WA 
Overseas Publishers’ Representatives > ee te ee ene, Shans vomvald Through Jebbers & Mi. | 
66 Beaver St. BOwling Green 9-5477 New York 4, N. Y. told Murphy and detectives the facts which 5 ELDRIDGE STREET NEW YORK 2,N. Y 











led to the arrest of two more men, both 
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Lighter Manufacturers Ready 
Drive Against Proposed Excise 


Lighter manufacturers will have the sup- 
port of the National Association of To- 
bacco Distributors in their efforts to elimi- 
nate the 20 per cent federal retail excise 
tax on all lighters, as enacted by the House 
of Representatives. 

The 1951 tax bill is up for action now 
in the Senate Finance Committee. 

Lighter producers are represented in the 
Flint Lighter Manufacturers Group, whose 
membership accounts for approximately 
85 per cent to 90 per cent of the total 
lighter manufacturing volume. 

The group met at a luncheon in the 
Commodore Hotel, New York, July 2nd, 
and blue-printed the campaign and nomi- 
nated a committee to prepare a brief for 
presentation at a public hearing before the 
Senate Finance Committee. A hearing had 
been applied for, and was expected to take 
place about the middle of July. 

The Lighter Committee includes: Fred 





Bowers of Bowers Lighter Co.; Alan W. 
Crowell of Zippo Mfg. Co.; Eric Schmidt 
of Regens Lighter Corp.; Joseph A. Neff 
of Neff & Co.; John J. Roth of Ronson Art 
Metal Works, Inc.; Ivan D. Tefft of Parker 
Pen Co., and Bernard Ring. 


Wurmser, Inc.—Now 
William Lowe, Inc. 


William Lowe, president and sole owner 
of Roger Wurmser, Inc., 610 Fifth Ave., 
New York, amnounced recently that ihe 
firm name has been changed to William 
Lowe, Inc. Koger Wurmser has not been 
associated with the firm since his with- 
drawal several years ago and consequently 
has had no further interest in the firm. 


No other changes have been made in 
the organization. Erwin Kay, Francis J. 
Ruckert and Eugene V. Sher will continue 
in their present capacities. Kazanjian 
Bros. of Los Angeles will continue to carry 
their line on the Pacific Coast. 











Swiss Display New Fall 


Smartly styled watches, keyed to the new 
feminine fashions for this fall and winter, 
were introduced July 10th by the Watch- 
makers of Switzerland at a preview for 
American fashion writers held at the Park 
Lane, New York City. 

Artfully designed as accessories for any 
dress or occasion, the eye-arresting time- 
pieces which were shown ranged from 
dazzling creations to watches of tailored 
simplicity and modest style for business, 
home and outdcor use. 

Aware of the individual requirements 
of each wardrobe, the Swiss stylists showed 
their 1951-52 timepieces encased in plati- 





Crisp in design, this rich-looking timepiece 
will provide a back-to-school costume ac- 
cessory for the well-dressed younger set. Its 
wire-shaped ends set off the 18-karat gold 
case and raised crystal, while a bright red 
suede band adds fashion charm. 


num, white and yellow gold, steel, enamel, 
plastic and leather. The watches ranged 
from the wrist type to unique accessories 
that can be worn as pins, pendants, rings 
and lavalieres. 

Aptly called “Fashions in Time—for Fall 
and Winter”’—the preview featured live 
models in dresses ranging from high fash- 
ion to resort apparel—each wearing a 
watch harmonizing with the _ individual 
costume. 

One new development is wider use 
throughout the moderate price range of 
“custom” features which formerly were 
exclusive to luxury watches—such as 
hinged dials concealed within elaborate 
bracelets or lapel ornaments, and snap- 
cover designs. 
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and Winter Watch Styles 








These ingenious timepieces were designed 
by Swiss craftsmen as costume accessories 
for fall and winter. One is a handy pen- 
knife-and-pencil set (left) in engine-turned 
14-karat gold. Included also is a key blank. 
The other timepiece is enclosed in a com- 
pact, convenient gold “envelope” which 
snaps open when pressed below the flap. 


While yellow gold remains the pre- 
dominant favorite, additional emphasis now 
is being placed on wider usage of white 
gold. This is used as a replacement for 
many former platinum watches and brace- 
lets under current metal restrictions. 

A wide variety of utility and special- 
feature watches were displayed—including 
shock-and-water-resistant models. Many of 
them featured sweep-second hands and 
radium dials for easier reading, as well as 
calendars for business use and self-wind- 
ing movements for everyday wear. 





For the most luxurious formal occasion, this 
Swiss watch is set with precious diamonds 
and large heart-shaped amethysts. Its pre- 
cision movement is enclosed in a 1|4-karat 
gold case of pillow design, with a supple 
gold-link band to match. 


JEWELED 
CUFF LINKS & LIPSTICK 





14 KT. GOLD & PLATINUM 


Powder Boxes + Bracelets 
Necklace Clasps + Clips 
Lipsticks + Cuff Links 
Brooches + Rings 
Earrings 


GUTENSTEIN BROTHERS 


18 EAST 53 STREET 
NEW YORK 22,N. Y. 














LEASE 
Excellent Corner 


Allentown, Pa. 
20 x 60 
Full Basement 


a Albert B. Ashforth, Inc. 
NBR) s12. E.. 44th St., N.Y. MUrray Hill 2-1100 


Earl S. Kester Co. 


519 Linden St. Allentown, Pa. 
Phone: Allentown 4-5216 

















114 Baronne St. 


ANTIQUE REPRODUCTIONS 


Keystone 


Send for our Brochure, featuring 
19 beautiful antique reproductions 
of Rings and Crosses; each a 
masterpiece of Beauty and Work- 
manship. Low Prices; Prompt 
Service. 


ANTIN’S 


Antique Reproductions 
New Orleans 12, La. 
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Equipment and Supplies 


Manufacturing Jewelers 
Assayers and Refiners 


Investments Ovens 

Wax, Rubber _—_ Furnaces 
Crucibles Injectors 

Tongs Casting Machines 


Our entire organization, 
our specialized production 
knowledge, our own de- 
livery truck, and our shop 
for equipment repairs and 
special construction work, 
are all at your service. 


ALEXANDER SAUNDERS & CO. 


New York 14, N. Y. 
WaAtkins 4-8880 


95 Bedford St. 

















40 years 


Repairing Seed 
Pearl Jewelry for 
the Trade 


Send us your 
Repairs 





BEFORE 


We carry @ 
complete line of 
Seed Pearl 
Jewelry. 

Also complete 
line of Real 
Bohemian Gar- 
net Jewelry. 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 














KCSW's Outstanding Course in 


WATCHMAKING 


Now Available by Home Study 


Write for Information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. HS Kansas City 6, Missouri 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 


Specializing in Calibre 1/2, 14-2 mm 
Round Machine Cut 1 to 10 mm 
35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 
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Fun and Frolic Highlight Boston Jewelers Outing 





In the softball game between the Jets and the Rockets, the Jets, above, scored 28 runs to 
the four runs scored by their opponents. Left to right, front row: Clarence Lund, captain of 
the team; William Murray, Jewelers Building, umpire, and Paul Lifsett, of Nathaniel |, 
Goodman, Inc., Jewelers Building. Back row, left to right: Donald Parker, D. C. Percival & 
Co., Jewelers Building; Lawrence Glovin, J. & S. S. De Young, Inc., Washington Building; 
Vincent Daily, Edmund W. Kirby Co., Jewelers Building; Arthur Brodie, Concord Watch Co.; 
George Paul, Felch & Co., Providence; Samuel Musco, Handy & Harman, Providence; Robert 
Brennan, Speidel Corp., and Fred Kunz, Washington Building. 


There was plenty in the way of sports 
and fun for all who attended the annual 
summer outing of the Boston Jewelers 
Club at the New Ocean House, Swamp- 
scott, Mass., Wednesday, June 20. 

Two teams of soft-ball players—the Jets 
and the Rockets—lined up for play with 
William Murray of the Jewelers Building 
serving, as usual, as umpire. The Jets 
scored 28 runs to the 4 runs of their op- 
ponents, Clarence Lund was captain, and 
those on the winning team were: Paul 
Lifsett, of Nathaniel I. Goodman, Inc., 
Jewelers Bldg.; Donald Parker, D. C. 
Percival & Co., Jewelers Bldg.; Lawrence 
Glovin, J. & 5. S. DeYoung Inc., Washing- 
ton Bldg.; Vincent Daily, Edmund W. 
Kirby Co., Jewelers Bldg.; Arthur Brodie, 





Winner of the tape-tearing race, Thomas 
Hossley (left), Jabel Ring Mfg. Co., New- 
ark, N. J., is shown with George Paul, Felch 
& Co., Providence, who came in second. 








Concord Watch Co.; George Paul, Felch & 
Co., Providence; Samuel Musco, Handy & 
Harman, Providence; Robert Brennan, 
Speidel Corp., and Fred Kunz, Washing. 
ton Bldg., Boston. Charles Thomae, of 
Charles Thomae & Son, Inc., Attleboro, 
was chairman of the softball games. 


Arrangements were made to play golf 
at the nearby Tedesco Country Club, with 
J. Gould Covk of A. Stowell & Co., and 
Allen Davidson of Thomas Long Co., Bos- 
ton, as co-chairmen. Winners in this event 
included James Hossley, Jabel Ring Mfg. 
Co., Newark, N. J.; Archie Swanton, Attle- 
boro, Mass., with a best net score of 72; 
E. M. Webb, of Handy & Harman, Provi- 
dence, with a best gross of 82; and 
Anthony Setapen. 

The three-legged race, in charge of 
David C. Percival, Jr., of D. C. Percival & 
Co., Jewelers Building, resulted in _ the 
team of Vincent Daily of Edmund W. 
Kirby Co., Jewelers Bldg., and Edward 
Reagan of Reagan, Kipp Co., Boston, 
coming in for first prize; Donald Parker 
of D. C. Percival & Co., and Fred Kunz, 
Washington Building, second; and Michael 
Mahar of Mahar & Engstrom Co., Jewelers 
Bldg., and Dick Tucker of International | 
Silver Co., third. 


Roy S. Brooks of Mauran Watch Co., 
and vice-president of the Club, had charge 
of the potato race, and Thomas Hossley, 
Jabel Ring Co., came in first, trailed closely 
by George Paul, Felch & Co. Herbert L. 
Thomae was chairman of the bag race, won 
respectively by Thomas Hossley, Vincent 
Daily, and Edward Reagan, Jr. John S. 
Kennard kept close track of those who 
entered the various heats of the tape-tear- 
ing race, and clocked Thomas Hossley as 
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winner of first prize, and George Paul, 


second prize. | | 
Following a shore dinner, the entertain- 


ment program was chairmanned by Roy S. 
Brooks, aided by John S. Kennard. Sturgis 
C. Rice, president of the Club, and Ells- 


worth W. Read, secretary-treasurer, wel- 





Winners in the golf tournament included, 
left to right: James Hossley, Jabel Ring 
Mfg. Co., Newark, N. J.; Archie Swanton, 
Attleboro, Mass., best net score of 72; E. 
M. Webb, of Handy & Harman, Providence, 
best gross score of 82, and W. G. Weber, 
who represented the fourth winner, Anthony 
Setapen, obliged to leave before this photo 
was snapped. 


comed members and guests, and the varied 
entertainment acts were well received. 
Miss Peggy Alexander startled many by 
her keen memory and her sharp wit, as 
she called upon some 15 of the members 
and guests to take part in a cheese-cake 
show for the benefit and fun of all. 





Ed Webb Cops Championship 
In New England Golf Tourney 
Ed Webb of Handy & Harman, who lost 


in a playoff a year ago, fired a 73 and won 
the 1951 championship of the New England 
Manufacturing Jewelers’ Golf Association 
June 26th at Ledgemont Country Club in 
Seekonk, Mass. 

Webb finished six strokes ahead of his 
nearest rival, W. G. Mittendorf. A field 
of 123 competed. Webb played an excep- 
tionally steady game and completed the 
first nine holes in one under par of 35. 

Over the complete route he was credited 














Learn 


DIAMOND CUTTING 
Earn Big Pay! 


Enroll now at the Only School in America training 
= in this profession. Become an expert in this 
ighly paid profession in only 14% months. A fas- 
cinating, highly-skilled field offering high income and 
always a demand for your services. 
Our courses, under personal instruction, prepare you 
for several lucrative fields: Diamond Cutter, Gem 
ter, Stone Buyer, Wholesale Jeweler and Importer, 
Jewelry Grader aud Appraiser. 
Enrollment Limited—So don’t delay. Write now for 
full details. Approved for G. I.’s. 


STEWART GEM & DIAMOND CUTTING INSTITUTE 
565 Main Avenue Passaic, N. J. 

















REWARD 


Your reward is no lost Watch Repair Sales 
when you order from POLTOCK, because 
we are a Supply House for all ‘‘Hard-to-Get”’ 
Watch Parts—Swiss and American! Write 
Dept. J for FREE Ligne Gauge, Catalog 
and Stationery. JOHN A. POLTOCK & 

+ 15 Maiden Lane, New York 38, N. Y. 
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with 14 pars, one birdie and three bogeys. 
He beat par on the 215-yard sixth hole, 
banging an arrow-like tee shot to the 
carpet. 

Mittendorf won first net in Class A with 
his reduced 67. Jack Henderson posted 
84-15-69 for the second net award, while 
Nate Newberry, 86-15-71, and Brooks Wall, 
81-10-71, tied for third. Newberry won 
the draw. 

Posting identical cards of 87-19-68, 
Sterling Atwater and John Smith tied for 
both the top gross and net prizes in Class 
B. Atwater won the gross award in the 
draw and the net prize automatically went 
to Smith. 

Three players posted reduced 69s and 
tied for second and third net in this divi- 
sion. Al Berghahn, 89-20—69, won second 
in the draw, and Ed Reechia, who had a 
similar card, took third. Roy Vaill, 92- 
23—69, was shut out in the draw. 

Bill Newman, one of the state’s leading 
amateur shotmakers, posted a 76 and won 
gross honors in the guests’ division by 
three shots from Eddie Corveno. 

Frank Perry led the net competition 
with a 63, finishing two shots ahead of 
Edgar Ebeling. 

A Kicker’s Handicap also was held. 





Dickerson Leaves NEMJ&SA 
To Become Jewelry Consultant 


Charles E. Dickerson, staff engineer of 
the New England Manufacturing Jewelers’ 
& Silversmith’s Association since August, 
1947, has resigned from the staff to operate 
independently as an engineering consultant 
for the jewelry industry. 

He will inaintain headquarters in the 
association’s offices in the Sheraton-Bilt- 
more Hotel in Providence and while spe- 
cializing in jewelry will also be available 
to other industries. 


CHARLES E. 
DICKERSON 





Services will include wage programs, 
stock and inventory controls, direct labor 
costs and cost analysis. 

Prior to joining the association’s staff he 
had been with machine tool builders and 
small precision manufacturers of the area 
for 15 years serving in various operational 
and executive capacities. His last afhilia- 
tion was with Federal Products Corp., 
where he was chief of production stock 
control. 





Gold-Silver & Co. Moves 


Gold-Silver & Co., wholesale importers 
and distributors, recently announced the 
removal of their offices and showrooms to 
new and larger quarters at 514 Deaderick 
St., Nashville, Tenn. 











y 4 l4kt. Gold 
Bangle 
Watches 


LINK 
BRACELET 
WATCHES 


Exclusive Designs 


Styled and Manufactured 


ERIC E. SIEBERT 


INCORPORATED 


gh 665 Fifth Ave. 
ir, New York 22, N.Y. 














REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
“ Coast 
Betore ) ( After) 
Highest 
Quality 
Workmanship 














HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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I will be at the Waldorf-Astoria 
A.N.R.].A. Convention, Booth 
28, to introduce my individual 
jewelry consisting of prectous 
and semi-precious stones com- 
bined with cultured pearls. You 
will be welcome at my booth 
where I will present my newest 
creations. 


Until the convention... 


Holic Gabor 


699 MADISON AVENUE 
NEW YORK CITY 

















TAKE ORDERS FOR RELIEFAGRAF 


WEDDING 
INVITATIONS 


CALLING CARDS - INFORMALS 
PERSONAL STATIONERY .. . 


Jewelers and Fine Stationers feature our 
Reliefagraf (no plates needed) products 
as the finest available. Orders taken from 
Sample Book with yo stock to carry. 
Extra sales and good profits are assured. 


Write for details. 


TURNER & PORTER, INC. 


BUFFALO 9, N. Y. Established 1892 

















Combined Program of Business and Fun 
Highlights New Hampshire RJA Convention 


More than 200 New England jewelers 
their wives and friends attended the 36th 
annual convention of the New Hampshire 
Retail Jewelers Association at the Hotel 
Wentworth-by-the-Sea, Portsmouth, on June 
24 and 25. Registration on Sunday was 
followed by dinner and a concert in the 
ballroom. 

Monday morning’s business meeting was 
opened with invocation by the Rev. Wil- 
liam W. Lewis of Portsmouth. Louis B. 
Lemay of Lemay Brothers, Manchester, 
president of the association, welcomed the 
members and guests, and Paul W. Mono- 
hon, sales and advertising manager of B. A. 
Ballou & Co., Inc., spoke on the subject, 
“The Priceless Heritage.” A report on the 
activities of the American National Retail 
Jewelers Association was made by Robert 
A. Abbott of Wood-Abbott Co., Lowell, 
who is vice-president of the New England 
Region for that organization. 


New officers elected for the coming year 
were: Walter Sawyer Keene, president; 
Herman Page, Portsmouth, vice president, 
and Mrs. Walter Sawyer, Keene, secretary- 
treasurer. 


At noon, a big clambake was thoroughly 
enjoyed by everyone, and the afternoon 
was given over to sports, golf and bridge. 
A large array of valuable gifts had been 
donated as prizes for these events, and as 
door prizes. 

At the banquet, George Stuart of Con- 
cord, served as master of ceremonies. His 
many friends in the industry will regret to 
learn of his untimely death at Concord 
only two weeks later, on July 8th. 











Jack Sawyer of Laconia served in the 
distribution of prizes and Mrs. Herbert W. 
Stranger, Jr., entertained as soloist. 


Among the sports events, several games 
for the women attracted a large number 
of contestants who played guessing games, 
paper-plate throwing, a bean game, a shoe 
game, and threading the needle. For those 
less strenuously inclined, there was plenty 
of enjoyment in just watching the 
contestants. 


Top winners in the various events ip. 
cluded: Mrs. Thomas Tierney, guessing 
game; Mrs. Henry Nolin, paper-plate 
throwing; Jane Demontigny, bean game: 








Wise-cracking Edward Everett Horton (sec- 
ond from right), screen and stage star, 
was a guest of the New Hampshire RJA 
at their annual convention. Shown above, 
left to right, are: Herman Page, Portsmouth, 
newly elected vice president; Walter A. 
Sawyer, Keene, newly elected president; 
Mr. Horton, and Jack Sawyer, Laconia, 
member of the souvenir committee. 








#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
tn esenneseeees «+ees $7 K 
#22) Genuine Morocco Leather 
case—Wine, Red. Black, Blue. 
Brown, Green. ...... $11 K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 

rown, Tan, Red and ane 


TRAVELING CLOCK CASES 


2%” and 25” for Swiss and 
Waltham. Immediate Delivery 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 





Here, obviously mugging the camera, in the foreground on the left, is Bobby Mahar, son of 
Michael Mahar of Mahar & Engstrom Co., Boston. Directly back of Bobby Mahar one sees 
Bobby Brennan, Jr., son of Robert Brennan of the Speidel Corp.; Mrs. Ruth Reilly; Mrs. Alice 
Mahar, and "Bob" Brennan. In the row on the right is Mike" Mahar; William Murray, Jr.; 
Mrs. Doris Chapman; Vincent Chapman; Mrs. Bob Brennan, and Mrs. Helen Cushing. 
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Hilda Payne, shoe game, and Mrs. Fern 
Allie and Irene Haire, a team in thread- 


ing the needles. 


RRS 





Sa 


Edward Beaulieu of the Geo. T. Springer 
Co., Portland, Maine, adds a few lobster 
decorations in the way of extra claws, as 
Mrs. Beaulieu smilingly tries to duck the 
camera. 


ee le ae a 


Stee 





A banquet at night was followed by an 
entertainment program, in which little 
Ginger Lemay, daughter of Mr. and Mrs. 
Louis B. Lemay of Manchester, partici- 
pated. The entertainment was followed by 
dancing. 
Anson Designs ‘Fool-proof* 
Safety Device for Foot Presses 


Anson, Inc., Providence tool and jewelry 
manufacturer, describes as “fool-proof” a 
safety device it has just designed for foot 
presses. 

It claims that the low-voltage electrically 
controlled device will make it impossible 
for operators to get their fingers mangled 
between the moving parts of a foot press 
tool. 

Here’s how it works: 

A part of the electrical control is a trip 
lever which extends in front of the ram. 
This lever is rigid unless two buttons on a 
control panel are pressed by hand simul- 
taneously. 

With the aid of adjustable stops on the 
face of the ram, the trip lever prevents 
the ram from lowering and bringing the 
upper and lower parts of the tooling to- 
gether. Both hands must be used to release 
the trip lever, thereby taking them out of 
harm’s way. 

In making the stops on the ram adjust- 
able Anson has made the device versatile. 
The stops can be quickly and easily ad- 
justed to accommodate tooling of varying 
sizes. It is completely out of the way of 
the set-up man when new tooling has to 
be installed. 

Placement of the dual release buttons 
was based on motion study. There is no 
lost motion. The operator uses her left 
hand to remove finished work and sets new 
work in place with the right hand. Then 
both hands drop normally to a position 
Just in front of the tooling on the bench 
of the press where the buttons are con- 
tacted. The device will not work by touch- 
ing either of the two buttons separately. 
Both must be pressed down together. 

Anson, now one of the country’s leading 
producers of men’s jewelry, was originally 
a tool and die manufacturing company. 
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It entered the jewelry manufacturing 
field five years ago with one tray of items. 
Today its line numbers in excess of 3000 
items. 





Swiss Announce Third Annual 
Watch Inspection Time Contest 


The Watchmakers of Switzerland have 
announced their third annual national 
“Watch Inspection Time Contest,” to be 
held in conjunction with the Jewelry 
Industry Council’s promotion, September 
6 to 15. 

Fifteen prizes will be awarded to the 
winning entries, with “surprise” awards 
also to be given to each local horological 
guild in which the winners hold member- 
ship. 

All that is necessary for entry in the 
contest is to complete the sentence, “I 
prefer using Official Swiss Packaged 
Watch Repair Material because .. .” in 
50 words or less. Each entry must be 
accompanied by the identifying label from 
a package of Official Swiss Watch Repair 
Material, and mailed not later than mid- 
night, October 1, to the Watchmakers of 
Switzerland Information Center, Inc., Con- 
test Department, 730 Fifth Ave., New York 
19, New York. 

First prize in the contest will be a pre- 
cision-made Bergeon lathe. A fine Swiss 
Micrometer will be awarded to each of the 
next four best entries. An imported Swiss 
balance poising tool with case will be given 





NEW PATTERN 
IN 14Kt Gold 





Also Available in 
Cuff Links Tie Clips 
Bill Clips Belt Buckles 

Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Fountain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
Herbert Wood, 649 S. Olive St. 
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to each of the other ten winners. 
Mr. 





NO: Se Gm Se 


A lovely 
ALVA PEARL SET* 


smartly boxed in a 


GENUINE 
LEATHER HANDBAG 


(complete with bevelled 
edge mirror, compact and 
purse compartment) 


Case in brown, red, 
green or blonde ieather. 


A PACKAGE 
of DISTINCTION 


that will triple your profits 
$15 Keystone 


Alva Pearls, inc. 
220 Fifth Avenue — N.Y.C. 
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Your Christmas business 


is “IN THE BAG” 








Original Pearl and Rhinestone Creations 
Jewelry Fair, New York, Waldorf-Astoria, Booth 319 
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tions; and Mr. and Mrs. Jerry Eno, 
Skowhegan, amusements. 

6éga . . T $9 . e -_ 
q “Smiling Nate,” as he is known in World 
I’s Yankee Division—Nathaniel | 





q The jewelry firm of Ratzkoff Brothers, 
which for the past 47 years has been 
located at 120 Tremont St.. Boston, has 
moved to a new location in rooms 816-318 War 


Washington Building, quarters formerly Goodman, 1006-7 Jewelers Building—was 
occupied by Charles W. Alsterlund Co. re-elected for the 20th term as president 
The Ratzkoff brothers—Jacob, Peter and of the l0lst Sanitary Train and Aj 


Ambulance Companies and Field Hospitals 
of the old 103rd Ambulance Division, at 
a three-day convention of that group at 
the Rockingham Hotel, Portsmouth N. H, 
last month. Mr. and Mrs. Goodman both 
attended the wedding of the daughter of 
jeweler and Mrs. Meyer Kassner in La. 
conia, N. H., on July 15. Other Goodman 
employees, including Mr. and Mrs. Paul 
Lifsett and family, and Miss Doris Perry, 
bookkeeper, have been vacationing. 

q Mrs. Rose Marshall, secretary of the 
Travis, Farber Co., 909 Jewelers Building, 
and her husband Joseph, opened their new 
summer home in Furnace Colony, Pem. 
broke, Mass., for the 4th of July week-end 
and entertained a number of jewelers, 
among them M1. and Mrs. James Blessing- 
ton of J. B. Blessington & Sons, Lynn, 
Mass.; Mr. «and Mrs. George Alman, of 
Quincy Jewelry Co., Quincy, Mass., and 
Robert Johnson of the Parker Pen Co., 
Boston. They christened the corner of the 
new home with a bottle of champagne, and 
later launche21 their boat, the Glabesnit, at 


~~, | Zz | Abraham L.—are wholesalers of diamonds 
= ~~ Fe and other precious stones. Richard “Dick” 

oo, Ve McGovern, who was in partnership with 
ba Charles Alsterlund, Jr., and who carried 
on the business after the senior Alsterlunds 
moved to California, has liquidated the 
partnership and is going back to his old 
love, accounting. Vincent “Vin” O’Neill, 
watchmaker with Alsterlunds, is remaining 
with the Ratzkoffs. Meantime, the entire 
quarters have been completely remodeled. 
q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., recently took on a new 
appointment, involving the sort of work 
he loves—judge of a North Shore Bathing 
Beauty contest, held at Beverly Beach, 
June 17, where Miss Natasha Smith, one- 
time employee in his store, was chosen as 
“Miss North Shore,” competing later at 











Style 21672 
Style #1672 is typical of Alice quality 
and styling. Beautifully designed and 
finished, the handsome pendants are 
sculptured of solid stock. Be sure to 
see the completely new Alice Fall line 

. including a fine selection of new 
styles to retail from $2 to $5. 


Thru the wholesaler $190 
JEWELRY CO. Atlantic City. 


SCE iy Tes R. 1. 8% | = Members of I. Alberts’ Sons Associates, 
gm — eS of the 8th floor, Jewelers Building, met 
ne : recently with the group’s new president, 
Miss Frances Fogel, assistant bookkeeper, 
and completed plans for the annual clam- 










THE ; 

° bake, scheduled to be held at Crane’s Scituate Harbor, Mass. 
Seas Beach, Ipswich, Mass., on June 23, but q Mr. and Mrs. Joseph S. Jason, of Jason’s 
canceled on account of rain. A “rain Jewelry Store, Manchester N. H., moved 


into their new ranch-type home on July 1 
q A news item with picture in the Bristol, 
Conn., Shopping News, tells of Mrs. Al- 
berta M. Chesley, former jewelry store 
owner at Presque Isle, Maine, being ap- 
pointed by Abraham Cohen, of Cohen’s 
Jewelry Store, 129 Main St., to manage 
and also do buying for that store. The 
new manager, who resides with her hus- 
band, Lloyd, and son, Robert at 81 Vincent 


—_ ALL EVE NTS 


-_ 70 YEARS OF 
QUALITY AND SERVICE 
THROUGH THE WHOLESALER 
SPORTS CATALOG ON REQUEST 
ta ee Mm. FISHER COMPANY 
NUFACTURING JEW 


BOX 60. ATTLEBORO, MASSACHUSETTS 


check” was taken, and the event will be 
held later. 

q As this issue went to press, plans were 
about completed for the annual convention 
of ine Maine Retail Jewelers’ Association, 
to be held at the Samoset Hotel, Rockland, 
Maine, Aug. 26 and 27. Henry Nolin, of 
Lewiston, is in charge of arrangements 
and was assisted by Lloyd Daniels, Rock- 
land, publicity; Lionel Tardiff, Waterville, 
sifts; Miss Glenna Pratt, Bangor, invita- St., Bristol, has had 23 years’ experience 
with gems and jewelry. In 1935, she 
toured gem, glass, diamond, and jewelry 
factories in Amsterdam, Venice, and 
Florence. 

q Andrew May of the Bulova Watch Co., 
and Mrs. May, both of Wellesley, Mass. 
celebrated their 25th wedding anniversary 
on July 1 at the home of Lew Kane, Old 
Saybrook, Conn., and received many fine 
gifts of silver.. Among the jewelers present 
were Mr. and Mrs. Bernie Smith of Smith 
& Zaff, Jew2lers Building, Boston. 

q During July, several display windows of 
the Boston Institution for Savings con- 
tained collections of bookplate engravings 
done by John Hudson Elwell, now associ- 
ated with Kennard & Co., jewelers. Mr. 
Elwell, one of the few remaining bookplate 
craftsmen in the country, has designed 
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NEW QUARTERS 


REPRODUCTIONS 


72 K STREET 
“: «BOSTON, MASS. 














Sold direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 











The Church Co., Boston jewelers formerly 
located at 47 Winter St., are now situated 


NICKEL SILVER 
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in new quarters (shown above) at 2 New- 

bury St. The front of the new building which 

the firm now occupies was refinished re- 

cently in two-color green, with black iron 

and chromium. Here and there shell pink 
adds a touch of modernity. 





and engraved fancy bookplates for promi- 
nent Boston families for more than 50 
years. 

q Roy L. Spring, yachting jeweler of 708 
Jewelers Building, whose “Flo-Roy” is 
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docked this summer al Pocassett, Mass., 
was host to a number of fellow yachtsmen 
trom the Quincy Yacht Club over July 4th, 
among them Roy S. Brooks, of Mauran 
Watch Co., in his yacht “Marilyn.” 

4 Lawrence Guiness, of Louis F. Guiness, 
Inc., 711 Jewelers Bldg., spent two weeks 
during July at Pine Camp, N. Y., on 
maneuvers with the Yankee Division, Mas- 
sachusetts National Guard. Miss Charlotte 
Koch, bookkeeper with the same firm, was 
vacationing at Nantasket. 

4 Vacationing in Maine occupied many 
with the M. S. Page Co., Sth floor, Jewelers 
Bldg. with John J. Mahoney at Old Or- 
chard, and Walter Forbes at Wells Beach. 
4 Vincent Daily, for the last seven years 
working summers and week-ends at the 
Edmund W. Kirby firm, 304 Jewelers 
Bldg., graduated from Boston College on 
June 13, cum laude, and will return there 
in the fall for his master’s degree, serving 
as assistant at the college, and terminating 
his work with the Kirby Co. Miss Anna 
Egan of the same firm, was on a motor 
trip to San Francisco. 

4. W. “Rommy” Nathan, 300 Washing- 
ton Building, is recuperating from an 
operation performed on July 2. 

4 Martin Kinsberg, proprietor of the 
Dewey-Richman Co., Manchester, Conn. 
was in Boston recently, and told of plans 
for early remodeling of his store, 767 Main 
St.. which will include new lights and 
cases. 

q Members of the Alfred F. De Scenza 
firm, 609 Washington Bldg., have turned 
carpenters this summer, helping Fred De 
Scenza complete his log-cabin-style ski 
lodge at Lake Ossippee, N. H., the interior 
of which is being finished in knotty pine. 
The 50x30-fcot lodge has been built en- 
tirely by Fred and his friends. 

q Frank Jackson, formerly associated with 
Peterson’s Jewelry Stores in Needham and 
Brookline, Mass., is now traveling the New 
England territory with John Nelson for 
Swartchild & Co., 502-5 Washington Bldg. 
q Stockroom of the Joseph Gann Co. 404-7 
Washington Bldg., is being converted into 
extra office space. Meantime Joseph’s son, 
Herbert, is working in the store during 
his summer vacation from college. 


q William Bing-You, for several years 
associated with the Henry Kamlot Co., 
307-11 Washington Bldg., was married on 
July 8 to Miss Jennie Jane Der. 

q Miss Phyllis Meier, for nine years with 
the gold department of A. Stowell & Co.., 
Boston, and well-known in the trade, is 


to be married August 4, and plans to live 
in New York City. 


q.L. H. Porter, watchmaker, 403 Jewelers 
Bldg., is enjoying an all-summer vacation 
on his farm down in Maine near 
Waterville. 


4 Many customers have been attracted to 
the point of purchasing by a new sign 
in the M. S. Page Co., 508 Jewelers Bldg., 
which invites them to “Name Your Price 
and You May Get It!” The neat little 
trick has been the means of clearing up a 
number of odds and ends of merchandise. 
q Two oldtimers recently marked their 
48th anniversaries in the Jewelers Bldg— 
William J. Murray, Room 901, on May 29. 
and Ralph Cohen. Rooms 306-7, on June 6. 
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q Herman D. Page, jeweler of Portsmouth, 
N. H., has installed a modern new Pitts- 
burgh plate glass front on his store there. 
q New England jewelry salesmen bring 
back word of the modernization of the 
John C. Stoughton jewelry store, Platts- 
burg, N. Y. 

q Lewis E. Albert, registered jeweler, 
formerly associated with the George T. 
Springer Co. Portland, Maine, took charge 
of the diamond department in the Chestnut 
Hill, Mass., branch store of the Thomas 
Long Co. on Aug. 1. 

q Announcement by Charles H. Bell states 
that the partnership of Whit-Bell Jewelers, 
successors to S. C. Crosby, Whitman, 
Mass., was dissolved and that the firm will 
still be known as Whit-Bell Jewelers. 
Harold A. Whitman was one of the two 
partners. 

q Mrs. Ella Bird, secretary of the New 
England Guild of the American Gem So- 
ciety, and gemologist for the Smith- 
Patterson Co., is at home in Needham, 
Mass., recuperating from a recent illness. 
q Max Alberts, a member of the firm of 
1. Alberts’ Sons, 8th floor, Jewelers Bldg., 
and associated with that company for 40 
years, died on July 1. 

q Morris Lait, formerly with Style-Rite 
Novelty Co., Jewelers Bldg., who had 
retired and moved to Old Town, Maine, 
died on June 18. 


q George Stuart, jeweler of Concord, N. H.., 
and most recently remembered for his 
srand work on the entertainment com- 
mittee of the New Hampshire Retail 
Jewelers Asseciation convention at the 
Hotel Wentworth-by-the-Sea June 24 and 
25, died in Concord on July 8. 





Bradley to be Guest of Honor 
At Gala Bulova Celebration 


General Omar N. Bradley will be guest 
of honor at a gala homecoming celebration 
to be held August 14th at the Joseph 
Bulova School of Watchmaking, Woodside, 
L. I. The General was guest of honor at 
the first graduation exercises of the school 
on August 14, 1946, as the then head of 
the Veterans Administration. 


Twenty disabled veterans who comprised 
the original graduating class are planning 
a gala homecoming, many with their fami- 
lies. Practically all of them are now hold- 
ing jobs as repairers with retail jewelers 
or as repairers on their own throughout 
the United States and Canada. Also ex- 
pected to attend the homecoming are some 
237 additional veterans who graduated from 
the school in the last five years. 


The Bulova celebration will in no way 
conflict with the scheduled program of the 
American National Retail Jewelers Asso- 
ciation’s convention which will then be 
underway at New York’s Waldorf-Astoria 
Hotel. Festivities, including refreshments, 
will commence at 3:00 P.M. Woodside is 
only 30 minutes from the Waldorf and 
private cars will be made _ available. 
Tickets to the exercises can be obtained by 
writing to or personally applying at 
Bulova’s New York office, 630 Fifth Ave., 
two blocks from the Waldorf. They may 
also be obtained bv telephoning Circle 
5-7700, Homecoming Desk. 








From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 


805 Sansom St. Philadelphia 7 
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DO YOU HAVE 
THESE TWO VALUABLE 


WATCHMAKER’S BOOKS? 


@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— 


Complete identification to all popular 
chronographs now sold in the U. S. . 
137 illustrations, 48 pages ...a page for 
every chronograph with a photo of both 
movement and dial sides ... ONLY 
25 CENTS! 


@ THE CHRONOGRAPH WATCH MAINSPRING 
GUIDE— Shows width, strength and length 
of chronograph mainsprings in both Denni- 
son and metric measurement . . . AND, a 
quick, accurate method for estimating 
chronograph mainspring job charges. Fully 
illustrated. ONLY 50 CENTS! 


order TODAY from 


Esembl-0-Graf Research Laboratories 
Desk N-18, 807 Ridge Ave., Pittsburgh 12, Pa. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


-'Wholesoale Jewelers 
134 So. 8th St. Phila. 7, Pa. 











LEARN WATCHMAKING | 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
‘Vor P.L. 16 Veterans & 346 


pony COLLEGE OF HOROLOGY 
W. Somerset St., Phila. 
ha Dept. “KK” H’d © 
BAidwin 9-1376 
Arthur T. Johnson, Prineipal 
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WATCHMAKERS 


Genuine American or Swiss material 
guaranteed to fit 


HARD TO GET PARTS 
Staffs & Jewels fitted Same Day Mail Service 
Request price list 


AMLET WATCH CO. 


116 Nassau St. New York 38 
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q Thousands of Philadelphians stopped 
during the month of July to inspect the 
eye-catching and educational window dis- 
play of M. Rosnov, jewelers and silver- 
smiths at 719 Sansom St. Featured in the 
display were authentic photographs on 
diamond mining and cutting, showing the 
step-by-step progress of a diamond from 
its rough to finished stage. Also included 
in the display were the various tools and 
instruments used in diamond mining and 
cutting. 

q Time Watches, retail store at 30 S. 15th 
St., which for the past few years has 
specialized exclusively in timepieces, is 
now a full-fledged jewelry store with a 
well-rounded variety of merchandise. The 
firm is currently promoting summer cos- 
tume jewelry and time pieces. 

q In an attention-getting tie-in with a city- 
wide celebration, J. E. Caldwell & Co. 
extended an invitation to Philadelphia visi- 
tors during the commemorative observance 
of the signing of the Declaration of Inde- 
pendence to visit their store and see the 
many interesting selections of gifts and 
souvenir keepsakes they carry. Out-of-town 
visitors were also invited to inspect a 
bronze replica of this historical document 
in the store’s window which featured a 
bronze image of George Washington and 
numerous reproductions of early Philadel- 
phia silverware. A true-to-scale miniature 
reproduction of the Podium end of the 
Declaration Chamber of Independence Hall 
was the center of attraction. 

q Roberts Jewelers of 6125 Ridge Ave., are 
making sure their customers are familiar 
with store hours during the summer 
months. A chrome-framed announcement 
covering most of the lower half of the 
modern, all-glass door gives details of 
store hours so that even motorists riding 
by the shopping section of busy Ridge 
Avenue can read it. 

q Cpl. Irwin Feinberg, vice president of 
Max D. Feinberg Co., 722 Sansom St., 
was married June 22nd to the former Miss 
Jeanne Louise Swatt in El Paso, Texas, her 
hometown. After their honeymoon the 
couple drove to Fort Dix, N. J., where 
Cpl. Feinberg is stationed. His wife will 
take up temporary residence nearby. 

( The dignity which is always associated 
with the Caldwell name is combined with 


_ clever promotional technique in a piece of 


institutional copy sent to customers on the 
firm’s mailing list. It begins: “The House 
of Caldwell—a restatement of policy—and 
a pledge for the future.” The copy con- 
tinues with this enviable style: “He 
(James E. Caldwell, founder) had a firm 
faith that Philadelphia would support a 
jeweler who dealt only in wares of supreme 
and unvarying excellence...” 

q Among the many clever reminders to the 
public that summer is the time to have 
watches and clocks repaired is the sign 
in the window of John D. Enright’s shop 
at 117 S. 13th St. The framed notice on 
the wall of the window reads in part: “If 
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the last few months have been hard oy 
your watch, if it gains or loses time, o, 
just sulenee to go...bring it in and le 
our expert nacanie put it back in tip. 
top shape...the cost is surprisingly 
moderate.” 

q Another sotable repair booster is the 
series of windows at S. Kind & Sons a 
this writing. Supplying background for the 
messages are colorful pictures of typical 
vacation scenes, with people enjoying the 
usual array of sports and soirees. One 
window reminds the public: “While vaca. 
tioning, let Kind’s expertly service your 
watches and clocks.” Another invites folks 
to have their silver refinished; and the 
third suggests that they have their dia. 
monds remounted. Before and after 
samples dramatize effectively each of the 
three windows. 

q Barr’s tiny summer bride doll has at. 
tracted many “ahs” and “oohs” along with 
the baskets of miniature flowers which be- 
deck the windows of the main store at 
1112 Chestnut St. 

q L. Jagielky of 1603 Walnut St. is pro. 
moting jewelry for the summer bride with 
a window display that features a series 
of white satin and lace pillows on which 
bride, groom and maid of honor have been 
painted, one fgure to a pillow. The silk 
and lace circular frames on which jewelry 
is shown match the pillows and contrast 
with the pastel green material covering 
the floor of the display. 

q The ever-vexing problem of keeping win- 
dows attractive at night has been solved 
anew with a striking yet tasteful display 
of literature on diamonds in the windows 
of John D. Enright at 117 S. 13th St. 
Spotlights are on booklets such as “The 
Day You Buy a Diamond” set on luxurious 
drapery fabrics and opened to show richly 
colored pictures telling the diamond story. 
q “Peace at Home and Abroad” was the 
theme of Darby-Colwyn Week, July 9 to 
14. Tucker’s Jewelers of 896 Main St. in 
Darby, cooperated with other members of 
the Darby Business Men’s Association in 
arranging a week-long celebration in con- 
junction with the Veterans Administration. 
Included in the festivities were a parade, 
competitive games with prizes donated by 
merchants, fireworks and other events along 
with speakers and refreshments for which 
such affairs are noted. The week was 4 
tremendous success and will set a pattern 
for an annual commemoration devoted to 
this worthy aim. 

q “Women Love Diamonds” read a head- 
line in one of the clever little ads by 
C. R. Smith & Son which are currently 
appearing jn the Evening Bulletin. Carry- 
ing out this theme, the ad copy read in 
part as follows: “Gratify her longing with 
a choice from an old reliable store.” 

q In an ad of straight copy resembling 
newsprint, Tappin’s Jewelry Stores an- 
nounced July 10th that they are “the first 
jewelry chain to cut prices on diamonds 
since the price war began.” The initial 
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ad has been followed by four-column, 15- 
‘nch ads showing illustrations of diamond 
‘ngs “on sale.” 

4 Is easier to find Lynn Jewelers in the 
classified section of the suburban Bell 
telephone directory now. An the issue 
which has just been distributed, Lynn’s 
three-line listing has been replaced by an 
attractive half-inch block of copy which 
itemizes the various services offered by 
the firm. The Lynn store is in the lobby 
of the Upper Darby National Bank Build- 
ing at 6910 Market St., Upper Darby. 

4 Marron’s Jewelers have also improved 
their three-line listing in the suburban Bell 
telephone directory to a half-inch block 
ad. They zre still running the identical 
copy used previously which is made more 
attractive and prominent by the use of 
larger type and space. The Marron store 
is at 7 S. Lansdowne Ave., Lansdowne. 
4 By consistent advertising despite mar- 
ket fluctuations, the display ad which 
. Gerlach’s Jewelers of Upper Darby runs 
in the suburban Bell telephone directory 


has moved to first place in the jewelers’ 


section. Robert’s, Inc., of Media, has been 
moved up to second place. 





Martha S. Wittnauer, 89, Dies; 
Ex-President of Wittnauer Co. 


Miss Martha S. Wittnauer, who was 
known to many as “Miss Time of Ameri- 
ca,” died June 24th in Palm Beach, Fla., 
at the home of a friend. Her age was 89. 
She was the sister of Albert Wittnauer, 
chief founder of what became the Lon- 
gines-Wittnauer Watch Co., Inc. 

Miss Wittnauer was president of the 
watch compuny, then known as the A. 
Wittnauer Co., from 1916 to 1936. The 
company has its main office at 580 Fifth 
Ave., New York. 

Born in Neuchatel, Switzerland, Miss 
Wittnauer came to New York as a girl. 
The company had been founded in New 
York in 1866 by her brother, the late Al- 
bert Wittnauer, and the late Edmond 
Robert, a brother-in-law. It was incorpo- 
rated in 1904. The next year Miss Witt- 
nauer became a vice president. 

The company’s second president was 
Emile Wittnauer, another brother. In 1916, 
after his death, the sister succeeded to the 
presidency. She retired in 1936. The com- 
pany became the Longines-Wittnauer Co.. 
Inc., that year and the present name was 
adopted in 1938. 





L. M. Bayan Joins Providence 
Jewelry Concern as Partner 


Samuel B. Levy, president of the Levy- 
Anderson Cov.. Ince.. Providence, R. I.. 
announced June 30th that Lawrence M. 
Bayan, a manufacturing jeweler of that 
city since 1930, has become a partner in 
the firm. At the same time, Mr. Levy 
announced that the concern will now be 
known as Levy Bayan Co.. Inc. 

‘The new firm plans expansion to include 
diversification of product. Levy, president 
and treasurer of the former firm, will con- 
tinue as president; his son, Walter Levy. 
will be secretary, and Mr. Bayan will be 
vice president. 
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The Levy-Anderson Co., which has been 
a part of Providence’s jewelry industry for 
24 years, occupies its own modern one-story 
factory building at 45 Baker St. Product 
has included expansion bracelets and 
watchbands and children’s jewelry. The 
firm has been a leader in the’ designing of 
automatic production tools. 

Mr. Bayan is known as a designer, 
stylist, and production executive. He has 
been an instructor with the State Voca- 
tional Department for six years, teaching 
art and design as related to jewelry. 

For the past 14 years Mr. Bayan was 
in charge of production and design for 
Louis Stern Co., Providence. During this 
period he inaugurated the styling of gold- 
filled fashion jewelry which has met with 
widespread success throughout the trade. 


LAWRENCE M. 
BAYAN 





sefore moving to Providence, Mr. Bayan 
was a Newark, N. J., jewelry manufacturer 
and an instructor in Jewelry Arts & Crafts 
at Fawcett School of Industrial Art in 
that city. 
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RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 Poy of concentrated experience 
in this field. 


Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


637 SCRANTON AVENUE, LYNBROOK, N. Y. 
TELEPHONE: LYNBROOK 3-8044 
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Patented 


Line leather and work- 
manship first attracted me to 
Meeker Billfolds. | have seen 
none better in the 30 years 
we have handled the line. We 
keep about 50 each of your 
men’s and ladies’ billfolds 
prominently displayed. This 
sure helps sales.”’ 

—An Oklahoma Merchant 


(name on request) 


—— 








The famous 
Meeker 340. 


Various leathers. “ei, 
They’ll Make Money for 


YOU Because of Their 


¢ Long-Established Quality 
¢ Smart New Styling 


THE MEEKER CO., INC. * JOPLIN, MO. 
New York: 347 Fifth Ave. e Chicago: 36 S. State St. 
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¢ Latest Features 
¢ Expert Craftsmanship 
¢ National Advertising 
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“Customers really ap- 
preciate the free re- 
placement feature." 


“Gives us a big advantage 
over competition.” 


“Produced substantial in- 
creases in our diamond sales.” 


That's what jewelers 
are saying about - - - 






—" : 
LUTICESS 
BONDED 
DIAMOND RINGS 


Write today for full details on the 
PRINCESS PLAN 


* Reg. T.M. 
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Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 





REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING LACQUERING 


JEWELRY REPAIRING 


COMPLETE FACILITIES 
EXPERIENCED STAFF 


LOUIS J. MEYER, Inc. 


Silversmi#ths—Platers 


205 S. 9th St. 
PHILADELPHIA 7, PA. 
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q Sammy Leiderman, manager of Schneer’s, 
jewelers of Norfolk, Va., and an old stage 
pal of his, movie star Dana Andrews, 
were subjects of a recent feature story 
that appeared in the Norfolk Virginian- 
Pilot. The article revealed that both 
Andrews and Leiderman were student 
players from 1936 to 1938 at the Pasadena 
Playhouse, that training ground for movie 
stars. Andrews visited Leiderman while 
in Norfolk with the location company otf 
“The Frogmen.” The story was illustrated 
with a large photo of Leiderman and 
Andrews renewing acquaintance after 12 
years. 

« R. Blackinton & Co., manufacturing 
silversmiths and goldsmiths, North Attle- 
boro, Mass., announced recently the ap- 
pointment of Ray Scheideler of Atlanta, 
Ga., as sales representative in the Southern 
territory. 

q The purchase of a building at 131 Main 
St., Oxford, N. C., was announced recently 
by Edward’s Jewelry Co. of that city. 
According to Edward Horowitz, owner and 
manager of the firm, the building is now 
undergoing extensive alterations and reno- 
vation. The remodeling program is tenta- 
tively scheduled for completion on Septem- 
ber Ist at which time the company will 
move to the newly-renovated quarters. The 
firm is presently located at 104 College 
St. in Oxford. 

q Garland E. Still, owner of Garland’s 
Jewelry, Kings Mountain, N. C., has sold 
his business to T. W. Grayson, owner of 
Grayson’s Jewelry, also of Kings Mountain. 
q A handsomely engraved 31-inch sterling 
silver platter, gift of local admirers, was 
presented to General MacArthur by Mayor 
White on his visit to San Antonio, Texas, 
on Friday, June 12th. The tray, valued at 


KEY TO NEW ORLEANS 











Roe 


William H. Samelius, director of Elgin 
Watchmakers College, exhibits key to the 
city and commemorative certificate pre- 
sented by the city of New Orleans during 
his appearance there before the Louisiana 
Horological Association. The honor was 
conferred by Bernard J. McCloskey, com- 
| missioner of public safety, representing 
Mayor deLesseps S. Morrison. 
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approximately $1200, was engraved with a 
replica of the Alamo surrounded by five 
stars. It was the work of George F, 
Dennis, engraver for San Antonio’s well- 
known Hertzberg Jewelry Co. 





Arthur A. Everts Co. Pians 
Move to Larger Quarters 


Everts Jewelers of Dallas, Texas, will 
move in the spring of 1952 to their new 
home at 1813-15 Main St., one block north 
of their present location, according to 
Arthur A. Everts, founder and president 
of this 53-year-old firm. 

Everts further explained that this is a 
temporary location which the firm will 
vacate in 1955, when the store will move 
to its much larger building at 1615 Main 
St., across the street from its present 
building. 

“This additional display and _ selling 
space has been needed for years,” Mr. 
Everts declared, “in order to properly show 
our customers our silver hollowware and 
flatware, china and crystal patterns. We 
are constantly adding new manufacturers’ 
better patterns to our select merchandise 
and have been having great difficulty dis- 
playing this merchandise to show its fullest 
beauty.” 

Mr. Everts, in his first store, was a 
watchmaker and copper plate engraver in 
addition to buying and selling, managing 
and delivering. “The biggest job manag- 
ing those days,” he said, “was to pay the 
rent.” 

Everts adds that today, as over half a 
century ago, the Golden Rule is the only 
principle on which to build a business. 





Wide Range of Commodities 
To be Exhibited at Dallas Show 


Jeweiry displays will occupy four entire 
floors of the Hotel Adolphus at the 22nd 
Allied Gift and Jewelry Show, to be held 
in Dallas, September 2 to 7. 

Proof of the consistent vitality of the 
Dallas market is to be found in the ever- 
increasing numbers of diamond importers, 
watch manufacturers and _ precious and 
costume jewelry houses among the regular 
participants in the Adolphus event. 

Also of interest to jewelers will be newly 
consolidated displays of dinnerwares and 
sterling flatwares in the mezzanine banquet 
rooms, all of which will house exhibits of 
china and silver. 

The displays will occupy every floor of 
the Adolphus through the fourteenth, and 
the main baliroom, in addition to the mez- 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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OSTBY & BARTON SHOWS NEW LINE AT SALES MEETING 


= ee 


The new tali line, including hundreds of 
newly styled promotional and sales-build- 
ing rings, was released to the Ostby & 
Barton sales staff at their national meeting 
at the St. Moritz Hotel, New York, on 
June 27-29. 

Presiding over the meeting, Nicholas G. 
Anitole, O-B vice president and sales man- 
ager, reported on the success of the com- 
pany’s direct-selling “Partnership Plan.” 
He described its continuation with a new 
fall merchandising program complete with 
window and counter displays, newspaper 
mats and radio commercials. 








Heavy attendance at the meeting in- 
cluded Ostby & Barton sales representatives 
from every section of the country. They 
are, seated, left to right: E. Kurtz, mid- 
south; N. G. Anitole, vice president and 
sales manager: S. Manne, assistant sales 
manager; M. Winant, New York City, and 
A. Solomon, southwest. 

Standing, left to right, are: A. Tisch, 
New York and New Jersey; M. Silver, 
southeast; J. Jacobson, Pennsylvania; I. 
Goodman, midwest; P. Levy, midwest; P. 
Zimmerman, midwest; H. Beatty, far west, 
and K. Spiegel, northwest. 





zanine parlors, with glassware, decorative 
ceramics, luggage and leather goods, lamps 
and pictures, linens, Christmas decorations 
and gift wraps among the other commodi- 
ties featured. 

Convention features of the show will in- 
clude the perennially popular buyers’ party 
on the fifteenth floor Roof Garden of the 
hotel, Labor Day, and the semi-annual 
Allied dinner-dance, to be held in the 
Century Room, Tuesday, September 4. 

The Allied Gift and Jewelry Show is one 
of the markets sponsored by Allied Ex- 
hibitors, Inc., the non-profit association of 








COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks— New Bezeles — New 
Prongs. 

DIAMOND SETTING 

WATCH REPAIRING 
1 year guarantee. 

ENGRAVING 
All Styles of block, shading and 
script. 

PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 
With 25 years of serving the trade we 
can meet all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 
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KNOW YOUR VIBRATOR os 


Use Our Practical Staff Service 
Staff fitted — Wheel trued 
and poised — hairspring 


checked and adjusted — 
$1.75. 


$1.25 additional for staff 
plus the cost of new 
hairspring. 


FOR AUGUST, 1951 











nationally advertised manufacturers and 
their representatives. Management details 
will be handled by H. W. Johnson and 
Mrs. Mildred M. Dalton, president and 
show director, respectively, of the organi- 
zation. 





Nelson Hagnauer Celebrates 
60th Year with Eisenstadt 


Tradition was reversed recently when 
Nelson Hagnauer marked the completion 
of his 60th year of service with the Eisen- 
stadt Manufacturing Co. of St. Louis, Mo. 
Instead of heing guest of honor at the 
usual testimonial dinner accorded veteran 
employees, Mr. Hagnauer entertained the 


NELSON 
HAGNAUER 





directors and their wives and his daughters 
and their husbands at a dinner at the 
Missouri Athletic Club to commemorate 
the occasion. 

After the dinner, James E. Hetzel, presi- 
dent of the company, congratulated Mr. 
Hagnauer for his loyal support throughout 
his 60 years of service with the firm. His 
and other congratulatory messages prefaced 
the presentation to Mr. Hagnauer of a 
suitably engraved diamond and platinum 
ring. 











You can 





save money 
On Your 


insurance’ 


Who sets insurance rates? 


Fire insurance premium rates are 
set in each state by an authorized 
rating bureau. These standard rates 
must cover a wide variety of good 
and not-so-good risks. You jewelers 
(and those in related industries) 
are a good risk class—hence you 
pay more than your share, for 
your losses are low! 


What can you do about it? 


You can join other jewelers and in- 
sure in the 38-year-old Jewelers 
Mutual Insurance Company. We 
insure only jewelers (retail, manu- 
facturing and wholesale), watch- 
makers and optometrists and their 
employees. Our losses are lower. 
We employ no salesmen. The sav- 
ings (currently 30%) are returned 
to policyowners as dividends! 


Save on Jewelers Block, Too! 


We are currently paying 30% di- 
vidends on Jewelers Block Insurance 
also. Ask for details on our low- 
cost Modified Block plan. A card 
will bring full information. No 
salesman will call. 


National Jewelers Mutual 
Fire: Insurance Company 
Jewelers Insurance Bldg., Neenah, Wis. 


Offices in New York, Milwaukee, Chicago 








289 


5% 


ft £6 @ Gf 


agiacae ;% 


na & 








—- = = =e = oe = 








Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
iF NOT... 
Ask Your Jobber Today! 


+ 
EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicege 2 | IHinols 




















Gold-Sliver 
DPDLATING 


“ASK ABOUT” 


}HODAN IZE 


TRAOC MARK REG. V. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicage S$ CENtral 6089 

































WATCH DIALS | 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Diels 
MICHIGAN DIAL 
REFINISHING COMPANY 


663 Metropelitan Bidg., Detrelt 26, Mich. 











CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














STOP 
SILVER 
TARNISH! 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 

WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 28,Chicago 47, Il. 











Cadch Case Fghaning, 
Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q Despite bad weather, the annual Fourth 
of July picnic for employees of Feinstein 
Bros., 5 S. Wabash Ave., was held, as 
scheduled, at the Kenosha home of Mr. 
and Mrs. Alex Feinstein. Although the 
outdoor activities scheduled for the day 
were interrupted because of rain, the 150 
employees and their guests carried on the 
celebration indoors. Those who attended 
all agree that it was a “swell affair.” 

q John Ziglis, Chicago salesman for Van 
Schyndle, Inc., 36 S. State St., took his 
annual extended vacation in the form of 
a fishing trip. He reported that the fish 


‘in Northern Minnesota were extremely 


hungry this year, so a good time was had 
by all. Sgt. Neil Schur spent his usual 15- 
day training period with the 33rd National 
Guard Division in July. This year the 
encampment was at Camp Grayling, Mich. 
M. M. Schur, president of the firm, is look- 
ing forward to their most successful fall 
season. He describes their new fall line 
of costume jewelry as “the most beautiful 
line in our history.” 

q Mr. and Mrs. Fred Minuth of the 
Boyden-Minuth Co., 29 E. Madison St., 
left the middle of July for a couple of 
weeks vacation at their summer home up 
north. 

q The 1952 catalogue of Jack T. Goldman 
& Co., 29 E. Madison St., will be out 
sometime in August. A copy of the cata- 
logue, which illustrates over 300 items, 
will be sent to any jeweler upon request. 
Jack Goldman planned to leave for a trip 
through his Southern territory about 
August 10th. At the same time Herbert 
Steinhauer planned to travel through In- 
diana, Illinois and the Midwest. Both ex- 
pect to be gone about three weeks. 

q Irving Jensen of Jacoby-Bender, Inc., 29 
E. Madison St., travelled through St. Louis 
and Minnesota during July covering the 
wholesale trade for his firm. In June, 
both he and Bernard Zell, of the firm, were 
in New York and Atlantic City. 

q Herbert Reichelt of Dodge, Inc., 706 N. 
Hudson Ave., who returned the middle of 
July from a two-week vacation at Grace 
Lake, reported that he spent most of his 
time staying out of the rain. He was ac- 
companied by his wife and 4% year old 
son, Keith. 

q R. J. Pausback of Agnini & Singer, 656 
N. Western Ave., reported that they are 
still looking for a Southern representative 
for the firm. 

q James G. Flatau of 29 E. Madison St., 
spent a month on the West Coast covering 
that territory. He was expected back 
about August 1. 

q Goodrich Wilkie, 220 S. State St., re- 
turned the middle of July from a buying 
trip in New York and Providence. He re- 
ported the appointment of the Gerald Sears 
Sales Co. to represent his firm in New York. 
q Edwin P. Schultz, sales manager for the 
James H. Napier Co., 36 S. State St., was 
away for three weeks in July covering part 
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of Illinois, Missouri, Kansas, Nebraska, 
South Dakota, Minnesota, and Wisconsin, 
Harold C. Donaldson was in Michigan, 

q Paul Williams, secretary of the Williams 
Jewelry & Mfg. Co., 10 S. Wabash Aye, 
spent part of July covering the Wiscongip 
dog show circuit. Mr. Williams Taises 
springer spaniels and _ French poodles, 
showing them at the various dog shoys 
yearly. He had four or five dogs with 
him this trip and, at one show alone, where 
he, his wife, and his daughter all showed, 
won three prizes. 

q Benjamin L. Sacks, executive secretary 
and counsel of the Jewelers Association of 
Greater Chicago, reported that the mem. 
bership was getting behind the National 
Association of Credit Jewelers’ show and 
convention to be held here July 29 to 
August 2. As Chicago hosts they will do 
everything possible to make out-of-towners 
welcome and the show a success. The Asso- 
ciation’s next meeting will be held Sep. 
tember 12, at which time they hope to 
announce their new cooperative advertising 
program. 

q On June 19 the Illinois Watchmakers 
Association met in the Conference Room 
of the Pittsfield Building for a talk on 
“Gem Families” by Jack Lund, of Fred 
Lund Jewelers. The annual election of 
oficers was postponed until the meeting 
to be held the third or fourth Tuesday ia 
September. A picnic was planned for 
July 22 at Schiller Park. Verne Gros was 
in charge of the arrangements. 





Nearly 200 Golfers Compete 
For Prizes at CJA Outing 


The annual Chicago Jewelers Association 
golf outing at Elmhurst Country Club on 
July 10 was attended by approximately 
200 golfers, with a dinner attendance of 
240. Prizes were distributed for the fol 
lowing categories: 

LOW NET MEMBERS: Webb Ball of 
The Ball Co.; J. Brouchek, Ed. Cain & 
Co.; George Kouzmanoff, Maurice 5. 
Taube; H. Sher, Goldsmith Bros. Smelting 
& Refining Co.; Jim Powers, Handy & Har 
man, and Max Adler, Hampden Watch ©. 

LOW GROSS MEMBERS: R. Cowdrey, 
A. C. Becken Co.; Mead Montgomery, 
M. A. Mead & Co.; E. Simmons, Bechard 
Mfg. Co.; Bill Swartchild, Swartchild & 
Co.; A. Braude, Emil Braude & Sons, and 
James G. Shennan, Elgin National Watch 
Co. 

LOW NET GUESTS: J. Diffendal, guest 
of Ted Tracy of Harry C. Schick, Ine; 
S. Schewel, guest of Bob Scheffres Co.; 
S. Smart, guest of Fred Seltzer .; 
J. Trebing, guest of Hampden Watch Co.; 
E. Fallon, guest of Goldman, Allshouse & 
Healy, and A. Isaacson, guest of Bob 
Scheffres Co. 

LOW GROSS GUESTS: A. Hoff, guest 
of Fred Seltzer Co.; R. Sher, guest of 
Drach & Weinfeld Co.; R. Heiser, guest 
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TWELVE NEW GOLDEN 
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ROOSTERS GET THEIR FEATHERS 





These twelve new (and fine-feathered) Golden Roosters enjoyed a brief respite after one 

stage of their initiation when they posed to have their photo taken. Shown in the front row, 

left to right, are: Earl Zitkin, Bud’ Pyre, Charles Becken and Albert Kotler. Second row, 

left to right: Adolph Gundee, Rohdy Budlong, Byron Tucker and Bob Hinden. Standing, left 

to right: George Mason, Ed Rogers, Art Oberlander, Irwin Fosse, Irving Seltz, Art Broenen, 

Sam Rubenstein and Dick Showerman. Also scheduled for initiation, but unable to attend 
the outing, were Desmond C. Smith and Marvin Adomat, both of Milwaukee. 


The annual outing and initiation of the 
Golden Roosters of Chicago was held on 
June 26 at Chevy-Chase Country Club, 
Wheeling, Ill. Some 130 members, an all 
time high, attended. The weather was 
clear and maintained the organization’s 
fair weather record. 

Golf, swimming, games of skill and 
other sports were available for the athletic 
minded. Those of a more sedentary nature 
contented themselves with card games, con- 
versation, or just plain loafing. In a wild 
and wooly softball game, the Buyers de- 
feated the Peddlers. Cliff McLane, Drach 
and Weinfeld Co., demonstrated his “coun- 
try boy” background by winning the 
doubles horse-shoe pitching contest prac- 
tically single-handed. 

The main event of the day, however, was 
the initiation of the candidates for member- 
ship. From early dawn when they pre- 
sented themselves to the mercies of the 
“Wrecking Crew,” through the day long 
initiation, they proved themselves worthy 
of the “crowning” honor which was theirs 
at dinner time. Tried and not found want- 
ing, the following new Golden Roosters 
were congratulated by fellow members 
everywhere: 

RESIDENT MEMBERS: Charles W. 
Becken, A. C. Becken, Jr.; Irwin A. Fosse, 
Son & Prins Co.; Adolph A. Gundee, 
Longines-Wittnauer Watch Co.; Albert 
Kotler, Kotler & Kopek: Ed Rogers, J. A. 
Rogers & Son; Sam B. Rubenstein, Ruben- 
stein Bros. Jewelry Co.; Irving J. Seltz, 
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Automatic Chain Co.; and Byron Tucker, 
Handy & Harman. 


NON-RESIDENT MEMBERS: “Bud” 
Pyre, J. M. Bennett Co., Minneapolis; Bob 
Hinden, Henry Klaas Co., Milwaukee; 
Earl |. Zitkin, Ross Jewelry Mfg. Co., 
Providence; and Rohdy Budlong, White 
Mfg. Co., North Attleboro. Also elected 
to non-resident membership were Desmond 
C. Smith and Marvin Adomat of E. M. 
Patzwald Co., Milwaukee, who were unable 
to attend the outing. 


Roosters in town for the big affair in- 
cluded Tom McMahon from the West 
Coast; Art Elliott, Detroit; Ben Troup, 
Providence; and Willis Patrick, St. Louis. 
Wires were received from several members 
unable to attend and Rudy Loonsten of 
Son & Prins Co., cabled good wishes from 
Switzerland. 


Before dinner Herman Kramer offered 
a prayer for brother Roosters Billy Lamb, 
Tom White, Bert Hopper, and Sam Adels- 
dorf who passed away during the year. 


After dinner, which consisted of 130 of 
the finest steaks ever seen outside of the 
Union Stock Yards according to all present, 
prizes were distributed to everyone. Con- 
eratulations and thanks for the great day 
were extended to Chanticleer Dick Shower- 
man, his entertainment committee headed 
by Al Lauschke and Rudy Samuels, and 
the Wrecking Crew under the guidance of 
Art Broenen, George Mason, and Art 


Oberlander. 





of Ed. Cain & Co.: N. Litt. guest of 
Frederick M. Gottlieb & Co.: H. Kaplan, 
guest of Bob Scheffres Co., and N. Meltzer, 
guest of Beiler-Levine. 

The booby prize went to Al Newmark, 
guest of the Benrus Watch Co. There were 
also 14 prizes for blind bogey winners and 
four for non-golfers. Vincent J. Newman 
of the Jewelers’ Board of Trade won the 
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raffle conducted by the professional of 
the club. 

Members gave a rousing ovation to Al 
Lauschke, chairman of the golf committee, 
and his aids, Al Green of Longines-Witt- 
nauer Watch Co., Sol Cogan of Manheimer 
Watch Co., Bill Swartchild of Swartchild 
& Co., and Bob Gottlieb of Frederick M. 
Gottlieb & Company. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















OUR 1952 
CATALOG 
is now on 
the press. 


Send for your copy illustrating 
largest selection of earring, scarf 
pin, ring and watch attachment 


mountings. 


JACK T. GOLDMAN & C 





29 E. Madises St. 
e CHICAGO 2, ILL. 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
Prices from 75¢ 
ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 
Rm. 611 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
707 So. Broadway, Room 308, Los Angeles, Cal. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tlt. 
Students may enroll at any time of the yeer 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNAT! © NEW ORLEANS © DALLAS 
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in special order work. Sead us your 


specifications. W. Uf submit a design 
without obligation. 





= 


SCHUMER BROTHERS CO. 
1] | ufacturin of Jewelers 


5 EAST THIRD STREET + CINCINWATI, OHIO 
















ON MAIL ORDERS OF NATIONALLY 
KNOWN MERCHANDISE LIKE THIS: 










@ RONSON @ DELTAH 
@ FORSTNER @ SIMMONS 
@ SPEIDEL @ REVERE 





A.G.SCHWAB *ixc* 


229 East Sixth Street 


CINCINNATI 2, OHIO 


FAITHFULLY SERVING THE RETAIL JEWELER SINCE 1878 








The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
WHOLESALE 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


Write for our new 
1951 Catalogue 
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q The plant of Litwin & Sons, Inc., at 
114 West Sixth St., was closed during the 
first week oi July for annual employees’ 
vacations, but the rush of business made 
it necessary to keep several craftsmen on 
duty. The firm has installed an IBM sys- 
tem to provide a perpetual inventory and 
speed the prccessing of orders. 

q Also closed for vacation periods were 
George W. Schwab, manufacturer, 534 
Vine St.; the I. B. Goodman Manufactur- 
ing Co., 205 West Fourth St.; A. R. Jester, 
manufacturer, 510 Vine St.. and Rosfelder 
Brothers & Co., manufacturers, 413 Race 
St., all during the first two weeks of July. 
q Among recent vacationers have been 
Gilbert Faigle of Joseph Faigle & Sons, 
manufacturers, 2219 Quebec Road, who 
was in Florida; John A. Gerwe of the 
Gerwe Brown Co., wholesalers, Temple Bar 
Building, with his family at their summer 
home at Clark Lake, Mich.; Ed Karg, 
salesman, and Chris Schulz, manager of 
the shipping department of the same firm; 
Al Reichman and Theodore Knoebber, 
partners in the T. Knoebber Co., manu- 
facturers, 514 Main st.; N. J. Mecklenborg 
of Mecklenborg & Gerhardt, manufacturers, 
811 Race St., with his family in the south- 
west; C. R. Gerhardt of the same firm, 
and his wife in Canada; Steve Michaelson 
of Louis Michaelson Co., manufacturers, 
510 Vine St.; Albert Huber, foreman at 
Schira Brothers, manufacturers, 530 Wal- 
nut St., in Tennessee; Arthur W. Shield, 
treasurer, William F. Schumer & Son, Inc., 
manufacturers, 7 East Fifth St., in At- 
lantic City, and Mr. and Mrs. Victor 
Kaufman of the Victor Corp., Enquirer 
Building, in Florida. 

q Also, Cherrington L. Fisher, vice presi- 
dent, Harry Greenwold Co., wholesalers, 
18 West Seventh St., at his cottage at 
Oden, Mich.; Thomas Bourne, partner in 
J. P. Knight, 104 West Fourth St., in 
Canada; Donald Knight of the same firm, 
in northern Wisconsin; George Magley, 
city salesman for the Wallenstein-Mayer 
Co., wholesalers, 31 E. Fourth St., at Miami 
Beach, Fla.; Joseph Detzel, partner in the 
Bond Jewelry Co., retailers, 604 Walnut 
St., in Florida; Doyle J. Gooch, retailer 
in suburban Ludlow, Ky., at Myrtle Beach, 
S. C., and E. B. Jacobs of the D. Jacobs 
Sons Co., wholesalers, 811 Race St., in 
Maine. 

q The Gerwe Brown Co. is again issuing 
the “Gee Bee See Saw,” a multigraphed 
house organ for the information and enter- 
tainment of all its employees. The first 
issue was devoted to listings of all the 
company executives and other personnel. 
Thirty of these are employed in the Dallas 
branch office, with the balance being lo- 
cated in the main office here. 

q Maury Solomon, Indiana representative 
for the D. Jacobs Sons Co., local whole- 
salers, and Mrs. Solomon, attended the 
summer meeting of the Indiana Jewelers 
Association at French Lick. Also at the 
recent meeting from this city were “Doc” 
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Haerr of the Gruen Watch Co., and Joseph 
C. Nienaber, manager, Favorite Back Stay 
Co., 1326 Pendleton St. 

q George Detzel, a partner in the Bond 
Jewelry Co., retailers, is recovering nicely 
from a shoulder injury, which he ys. 
tained while playing golf at the recent 
picnic of the Cincinnati Wholesale and 
Manufacturing Jewelers Association. 

q Don Moore, retailer at 435 Main St., js 
sponsoring store promotional programs on 
two local television stations and a radio 
station. He was recently elected a member 
of the Main Street Business Men’s Aggo. 
ciation, and was host to the group at a 
luncheon on July 10 in a Main St. depart. 
ment store dining room. 

q Among those from this city who attended 
the recent National Jewelry Fair in Chi. 
cago were Ken Matsumoto, manufacturer 
of jewelry displays at 1109 Main St., and 
Victor Youkalis and Victor Kaufman of 
the Victor Corp., manufacturers. 

q.C. Bischoff, manufacturer at 128 East 
Sixth St., has redecorated his plant with 
turquoise walls and gray steel cabinets, 
The craftsmen’s benches have been raised, 
and new fluorescent lighting has been in- 
stalled to display merchandise to better 
advantage. 

4 Two former employees of the I. B. Good- 
man Manufaciuring Co. are now serving in 
the armed forces. Jack Aufderbeck, sales- 
man for the firm in the south and south- 
west, is a Lieutenant stationed at Lawson 
Air Forces Base, Fort Benning, Ga., and 
Thomas Inderhees, formerly assistant to 
the factory superintendent, is at Fort 
Bragg, N. C. 

q Herbert Krombholz moved recently into 
his swank new retail store at 6928 Plain- 
field Pike in suburban Silverton, Ohio. 
The new shop is located next door to his 
former store. 

q Thomas Nolan, retailer in suburban 
Norwood, Ohio, and Gilbert Schnell, 
watchmaker for the Frank Herschede Co., 
retailers at 8 West Fourth St., have re- 
turned to work after minor operations. 
q Louis Lang, treasurer of A. G. Schwab & 
Sons, Inc., wholesalers, 229 East Sixth St., 
and Mrs. Lang celebrated their 50th 
wedding anniversary with a reception on 
June 5 in Hotel Alms. 

q Harry Cooper, salesman in Ohio and 














EASTERN STAR 


Pins or Earrings 


IN CORRECT COLORS 
xKweweKweKwK 
Very popular sellers. 
Finest quality Austrian 
machine-cut crystal and 

colored stones hand set in beau- 

tifully finished rhodium plated mountings. Available 

in all colors as well as Eastern Star. 2 Earring sizes 

— screw back, clip, or post and nut for pierced ears. 
5 pin sizes. 
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KRAMER OUTLINES AD AND SALES PLANS AT MEETING 
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Officials of the Kramer Jewelry Co. dis- firm, presided at the meeting. He intro- 





cussed overall plans for the coming season 
at their semi-annual sales meeting held 
June 21st at New York’s Hotel Statler. In 
addition to company officials, the meeting 
was attended by members of the sales staff 
and representatives of the promotion de- 
partment and advertising agency. 

Harry Kramer, secretary-treasurer of the | 


clared that this season the company will 
launch its most extensive coordinated sell- 
ing, promotion and advertising campaign. 
Details of the sales program were outlined 
by Morris Kramer, vice president, and an 
account of the fall advertising schedule 
was presented by Carl Reimers. 


duced Louis Kramer, president, who de- 
! 








given was incorrect and should have read 


Kentucky for the Harry Greenwold Co., 
50 Aleppo St. 


wholesalers, who has been ill, is reported 
much improved in health. 

q Mr. and Mrs. Carl Martin of the B. 
David Co., manufacturers, 1403 Central 
Parkway, made a combined business and 
pleasure trip to Chicago the first week 
in July. 

q Harry Waxman, salesman for the [. B. 
Goodman Manufacturing Co., was forced 
to return home recently from a road trip 
because of illness. 

q Max J. Bavles is the new salesman in 
this area for the Elgin National Watch 
-Co., replacing Robert Rhoten, who re- 
signed. 

q Max Litwin of Litwin & Sons., Inc., 
manufacturers, recently visited the New 
York diamond market. 





Herschede's ‘Stone Night’ 
Program Touring Big Cities 


During the month of June, Edward Hers- 
chede, Jr., certified gemologist and director 
of the Cincinnati Gemological Laboratory, 
lectured on “Precious Stones” in New York 
City before students of the Joseph Bulova 
School of Watchmaking and the New 
York University course in “Jewelry-Store 
Management and Merchandising.” 

While in New York, Mr. Herschede at- 
tended a meeting of precious stone dealers 
and importers to discuss the Cincinnati 
Gemological Laboratory’s “Stone Night” 
programs, which are to be held in prin- 
cipal cities throughout the country to in- 
crease the knowledge of retail jewelers con- 
cerning colored gems and their merchan- 
dising. 

“Stone Night” programs already have 
been held in Cincinnati, and similar ses- 
sions are now being conducted in Dayton 
and Columbus, Ohio. Other classes are 
scheduled for the near future in Toledo, 
Pittsburgh and Cleveland, and later in 
other cities. Each program consists of 
three-hour sessions held once weekly dur- 
ing six consecutive weeks, when Mr. 
sterschede displays and discusses the rela- 
tive values of 20 jewelry stones in their 
various colors and grades. 

The hundreds of dollars worth of gems 
used in the Iecture-demonstrations are pro- 
vided by the industry’s leading dealers and 
importers, and a feature of the “Stone 
Night” sessions is the ability of the dealer- 
students to identify these stones as a result 
of the non-technical instruction by Mr. 
Herschede. 

“We do not sell gems or equipment in 
our course,” Mr. Herschede said, “but we 
do show retailers how to create more sales 
of colored gems through increased knowl- 
edge of their relative values for various 





Correction on Superb Address 


Through an error in an item in the July 
issue on the Superb Case Mfg. Co., pro- 
ducers of compacts, cigarette cases and 
metal novelties, it was indicated that the 
firm had moved their factory and general 
office from 50 Tobey St., Providence, R. I., 
to enlarged quarters at 59 Aleppo St., that 
city. The address of the new location as 
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RAY C. EIBEL R. J. FROMMEYER BOB GAU 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 


The Line Beautiful 
626 VINE ST. CINCINNATI, OHIO 



































EXPERT 
PEARL RESTRINGING 


Nation-wide Prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
Prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 


G.W. SEIFRIED CO. 
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CINCINNATI, OHIO 











Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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VICTOR HAS THEM! 


The Sensationally Popular 





Greatest 
achievement in 
quality ring 
making in over 







DIAMOND (// 
RINGS \@= 


As Low As 25°° Per Set 
Write for full details 


THE VICTOR corp: 


ENQUIRER BUILDING 
Cincinnati 2, Ohio 
“Value Is Ever Victor” 
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CASH PAID FOR 


OLD MINE 
DIAMONDS 








WILL ALSO BUY JEWELRY 
CONTAINING 
RUBIES, DIAMONDS, 


SAPPHIRES, PEARLS 
& 
PRECIOUS STONES 


CARL D. LINDSTROM 


Manufacturer of 
Fine Jewelry 
Diamonds . . . Precious Stones 


Room 508 Telephone 
220 W. 5th St. MAdison 1409 
Los Angeles 13, California 














DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 


I. WIDESS & SONS 


220 W. Sth ST., LOS ANGELES 13, CALIF. 








Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. 


342 E. 2nd St. Los Angeles 17 
Michigan 0510 


























Amazon Orchids, ever- 
lasting, imported from 
Peru. Individually 
packed in acetate gift 
box. Fast selling. Cost 
$12.00, 18.00, 30.00 
per doz. FOB L. A. 

H. L. JESSON CO. 


124 W. 6th STREET 
LOS ANGELES, [/4. 











GEM TESTING LABORATORY 
Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testing Exclusively 














CATALOG 


OF CHARMS 





World’s biggest selection of 14K Gold and 
Sterling Silver Charms classified and beauti- 
fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing — 448 8. Hill St., Les An- 


geles 13, 
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> Talbett Glass, makers of Dick Talbett 
Ancient Glass smoking accessories and gift 
items, have moved their entire production 
facilities from Southern California to 810 
Oklahoma Ave., Okmulgee, Okla. Jose- 
phine Vaughn, Brack Shops, Los Angeles, 
will continue as sales agent for the line. 

q Peter Turay, former department manager 
for the Waltham Watch Co., has taken 
charge of the watch department of Marker 
Credit Jewelers of Reseda, Calif. 

q R. K. “Bob” Andrew, who for many 
years operated a watch repair department 
at 6080 El Cajon Ave., San Diego, has 
built his own retail jewelry store at 6073 
El Cajon Ave. and will call the new firm 
the “College Watch Shop.” 

q Bernard Kantor, jeweler, has moved into 
new and much larger quarters at 653142 
Hollywood Bivd., Hollywood. His former 
location, which he occupied for three years, 
was in the same building but several doors 
west. The present shop was extensively re- 
modeled to insure maximum display for 
the line of sterling and plated flatware, 
clocks, antiques and fine jewelry in which 
Mr. Kantor specializes. The firm also offers 
watch and jewelry repair on the premises. 
Mr. Kantor entered the watch field over 
30 years ago and learned his trade in Ber- 
lin, Germany, from his father who was a 
master watchmaker. 

q Announcement has been made of the 
appointment of Arthur A. Rae as southern 
California and Arizona representative for 
the Jewelers’ Board of Trade, succeeding 
the late Joseph A. Clemmons. Mr. Rae, who 
will make his headquarters at 10164 Leona 
Ave., Tujunga, Calif., was assistant to Mr. 
Clemmons before his death. 

q Roy’s Jewelers, 1427 Third St., Santa 
Monica, Calif., has been purchased from 
former owner S. Amster by Arthur Perry. 
Mr. Perry, who has been in the jewelry 
field for 25 years, was formerly with 
Bond’s Jewelers of Los Angeles and prior 
to that was affiliated with Milen’s of Oak- 
land. The store has been remodeled and 
revamped as to floor plan under ihe new 
ownership. 

q Donaldson’s Jewelry store has moved 
from their former location at 112 N. 8th 
St., Colton, to 119 East J. St., same city. 
q Also moving to new quarters this sum- 
mer was Louis Lenzer who has left his 
Pine Avenue location and opened at 222 
East Broadway, Long Beach. 

q Watch Hairspring Service, established 
for many years at 1095 Market St., San 
Francisco, has moved to the Metropolitan 
Building in Los Angeles. Owner of the 
firm is Tom Lisa who announced that the 
firm is operating all services previously 
offered. 

4 Charles Weber and Robert Collup have 
purchased Amiin’s Jewelry Store, 4954 S. 
Huntington Drive, El Sereno, Calif. and 
will change the name to Weber & Collup 
Jewelry store. 

q After many years at 315 W. Sth St., 
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Los Angeles, Peter Rotter, manufacturing 

jeweler, has moved his operation to 
new location at 9713 Santa Monica Blvd, 
Beverly Hills. 

q It’s a family affair in the new Joseph H. 
Bauer & Sons firm which recently opened 
at 5478 Wilshire Blvd., Los Angeles, Prip. 
cipal of the new manufacturing firm js 
Joseph Bauer, for many years a manufac. 
turing jeweler in the Chicago area, Mr. 
Bauer’s two sons join him in his new 
venture. 

q Alexander Bookston has opened a new 
jewelry store specializing in watch and 
jewelry repair work at 5444 Yolanda Ave, 
Tarzana, Calif. 

q Louoros Jewelers, 46 E. San Antonio 
St., San Jose, Calif., is a new retail jewelry 
store. Owner Louis Oros was formerly asso. 
ciated with Stackpole’s Jewelers in the 
same city. 

q The Dove Mfg. Jewelers, owned by Wil- 
liam R. Puddy and Robert E. Newnham, 
have opened a new retail jewelry store on 
the ground floor at 711 E. St., San Diego, 
Calif. The firm, which specializes in work 
for the trade, was located for the past five 
years at 711 Watts Bldg., same city. They 
will continue their work for the trade in 
conjunction with the retail shop. 


- —_—— —_—— 


California RJA Joins L. A. 
Trade Fair in Show Sponsorship 


The California Retail Jewelers Associa- 
tion will join the Los Angeles Trade Fair 
in co-sponsorship of the forthcoming 
Western Jewelry & Silverware Show, in- 
cluding China and Glass, which is to be 
held in Los Angeles August 12 through 15. 

Announcement of the co-sponsorship was 
made jointly by William M. Erb, executive 
secretary of the California RJA, and 
Woody C. Klingborg, manager of the Los 
Angeles Trade Fair. Mr. Klingborg con 
tinues as show manager. 

In making the announcement, William 
M. Erb stated that his group felt “it would 
perform a service both to the retail jewelers 
and to the trade as a whole by actively 
supporting and sponsoring the Los Angeles 
show.” In order to facilitate coordination, 
the California RJA has opened temporary 
offices at 610 S. Broadway, Los Angeles. 
Permanent headquarters of the organiza 
tion will continue at 46 Kearny St., San 
Francisco. 

Mr. Erb also announced that there will 
be a meeting of statewide directors of the 
California RJA at the Biltmore Hotel, Los 
Angeles, on August 12, in connection with 
the show. 

The Trade Fair managed show will be 
the only such market on the West Coast 
this year and will show china, glass, silver 
ware, costume and precious jewelry. Elliot 
Hine, buyer for the Broadway Department 
Store and chairman of the show committee, 
has announced that reservations have als0 
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ived from handbag and other | A light note to the evening’s agenda was | 


been rece . “are : 
. S. ded by pianist Eddy Miller and Ravel. | 
shion accessory manufacturers provided y - | 
a? a magician, Two New 


China and glassware exhibitors are plan- 


‘al displays tailored to the jewelry 
feld and particularly to display and pro- | Jewelers 24-K Club Plans Picnic MASONIC RINGS 
























motion in smaller stores. , = Emanuel Lippett, president of the Jewel- G 
Los Angeles Trade Fair, Inc., is ; : wad ers 24 Karat Club of Southern California, created by yan 
sion of the Los Angeles Chamber of Com- has announced that the July and August 
merce. meetings of the group will be waived in 
. , favor of a family picnic to be held August . 

Strasburg Discusses Fair Trade Sth in Los Angeles’ Griffith Park. pn agg 

At 24-K Club Meeting in L.A. All members throughout Southern Cali- in recessed 
fornia are invited to attend this annual shank, 32° 


and 14° on 
one side and 
Rose Croix 
on the other. 


Seventy-five members of the Jewelers’ 24 
Karat Club of Southern California attended 
the last dinner and business meeting of the 
season held in June at the Elk’s Club in 
Los Angeles. Harry Prezant, vice president 
of the club, presided in the absence of va- 


family get-together. The club will furnish 
drinks, ice cream and coffee for all plus 
many special prizes. 











WatchMaster to Issue Material 











cationing president, Emanuel Lippett. For Watch Inspection Promotion 
Committee reports for the year to date In conjunction with “It’s Watch Inspec- 

were heard. Principal speaker of the — tion Time,” a _ nation-wide promotion Blue enam- 

ing was Max Strasburg, national affairs : ih fl tinty Recalled + eled Plumb 

chairman of the group. Mr. Strasburg een 7s oS y Sey Sy and Trowel 

analyzed current OPS regulations as re- American Time Products, Inc., of New a by Re x 

lated to the jewelry field, discussed the York, will issue without charge advertising White gold 

recent Supreme Court ruling upholding the material for use by WatchMaster owners. —— oe 

legality of tocal ordinances which outlaw The theme of the advertising will capi- pena, » 

house-to-house selling, and reviewed im- talize upon that part of the JIC promotion 

pending regulations under discussion with slogan which urges the public to “Check 

the Federal Trade Commission regarding Up Your Watch.” Emphasized in the ad- 

— of television sets by vertising will be the point that when a These new Masonic Rings have 
a beta | watch is submitted by the public for in- beautiful contrasting colors with 
Mr. Strasburg also discussed in consider- . “ , 

able detail "ghia Supreme Court de- Sh, Te eee eae Gai Rhodium plated white gold em- 


scientifically, in a few seconds, a printed 


ision which invalidated the non-signer | 
— , S18 | record proving to the satisfaction of the blems on black enamel sun rays. 
clause of state fair trade laws. He appealed | 


to manufacturers to “he fair to those deal- | °W2¢? the condition of the watch. Shanks are of yellow gold. They 

















ers who had signed contracts and stood by The advertising material will be avail- | are exquisitely designed and 

them by releasing them from contracts at able on request to WatchMaster users | have the well known “fine finish” 

this time in o1der to meet competition un- whose ownership is confirmed by the com- | 

til the situation is clarified.” pany’s records. | of all GRAN Emblem Jewelry ° 
NEW TRIFARI JEWELS FOR FALL'S VARIED FASHIONS GRAN and COMPANY, INC. 
An extensive fall collection of costume | earrings curve becomingly on the ear and 546 So. Meridian St. ¢ Indianapolis 25, Ind. 

jewelry was shown by Trifari at a pre- | to the line of the cheek. 








Imported from France and _ exclusive 





view for the fashion press held July 14th | 
at the firm’s New York showrooms, Tri- | With Trifari is the French Twist (below 


fari’s new line is as varied and diversified right), new lighter than air jewelry. It | Solves Tarnish Problems 


s fashion itself this fall of °5): ' comes in platinum finish, gold finish, in | 
a nn ee See ae | platinum and gold finish, and gold finish | ; TRIM Protectors 
and black. This high fashion-note of the 


season is correct with everything from the 


dressiest evening gown to a bathing suit 
for Trifari’s French Twist can be safely envelope and roll-types... proof 


worn in the water and will neither tarnish | against tarnish, moths, dust and 
nor rust. | moisture. 


| For use in storage, displays and 
| for re-sale. Marvelous bridal 
| item in assorted sizes. 


Literature FREE 


The TRIM Company 


2669 JCK Cascade Springs Drive 
| Ada, Michigan 


DIAMOND 


pace St 





Crystal-clear vinylite protectors 
for silver and china services... 




















One of the many fashionable accessories 
for the style-wise American woman shown 
at the exhibit was the Fleur de Mer (above 
left), Trifari’s delicate tracery of gold 
sparked with rhinestones. This unusual 
method of treating gold lends a new 
quality rather like a three-dimensional 
appearance to the gold. The matching 
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"li lent Jeacher ” 
HOME STUDY 
; ee Nrd 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 

With the help of the “Silent Teacher” 
you can now learn the fine techniques 
~ Engraving at Home—in your spare 
ime. 


The “Silent Teacher” enables you to 
see your ow errors... correct your 
Own work ... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, aud originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 

















Importers of 


ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 


ILLE & CO., INC. 


Ave. New York 10, N. Y. 
AL. 4-0104 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 

















TEDMAN IMPORTING CO. 


225 Fifth Ave. Tele.: MU 5-5324 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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HAMILTON BREAKS GROUND FOR FACTORY BRANCH 
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Using a gold plated shovel, George P. Luckey, vice president in charge of manufacturing, 
Hamilton Watch Co., breaks ground beginning construction of the company's new branch 
plant in East Petersburg, Pa. Witnessing the ground breaking were (I. to r.): W. S. Davis, 
director of planning; Fred Hauer, Sr., manager of manufacturing; R. Waddell, director of 
advertising; H. R. Lawrence, treasurer; M. F. Manby, director of engineering; A. B. Sinkler, 
manager defense orders division; Mr. Luckey; C. C. Smith, vice president in charge of 
finance; Virgil Spencer, president of the East Petersburg borough council; R. B. Thompson, 
controller; R. A. Preston, director of industrial relations; and D. S. Warfel, building contractor, 


On Wednesday, June 27th, George P. 
Luckey, vice president in charge of manu- 
facturing, Hamilton Watch Co., turned the 
first shovel of dirt beginning construction 
of the company’s $315,000 factory branch 
in East Petersburg, Pa. 

The new hranch will be located on an 
18-acre tract adjacent to the Reading 
Railroad right-of-way about three miles 
northwest of the main Hamilton plant. 





It will provide 20,000 square feet of floor 
space and will house manufacturing facili- 
ties for defense production in connection 
with over $13,000,000 of recently acquired 
defense contracts. 

The building, scheduled to be completed 
by mid-September, will be a one story, 
concrete block structure 100 by 200 feet. 
It will have a wood composition roof and 
will be protected with a sprinkler system. 





Ninety-Two Oneida Salesmen 
Attend Summer Sales Meetings 


Approximately 92 Oneida salesmen from 
all parts of the United States and Canada 
attended their annual summer sales meet- 
ings the week of July 16th. This marked 
the first time that all sales divisions of 
Oneida Ltd. have held their summer sales 
meetings together. 

The opening meeting was for all the 
sales forces of Oneida Ltd. and was held 
in the Mansion House Lounge on Monday 
morning, July 16th. The meeting was 
presided over by P. B. Noyes, honorary 
president, and M. E. Robertson, president 
and general manager, who welcomed all 
salesmen. 


Separate meetings of each division were 
held at the sales offices the balance of the 
week. These divisional meetings started 
Monday afternoon. 


A general advertising meeting was held 
on Tuesday afternoon July 17th in the 
Mansion House Hall under the supervision 
of Harley H. Noyes, vice-president and di- 
rector of advertising. Out of town speakers 
at this meeting were Henry Flower, senior 
vice president, J. Walter Thompson Co., 
and Bruce Barton, chairman of the board, 
Batten, Barion, Durstine & Osborn, Inc. 
At each division meeting, the advertising 
campaign for the fall was presented by 
each agency and Harley H. Noyes. 

On Friday, July 20th, Arthur H. (Red) 
Motley, president of Parade magazine, 
spoke and M. E. Robertson president 





and general manager, closed the week's 
meeting. 

The Oneida Community, Ltd., Division 
meetings were directed by D. E. Sanderson, 
vice president and director of sales, as 
sisted by W. T. Earl and R. W. Landon, 
sales manager and H. T. Schubert, mana- 
ger of hollowware. The Sterling Division 
was directed by F. L. Hartwig sales mana- 
ger and Harold Johnston, assistant sales 
manager. The Wm. A. Rogers, Ltd., Divi 
sion was directed by R. A. Bloom, vice 
president and director of sales, assisted 
by R. R. Colway, sales manager, and W. L. 
Morgan, assistant sales manager. The 
Hotel & Restaurant Division was directed 
by J. N. Milnes, director, and Harrison 
Wood, assistant sales manager. 


B. Goldblatt Enters Stanford 


Bruce Goldblatt, son of Leonard B. Gold: 
blatt of Hartman Bros., jewelers of Salem, 
Ore., entered Stanford University June 
20th where he will major in law. Bruce 
was one of 150 freshmen selected by Stan- 
ford, because of highest high school scho- 
lastic honors, to start his university trait- 
ing during the summer quarter. 
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August 

4.8—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

5-9—San Francisco Gift Show, Civic 
Auditorium and Palace Hotel, San Fran- 
cisco, Calif. 

12-15 — Pittsburgh Gift Show, Hotel 
William Penn, Pittsburgh, Pa. 

12-15—Third Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

13-16—Mid-South Gift & Jewelry & 
Variety Show, King Cotton Hotel, Mem- 
phis, Tenn. 

19-22—Western Housewares Show, Bilt- 
more Hotel, Los Angeles, Calif. 

19-23—Seattle Gift Show, Olympia Ho- 
tel, Seattle, Wash. 

19-24—Registered California Gift & 
Dinnerware Show, Hotel McAlpin, New 
York. 

20-24—225 Fall Market Show, 225 Fifth 
Ave., New York. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

26-27—Maine Retail Jewelers Associa- 
tion, Annual Convention, Samoset Hotel, 
Rockland, Maine. 

26-29—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 

26-29—Portland Gift Show, Portland 
Hotel, Portland, Ore. 

27-29—Florida China, Glass & Gift 
Show, Hillsboro Hotel, Tampa, Fla. 


September 


1-2—United Horological Association of 
America, Annual Convention, Denver, Colo. 

2-5—St. Louis Gift Show, Statler Ho- 
tel, St. Louis, Mo. 

2-6-—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

2-7—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, Second Unit, Dallas, 
Texas. 

2-7—Dallas Lamp, Gift & Housewares 
Show, Agricultural Building, Texas Fair 
Grounds. 

2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-10—Wes: Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 

9-12—Cincinnati Gift Show, Hotel Sin- 
ton, Cincinnati, Ohio. 

9-13—Tri-State Gift & Artware Show, 
Netherland Plaza Hotel, Cincinnati, Ohio. 

16—Missouri Retail Jewelers Associa- 
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16-19—Heart of America Glass & China 
Show, Muehlebach Hotel, Kansas City, Mo. 
16-20—Philadelphia Gift Show, Hotel 


Benjamin Franklin, Philadelphia, Pa. 


17-21—Northwest Gift, Art & House- 


wares Show, Radisson Hotel, Minneapolis, 


Minn. 
23-24—American National Watchmakers 


Association, Annual Convention, Hotel 


Pfister, Milwaukee, Wis. 

23-24—lIowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, Jowa. 

23-27—Washington Gift Show, Hotel 
Willard, Washington, D. C. 


October 


6-8—F lorida State Watchmakers Associa- 
tion, Annual Convention, Princess Issena 


Hotel, Daytona Beach, Fla. 





Sid Doppelt Company Moves 


A cleverly illustrated change of address 
notice was used by the Sid Doppelt Co. 
to announce their move from Mansfield, 
Ohio, to new quarters at 22 W. Madison 
St., Chicago, Ill. The notice, captioned 
“it’s my move,” was illustrated with a 
combination line drawing and halftone il- 
lustration of Sid Doppelt, owner of the 
firm, moving a checker marked “Sid Dop- 
pelt Co.” across a checkerboard from a 
Mansfield square to a Chicago square. 





Bradley University Student 
Makes Ultra-Modern Clock 


Bruce Blackman of Pasadena, Calif., a 
student at the Horology School of Bradley 
University, Peoria, Ill., recently produced 
the chronometer escapement clock shown 
below. 





This ultra-modern clock is a 14-jewel 
timepiece with a cylindrical hairspring 
and compensating balance. All parts were 
made by Blackman with the exception of 
the hole jewels and the mainspring. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section I—Designing and Cutting Monograms, Parts 1-3. 





Section |—Monograms 


. Construction and designing. 

. Special shadings. 

. Designing diamond monograms. 
Cutting diamond monograms. 
Designing round monograms. 

. Cutting round monograms: (a) block; 
(b) ribbon. 

. Designing square monograms. 

. Cutting square monograms. 

. Designing fancy monograms. 

. Cutting fancy monograms. 


COM an AVP UnN— 





i subject of mono- 
grams could well be treated as a sepa- 
rate course in itself. Certainly there 
are enough different kinds and styles 
to make the prospective engraver dubi- 
ous over the outlook of mastering all 
of them. Fortunately there is no need 
for the modern engraver to concern 
himself with the ultra-elaborate designs 
that were so popular a few decades ago. 

The monograms most in demand to- 
day are easily read, usually simple in 
construction, with the exception of the 
ribbon monogram or cipher. This latter 
type, while not necessarily nor deliber- 
ately complicated in design, usually 
works itself into an intricate arrange- 
ment due to the necessity of artistically 
weaving the letters together. Even so, 
the safest treatment to use is the sim- 
plest, and the ornate or elaborate effects 
should not be attempted without spe- 
cial instruction from the customer. 

The block form of monograms may 
take countless, interesting shapes; 
sometimes plain, sometimes cleverly in- 
terlocked. An artistic touch is an asset, 
but hardly essential for the monograms 
of this nature because every line, curved 
or straight, may be mechanically con- 
structed with pencil, ruler, and com- 
pass. 

No attempt is made in the course- 
program to cover too wide a range of 
styles. It is much less confusing and 
certainly more instructive to the pros- 
pective engraver to dwell mainly on the 
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practical monograms and concentrate 
on difficult phases of designing. From 
the basic and fundamental construction 
learned under this subject the beginner 
can be expected to develop his own 
ability and increase his ingenuity and 
foresight. After all, the proper back- 
ground is the element essential to 
foresight in designing. 


1. CONSTRUCTION AND DESIGNING 


Monograms are constructed in a 


() 




















variety of shapes and designs. It is in 
this phase of engraving that artistic 
ability is especially helpful and the 
designer will find an unlimited field for 
developing new ideas and letter treat. 
ments. Strange as it May seem, the 
block-type can be constructed mechani- 
cally with the use of a ruler and com- 
pass, depending not at all upon free- 
hand sketching for artistic effect. Even 
so, the idea is the thing, and the suc- 
cess of the monogram depends on the 











Figure 70. Variations of monogram styles. 
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IN THE LONG RUN? 


WHAT PRINTS THE CLEAR 
WATCHMASTER CHART RECORDS 
THAT ARE SO ACCURATE FOR 
WATCH-RATING, SO DEPENDABLE 
FOR WATCH ANALYSIS? 


It could be a piece of cheap 
wire, but it isn’t. It’s a sturdy ma- 
chined stylus with a sapphire ball 
tip, made to produce close “dot” 
records . . . indefinitely. 

This is only one small part but it 
is characteristic of the high qual- 
ity and engineering excellence 
in every detail of WatchMaster 
construction. sapphire ball-tipped 
That is why, in the long run, you — 

will find greatest value in the — 








More WatchMasters have been sold and 
are being sold than all other watch- 
timing machines in the World, combined. 
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There must be a reason. There is! It’s the —— — ES T 


Americas Time Products, Ine- 
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ingenuity and imagination of the de- 
signer. 

Figure 70 shows a group of mono- 
grams all different in shape and con- 
struction. It is not necessary to point 
out step by step how each line was 
placed; each monogram with its block- 
ing-in or construction lines is_ self- 
explanatory. 


2. SPECIAL SHADINGS 


Special shadings and letter fill-ins are 
discussed in detail under Section G- 
Blocks, Item 15. Since Figure 70 deals 
primarily with monogram construction 
and not cutting, it will be necessary 
from time to time to refer to the illus- 
tration connected with Section G-Block, 
Item 15. These illustrations explain cut- 
ting as well as design. 

(a) Cross-Shading or cross-lining, as 
it is also commonly called, is illustrated 
in Figure 68—the letter “E”. This type 
of fill-in has always been and will con- 
tinue to be the most desirable, espe- 
cially on expensive articles. 

(b) Off-Shading a letter or mono- 
yram means to place the shade con- 
siderably away from the letter proper, 
creating a space between the letter and 
off-shade cut. The usual shaded letter 
or monogram has shade lines placed 


closely against the letter stems creating 
a more solid appearance. In Figure 68, 
the leters “N-R-G,” the off-shade is a 
hairline placed to the right of all thick 
sections of the letter. 

(c) Hair-Line Shading, sometimes 
called ribbon shading is simple enough 
to do and is used to good advantage 
especially on hard metals. The _ hair- 
lines are placed very close together, 
using as many cuts as are necessary to 
obtain the desired width. In using hair- 
line shades, the letters of the mono- 
gram may be shaded on the lower right 
or on all sides. This shading can be 
used with any type of letter fill-in. See 
Figure 68, the letter “R” for an ex- 
ample. 

(d) Bright Cut Shading is a term 
used to distinguish itself from hairline 
shading. It requires only one wide shade 
line, placed solidly against the lower 
right sections of the filled-in letters, or 
it can be used on all sides. 

(e) Outlining a monogram or letter 
depends entirely on the shade place- 
ment to show-off the letter. In this type 
of design the letters of the monogram 
are not filled-in; only the shades are 
placed. The most interesting effect is 
gotten when the letter is shaded only on 
the lower right. The rest of the letter 


receives no attention at all and the 
design, though unusual in appearance 
is quite easy to read. A more definite 
result is gained by running the outline 
completely around the letters. 

(f) Relief monograms are designed 
in the usual manner with the addition of 
a line running completely around the 
monogram and parallel to its sides. The 
monogram may be round, square, ob. 
long or any odd shape. If round, simply 
construct an additional circle spaced 
slightly away from the letters. Instead 
of filling-in the letters, fill-in the back. 
ground around the letters. Shade the 
letters in the usual manner; shade also 
the border of the monogram; the result 
is a monogram in relief. In this man- 
ner, an effect of raised letters is ob. 
tained. 


3. DESIGNING DIAMOND 
MONOGRAMS 


See Figure 71 for accurate designing 
of diamond monograms. The student 
must familiarize himself with all letters 
in all positions by designing many 
monograms on paper before any cutting 
is tried. Constructional lay-out of a 
diamond monogram is shown in Figure 
70, upper left corner. 

(To be continued) 


Figure 7!. Each letter of the alphabet in three positions in diamond monograms. 
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General Electric 


Clocks that were 





... the newest, most exciting line of clocks in General Electric history! 


Watch the demand for America’s fastest-selling clocks 














TWEED— Brushed-metal finish case. Gold- 
color numerals and hands. Red sweep- 
second hand. Textured tan dial. Wide 
base prevents tipping over in dark. 


POs. 8 ae an 


DOMESTIC—This kitchen clock has raise 
silver-colored numerals and ivory- 
textured dial. Crystal is shatterproof. In 
red, green, blue, and yellow. 





MORNING STAR— Pilot light goes on and 
lets you know when alarm is set. Lumi- 
nous hands and hour dots. In ivory plas- 
tic case. 


G-E Clocks are backed by the greatest, most consistent 
advertising campaign we’ve ever run in Life, Saturday 
Evening Post, Look, Woman’s Day, Coronet, Farm Journal 
—and Nancy Sasser’s Buy Lines in The Saturday Evening 





CLANSMAN—WNewest kitchen clock in 








grow and GROW with these 9 new beauties... 





colorful plaids. Shatterproof crystal. Red 
sweep-second hand. In four brilliant 
plaids—red, blue, green, and yellow. 


eee 


BEAU ALARM—Luminous numerals and 
hands on handsome wood-grain back- 
ground of dial. Shatterproof crystal. 
Styled in a case of sparkling ivory plastic. 


























tion. Mahogany case. Mahogany-color 
hands and numerals. Scrolled ivory-color 
dial. Topped by polished brass ornament. 





CUE— New, low-priced alarm in ivory 
plastic case. White numerals and hands 
on brown textured dial. Red sweep- 
second and alarm set hands. 


CONCORD — Beautiful Colonial reproduc- 





PURR-A-LARM— Luminous hands and nu- 
merals for telling time in the dark. Ivory 
plastic case. Chocolate brown dial. Shat- 
terproof crystal. 





DRUMMER —A new automatic alarm that 
resets itself. Luminous hands and hour 
dots. Shatterproof crystal. Red sweep- 
second hand. Ivory plastic case. 


eobe 
ss RR, 
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Post. Plus the Garry Moore show on Television. 

Order through your distributor now! Sell America’s greatest 
money-making clocks. General Electric Company, Bridge- 
port 2, Connecticut. 


GENERAL @@) ELECTRIC 


FOR AUGUST, 1951 


301 














FT 
y PRo Bue 


WHERE CAN | GET—? 


yt 
iviat 1° - 


66 PPEST”’ OIL—I have read in all watchmakers’ maga- 

zines, the usual answers to questions on troubles 
with watch oils. The watchmakers ask a simple question 
“What is the best watch oil?” but I can’t recall ever read- 
ing a simple, straightout answer, telling simply what is 
the best oil to use. 

I have used a number of brands of oils, and am tired 
of having watches coming back in a few months with oil 
thick, or sometimes disappeared entirely. (Question 
No. 6148) H. L. M. 

Answer—tThere is no such thing as one particular 
brand of oil that is always and everywhere “best”; that 
is, better than all others. Various oils may have different 
specific qualities; one may be especially good for use in 
hot climates; another in cold climates, and so on. There 
are oils that some watchmakers think best, based upon 
experience with them; and yet there are other oils pre- 
ferred by other watchmakers. Material dealers are apt to 
recommend oils on which their own customers send in 
good reports as satisfied users. Your own regular dealer 
should know which oils have satisfied users in your terri- 
tory and climate. 

Another reason why no “always best” oil can be named, 
is that it can happen that different batches or manufac- 
turing “lots” of the same brand could occasionally vary 
in quality; this is true of any and all products, even 
though manufacturers take great care to make each lot as 
nearly perfect as possible. 

About oil disappearing soon after application, there are 
so many possible reasons for this that in order to advise 
you, we must have more information than you have so 
far given. (1) Please explain in detail your method of 
cleaning watches, and materials used. (2) Do you re- 
move hole and cap jewels when cleaning; do you rub 
them with pegwood before reassembling? (3) How do 
you apply the oil; and how much do you apply—how do 
you “gauge” the amount applied? (4) What brands of 
oils have you tried? (5) Is you trouble with all types of 
watches ? 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


We would give our further opinion if you would answer 
these suggested questions, adding any other information 
that would give us the complete picture of conditions. 


OSKOPF WATCH—What is a Roskopf watch? 
(Question No. 6149) W. L. T. 
Answer—‘Roskopf” means either of two things: 
(A) A watch of sturdy construction but inexpensive 
orade, made by the present owners of the original Roskopf 
watch factory at La Chaux de Fonds, Switzerland; or 
(B) A watch of any manufacturer’s product, with escape- 
ment of the pin-pallet lever type of design, and of inex- 
pensive grade of workmanship in general. 


ALL BEARING LATHE—(1) Are ball-bearing lathes 
better than the older type? (2) I want a good 
formula for a clock cleaning solution made with water, 
instead of anything inflammable. (3) Oilstone powder 
that I can buy now, seems to have some coarse particles 
in it, that scratch the work; can anything be done to 
sieve out these coarse bits? (Question No. 6150) C. B. 
Answer—(1) Ball-bearing lathes for watchmakers 
have hardly been long enough in use to accumulate fully 
complete data on results, compared with cone-bearing 
lathes. At present, you must judge by manufacturers’ 
claims, until long enough experience with many lathes in 
actual use, serves to verify such claims in particulars. 

(2) We know of no “good” formula for a water-based 
clock cleaning solution. If you do not want to use petro- 
leum products, then we suggest scrubbing clock parts with 
soap and hot water, rinsing in very hot water to aid in 
drying. 

(3) Oilstone powder may be separated into graded 
sizes of grains, by “decantation.” Mix the mass of powder 
with water, stirring well. In about 5 minutes, the coars- 
est grains have settled to the bottom of the vessel. Pour 
the liquid, without the “settlings,” into another vessel, 
well stirred, allowing this to stand 10 minutes. Then, as 
before, pour the liquid portion into a third vessel; the 
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...new Melody color display! 





WESTCLOX 








Every Westclox dealer will want this exciting new Made by the makers of Big Ben 

display. Compact and colorful, it quickly tells the 

sales features of the Melody Electric Wall Clock. —_— Corporation 

Measuring only 18” x 18”, it takes just a small 

amount of counter space. It’s an eye-catcher oe fo @ Price quoted does not include tax and is subject to change 
sales-getter! Be sure to send in the coupon now for ee ee TAT ee eT eee 
your free display! And remember to remind your WESTCLOX = 
customers that Melody is definitely a new note in eee — 


wall clocks. It’s gracefully designed to be in tune 
with any room. Mounts flush on wall. Surplus cord 
is neatly concealed. Removable case ring comes in 


Please send me absolutely free a full-color display 
to feature your Melody Electric Wall Clock No. X 14. 














NAME: 
variety of colors to harmonize with any decorative an 
plan. Yes, Melody is something for your customers is aa 
to sing about... at only $6.95 (retail). sia eectinanianntiaiimncennanninasiatnieeenimnnaiad 


WESTCLOX, LaSalle- Peru, Illinois e« In Canada: Western Cloék Co., Ltd., Peterborough, Ontario 
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latter should stand 15 minutes, then pour off the water. 
Now you will have coarse, medium, and fine powder 
mixed with some water, in the three vessels. Evaporate the 
water, leaving three grades of grain-sized powder, dry and 
ready for use. Varying the time each vessel is allowed to 
stand between pourings, will vary the effects. 


prea yr GRAVERS—How should gravers be 
sharpened, for turning work in a lathe? Can the job 
be done on only one kind of stone? (Question No. 6151) 
i me 

Answer—tThis usually involves two separate needs: 
(1) To grind out the dulled edge or broken point, while 
maintaining the correct form of the acting portion of the 
tool. (2) To provide a sharp cutting edge. Attempting 
to do both of these on one hard fine-grained stone wastes 
time, because such a stone cuts slowly, although smoothly. 

It will save time to do operation No. 1 on a coarse- 
grained quick-cutting stone, the best of which are made 
of synthetic abrasive-grains in a hard binding substance, 
like “India” oilstone, or the hard-bound Carborundum 
stones, etc., which hold their shape well. Soft natural 
stones like Washita oilstones, etc., which cut fast, but 
do not keep their shape as well as the others are also good. 

After the top and side faces of the graver have been 
ground dead-flat as above, the coarsely ground surfaces 
must be smoothed by rubbing the graver on a hard 
Arkansas oilstone. These smoothed surfaces, meeting at 
their cutting edges, will form a sharp cutting edge that 
will last the maximum time in use. 

For grinding, the graver should be moved across the 
stone so the “scratches” are formed across the faces, not 
lengthwise of the graver; this also at first in using the 
hard, fine stone. A good finish can be made by finally 
rubbing the very edges on the hard stone along their 
lengths instead of crosswise, just enough to smooth with- 
out altering the form of the work on the very edges of 
the tool. This seems to add to the life of the cutting edge. 


ATCH VALUE—What would be the fair market 


value of an 18 size Howard 17-jewel movement, 


number 231,399, in a hunting case, 14K gold, with heavy - 


floral ornaments in three colors of gold, and a one-third 
carat diamond set in the center of the front lid? My father 
carried this watch years ago, and I would like to realize 
the highest possible price for it. (Question No. 6152) G. R. 

Answer—We will say that the high serial number of 
the movement indicates a watch that is not old enough to 
be valuable to collectors of rare “antique” watches. The 
alternative would be to sell the watch to someone to carry, 
for practical use. What would make this difficult is that 
very large hunting-cased, ornate pocket watches like this 
one have long been entirely out-of-fashion, so no doubt 
a buyer would expect a “bargain.” In a case of this kind 
it is hard to sell a watch for more than a very little above 
the market value of the gold in the case, plus the value of 
the diamond in the wholesale market. What these factors 
would amount to could be determined by testing and 
weighing the metal and the stone by a competent jeweler. 
This result would be the nearest possible to fixing a true 
market value on a watch of this kind. 
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| origeerags JAR—We have a fine old regulator clock 
for repair, no name on it, but one of the glass jars of 

mercury pendulum is broken. Where can we buy a jar, 
also mercury for it; and how can we figure how much 
mercury to put in both jars, to make the pendulum com. 
pensate for temperature? (Question No. 6153) F. M. 

Answer—The thing to do about the broken mercury 
pendulum jar is to send the whole other jar to some spe- 
cialist in glass work, such as E. F. Scheibe Co., No, 9 
Clarendon Ave., Cambridge, Mass., or Eclipse Glass Co., 
Thomaston, Conn., and have this duplicated in a new 
jar. The two jars should then be almost filled with mer. 
cury (obtainable at a drug store) and the amount of . 
mercury to be left in the jars, be determined by taking 
the timekeeping rates of the clock in different degrees of 
heat and cold. 

The idea is that if the clock is found to gain time during 
a rise of temperature, some mercury must be removed; 
and vice-versa. A small syringle or medicine dropper may 
be used for removing mercury. The exact amount of 
mercury to let remain must be found as outlined above, 
by patient trials which may take a long time to accom- 
plish, if you really want to have the pendulum in adjust- 
ment to heat and cold. 


eens METALS—I am preparing for an experi- 
ment for which I will need some metals (silver and 
gold) of particularly reliable quality, as to purity, etc. 
Please suggest a firm on whose product I could depend; 
preferably located near my own city. (Question No. 
6154) G. L. 

Answer—We suggest calling upon Handy & Har- 
man, address 3625 Medford Street, Los Angeles, Cali- 
fornia; this firm is one of the leaders in all branches of 
the precious metals business in America; and it is for- 
tunate that one of their branches happens to be located 
in your own city. 


en DIAL—Please note the rough sketch 
of a chronograph dial attached. What is the purpose 
of the small dial on it that I have marked X? (Question 
No. 6155) P. M. 

Answer—tThe small dial with circle numbered in in- 
tervals from 0 to 60, appears to be for the minute 
recorder or counter that is usually a part of such watches. 
The hand of this dial moves one space for each minute 
traveled by the sweep-second hand of the chronograph, 
and continues indicating these accumulating minutes until 
the button is pressed to stop the sweep-second hand. The 
next pressure on the button returns the minute-recorder 
hand to zero, besides the sweep-second hand. Without a 
minute-recorder, the user of a chronograph watch would 
have to mentally keep count of minutes elapsed during an 
observation with the watch. 


ALANCE MOTION—How much motion should the 

balance of a watch make, after the watch has run 
about 24 hours after winding up? (Question No. 6156) 
M. G. 

Answer—At the 24-hour stage of the mainspring’s 
unwinding, the balance of the watch should be making not 
less than 114 turns per vibration, if in a good grade 
watch, and in good order. 
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Front turns your entire store into one 
big showcase that puts your jewelry 
right out where the passer-by can see 
it. Such a display stimulates the pub- 
lic’s desire for the articles shown... 
brings the “looker” inside to make a 
purchase. Even after closing time, the 
store with an open-vision front keeps 
on winning customers and influencing 


future purchases. 


The pulling power of an open-vision 
store front has been proved—with in- 
creased sales—by jewelers all over the 
country who have modernized their 
stores with eye-catching, sales-win- 
ning Pittsburgh Glass and Pittco 
Store Front Metal. These merchants 
have also proved that modernization 
—inside and out—has been a sound 
investment in the future of their busi- 


nesses. 


So use sparkling, modern Pitts- 
burgh Products to give your store that 
up-to-the-minute look that suggests to 
the public that you sell the best, most 
complete line of jewelry obtainable. 
For examples of actual Pittsburgh in- 
stallations, and for descriptions of 
Pittsburgh modernization products, 
write for our new booklet, “How To 


Look That 


Sells.” It’s free. Just return the cou- 


Give Your Store The 


pon at right. 


AN OPEN-VISION 


Shows what you 


@ An open-vision Pittsburgh Store 





Store Fronts 





a 


and Interiors 
by Pittsburgh 
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wil 








PAINTS 





sell...and sells what you show! 














EYE-APPEAL THAT MEANS BUY-APPEAL. This 
Fremont, Ohio, jewelry store is a striking example 
of how Pittsburgh Products can be used to give 
a place of business more attraction power. The 
display windows are Twindow—Pittsburgh’s win- 
dow with built-in insulation. The sash, corner bars 
and window trim are of lustrous Pittco De Luxe 
Store Front Metal. A Herculite Door, with Herculite 
Door Frame Assembly, completes the semi-open 
design. The sparkling facia and bulkheads are 
gray and wine Carrara Structural Glass. The 
laminated letters are also wine Carrara. Architect: 
Horace M. Coy, Toledo, Ohio. 


GLASS 





CHEMICALS 





Pittsburgh Plate Glass Company 
2196-1 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me 
a FREE copy of your booklet on store moderni- 
zation. “How To Give Your Store The Look 
That Sells.” 
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Eterna Display Shows How 
Watch Winds Automatically 





Jewelers who feature Eterna’s line of 
self-winding Eterna-Matic Swiss watches 
are demonstrating the ballbearing winding 
mechanism of the watch with this large, 
oscillating window display. 

Its oscillating weight swings in a circle 
as the model is made to revolve, showing 
how the Eterna-Matic winds itself with the 
slightest wrist motion. The circular mirror 
at the base of the 12-inch by 30-inch model 
can be utilized to display actual Eterna- 
Matics. 





Electric Housewares Campaign 
Enters Its Fall Phase 


Dealers and distributors have been intro- 
duced to the fall-Christmas phase of ihe 
merchandising-promotional gift campaign 
of the Electric Housewares Section, Na- 
tional Electrical Manufacturers Assn. The 
member manufacturers showed their new 
lines at the July Housewares Show, Con- 
vention Hall, Atlantic City from July 9 
to 13. 

Life-size cut-outs of the Industry’s Gift 
Girl, wearing the familiar magenta-colored 
box tied in blue ribbon, “greeted” buyers 
at each of the manufacturer’s individual 
booths. Each manufacturer also featured a 
large gift-wrapped box which was designed 
for the show by Dennison’s. 

Booths also stressed the electric house- 
wares gift certificate. Christmas theme 
streamers were also displaved along with 
preview pages from the 20-page Merchan- 
diser which is now in the _ preparatory 
stages. It is being designed to aid dealers 
in promoting electric housewares as gifts 
for all occasions. It will also make avail- 
able such merchandising aids as display 
streamers, interior gift display units, sea- 
sonal display ideas, a complete gift wrap 
kit, and other promotional aids. 
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Minute TV Films Ready 
For Jewelry Store Use 


A new series of 39 different films about 
diamonds is now ready for television. The 
films, each one minute in length, will be 
displayed for the first time at the ANRJA 
Convention in New York in August. Each 
film is expressly made for television for 
jewelry store sponsorship. Time is 
permitted at the beginning and end of 
each for inclusion of local store names 
and sales messages. 

Each film will show exact replicas of 
each of the world’s most famous diamonds. 

Charles Michelson, Inc., producers of 
the films, will distribute them throughout 
the country. They will be exclusive to 
one store in a City. 





Ostby & Barton's New Ring Box 





This new ring box is now being offered 
by Ostby & Barton Co. The box ieatures 
an aqua plush pad in gold decorated ivory- 
finished plastic. It is offered at slight extra 
cost with ring order. 


Correction: 


JC-K stated incorrectly on Page 219 of 
the July issue that five newspaper adver- 
tising mats were offered free to dealers by 
the Elgin National Watch Co. with an 
order for 16 transportation watches. The 
article should have stated that the mats 
were offered free to jewelers without re- 
spect to any cider of merchandise. 


Lipper & Maan Widens Line 
Of Jardin Des Violettes 


Lipper & Mann Inc., 225 Fifth Ave., 
New York, has widened the imported lines 
of Jardin Des Violettes to include cigarette 
boxes, ash trays, candy boxes and bon 
bons. Previously, the line was available 
only in cups and saucers. 
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Wadsworth To Introduce New 
Low-Priced Watches in Fall 


The nation’s newest line of nationally 
advertised jeweled watches will be intro- 
duced to the public this fall with a per. 
sonal message from its sponsor, Arthur W. 
Wadsworth, president of the Wadsworth 
Watch Case Co., Dayton, Ky. 

The low-priced Wadsworth line will be 
backed by an extensive national advertising 


campaign which will take an_ informal 
approach toward creating consumer de- 


mand for a watch. The campaign will be 
aimed at “the average American citizen 
who wants a good watch at a low price.” 
It will get underway in October when full- 
page advertisements will appear in Life, 
Look and Collier's magazines. The opening 
ad will reproduce eight of the new watch ” 
models and feature a photo of Arthur 
Wadsworth iniroducing himself to the 
public. 

The October advertisement is the first 
in a series of monthly, full-page insertions 
which Wadsworth plans to continue 
through November and December. The 
entire campaign will follow the same in- 
formal theme, according to Clay Seipp, 
advertising manager. 

The company plans to provide jewelers 
with a watch line which runs from $19.95 
to $33.75, tax included. In addition, two 
automatics are offered, both at $49.75, tax 
included. 





Wm. Rogers & Son Service 
Introduced by International 





A new service and chest in Wm. Rogers 
& Son reinforced plate by The Interna- 
tional Silver Co. has just come on the 
market. It adds a choice of butter spread- 
ers, iced drink spoons, or cocktail forks, 
plus an extra tablespoon, cold meat fork, 
and gravy ladle to the conventional 52- 
piece service for eight. The new chest 1s 
in blonde finish, Rust-tone Duvetyn tarn- 
ish-resistant lining. The entire 63-piece 
service for eight retails at $57. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Columbia Diamond Rings 
Increases Ad Program 


The advertising program of Columbia 
“Tru-Fit” Diamond Rings has been in- 
creased. The new ad program features the 
streamlined <eries of “Tru-Fit” Diamond 
Rings in both Columbia and Lady America 
series. C. Benjamin Axel, vice president 
and designer of the “Tru-Fit” feature made 
the announcement at the firm’s mid-year 
sales meeting, which was held on July 2 
and 3 in Long Island City. 

Axel stated that Columbia is developing 
a consumer contest for jewelry stores. It 
is being designed to create greater store 
traffic and to develop diamond ring con- 
sciousness. The idea requires prospective 
customers to go to the jeweler’s store in 
order to win valuable prizes. Contest dates 
will be announced in the future. 


‘Monte Cristo’ Series Feature 
Of New Jacques Kreisler Line 


The fall line of watchbands introduced 
by the Jacques Kreisler Corp. include a 
number of innovations in styling and 
packaging. 

For men, Kreisler has designed four new 
bands known as the “Monte Cristo” series. 
All of these bands, which retail for $12.95, 
including federal tax, are gold-filled and 
feature a tailored expansion bracelet. 

Three of the bands have jewel-toned 
motifs of hard-finished enamel on a genu- 
ine mother-of-pearl background. The fourth 
band has a fiery rhinestone on a_back- 
ground of simulated onyx. 

Each band is packaged in a box shaped 
like a 17th century pistol. The box lid 
automatically opens with a press of the 
trigger. 





bands, called the 


The new women’s 
“D1 . 5 P 
Flirtation,” are narrow expansion brace- 


lets, ornamented at both ends. One has 
tiny hand-carved Italian cameos in Tiffany 
style settings. The other two have rhine- 
stone clusters mounted in royal blue 
enamel grounds. The bands retail for 
$10.95 each, federal tax included. 

The “Flirtation” comes in a compact- 
shaped box, which is made in pale ivory 
colored polystyrene with a gold Alencon 
lace pattern overlay. It is lined in rose 
colored faille. 

The fall Kreisler line also includes, 
among other items, the personalized “Your 
Signet” watchbands and men’s jewelry. 
These watchbands feature the wearer’s 
initials as an integral part of the band 
itself. There is a new men’s version to 
retail at $8.95, federal tax included. in 


addition to the numbers introduced last 
season. 
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Campaign Plans, New Autowind, Revealed at Gruen Conference 





Benjamin S. Katz (left), president of the Gruen Watch Co., and Henri Thiebaud, Gruen 

vice president and director-general of the Gruen subsidiary in Bienne, Switzerland, are 

shown beside a 100 times actual size metal and lucite model of the new Gruen Autowind 
movement, developed by Theibaud. 


A special “Christmas in September” pro- 
motion will be launched by the Gruen 
Watch Co. in September. From Septem- 
ber 15 to October 31, 14 new “All-Star” 
watches will be featured at special prices. 
Special wholesale prices will be in effect 
on September 10. Benjamin S. Katz, Gruen 
president, announced the 45-day promo- 
tion at the Gruen sales conference in Cin- 
cinnati on July 9 and 10. 

Double-spread and full-page advertise- 
ments in Look and The Saturday Evening 
Post, plus television commercials and free 
dealer aids will back the “All-Star” pro- 
motion. 

It was announced at the conference that 





Gruen would sponsor a new television 
show, “Gruen Guild Theater,” starting 
September 27, on the ABC-TV network. 
According to Bernard M. Kliman, Gruen 
advertising director, approximately 90 per 
cent of Gruen’s advertising budget will 
go into television. A schedule of maga- 
zine ads will supplement the TV adver- 
tising. 

A highlight of the conference was the 
announcement that Henri Thiebaud, vice 
president and director general of Gruen’s 
Swiss subsidiary, had developed a new 
Autowind movement. Thiebaud flew from 
Bienne, Switzerland, to attend the con- 
ference. 





American-Made Jeweled Alarm 
Clocks Introduced by Dinson 
The Dinson Clock Corp., Jamaica, L. I., 


has introduced a new line of small jeweled 
alarm clocks for desk, boudoir and travel- 
ing. The clocks are completely produced 
in the United States. 

The two-jewel alarm movemeni is made 
with a_ special alloy compensating hair- 
spring, assuring accuracy regardless of 
temperature variations. A _ single main- 
spring winds both the alarm and the time 
together. An automatic alarm release is 
operated by the winding mechanism, mak- 
ing it impossible to forget to turn on the 
alarm. 


Rodana Window Display 
Available to Jewelers 
The Rodana Watch Co., Inc. recently 


announced the availability of a six-color 
window display for use by jewelers who 
purchase the Rodana Water-Resistant Trio 
from wholesalers. 

Kurt Schwab president of the Rodana 
Watch Co. Inc. in the United States, 
recently returned from the home factory 
in Switzerland with the newest Rodana’s 
watch styles. These watches are produced 
in Rodana’s own factory, which Rodana 
boasts has one of the largest production 
capacities in Switzerland. 








New Allcraft Display Piece 
Features “Harco" Bracelets 
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The Allcraft Novelty Co., 16 Maiden 
Lane, New York, is offering this brown 
leatherette easel tray to jewelers who carry 
the new line of “Harco” identification 
bracelets. The tray is designed to display 
six bracelets. Each bracelet in this new 
line is sterling silver, rhodium plated. Sug- 
gested retail price is $4.98 and up. Allcraft 
is the creator of the Fantasy of Jewels 
rhinestone line. 
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Telechron Backs Fall Line 
With Biggest Ad Campaign 


Innovation, sparkle and prestige are key- 
notes of the new models announced for fall 
by the Telechron Department, General 
Electric Co., Ashland, Mass. 

The fall program includes dealer counter 
cards with entry blanks attached, a new 
offer of the Telechron Electric Clock Time 
Table, a three-color contest display sleeve, 
and a new four-color catalog. 

Telechron marketing executives are 
covering 19 cities at present with the 
merchandising show, “The International 
Order of Sales Magicians,” for distributors 
and their salesmen. The fall campaign is 
the biggest in the history of the company. 





Gemex Charm Bands Featured 
In New Display Fixture 
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A color scheme of deep wine and white 
furnishes the background tone for this new 
Gemex display. 

The display itself is in the grape shade 
with the heart in white moire. The Sonata 
Charm-Band and the Gem Charm-Band 
are the display features. It comes with 
mounted Gemex Sonata and Gem Charm- 
Bands. Another Sonata Charm-Band is in 
another gift box. The price to the dealer 
for these three charm-bands is $30.60 Key- 
stone. There is no charge for the display 
and the carved ivory plastic display box. 
Further information about display assort- 
ment A-85 is available from Gemex Co., 


Union, N. J. 





Fourteenth Arvin Plant 
Opened in Indiana 


Television production has begun in the 
new Arvin Jndustries factory in Columbus, 
Ind. Harlan B. Foulke, vice-president of 
the firm, announced that the new plant, 
the fourteenth for Arvin in south-central 
Indiana, provides assembly lines for 15 
television models in Arvin’s current line. 
In addition, it provides quarters for tele- 
vision engineering, purchasing and tooling 
departments, presses, plating and shipping 
operations. Jt includes a “viewing room,” 
complete with plaster walls, rugs and fur- 
niture, where Arvin sets are checked and 
tested under actual home conditions. 

Construction on the new plant was be- 
gun in July, 1950. It was partially occu- 
pied by November. A mezzanine of 16,200 
square feet is included in a total floor 
space of 103,000 square feet. 
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A.S.R. Showing New Lighters 
At National Jewelry Shows 


The American Safety Razor Corp., 
Brooklyn, N. Y., will introduce several new 
cigarette lighters at the forthcoming sum- 
mer jewelry shows. Some of the new de- 
signs will include an A.S.R. Ascot lighter, 
which will take the form of a jeweled 
pearl envelope opener and paper weight, 
and a lady’s midget Ascot lighter, trimmed 
with kidskin. 


A.S.R. is reinstating all lighters which 
were temporarily discontinued early this 
year because of Government restrictions. 


During the last three months of 1951, 
A.S.R. will continue to be advertised on 
television. The CBS television program, 
“The Show Goes On,” with Robert Q. 
Lewis, will again be seen in 41 cities. In 
addition, national magazines will be used 
as well as national and cooperative news- 
paper advertising with jewelers. 





Helbros Dealers Given 
Authorized Dealer Plaques 


WATCHES — 2 
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The Helbros Watch Co., New York, is 
sending a new, permanent plaque to all 
their authorized dealers. Designed in the 
shape of a parchment scroll these plaques 
are done in antique invory, with metallic 
gold and maroon lettering. Four simulated 
rubies bring cut the Helbros theme that 
all their watches have lifetime ruby jewels. 
The plaques are designed with both metal 
stands and hanger attachments. 





Largest Gavel Exhibited 
At Jewelers’ Conventions 


The world’s largest gavel was exhibited 
at the NACJ Convention in Chicago on 
July 29. It will also be shown at the 
ANRJA Convention in New York. The 
Lignum Vitae Products Corp. of Jersey 
City, N. J., manufactured the gavel, which 
is made of hand-turned Brazilian rosewood. 
Its overall length is 4614 inches. The firm 
has been showing the gavel with its line of 
gavels, sound blocks, sterling silver bands, 
gold bands and presentation cases. A free 
display case deal is also being shown at 
the conventions. The line was shown in 
conjunction with the first exclusive gavel 
and accessory exhibit in the history of the 
two shows. 

















Elgin Announces August 
‘Back to School’ Campaign 
The Elgin National Watch Co. plans q 


concerted merchandising effort during the 
fall season to stimulate jewelry store watch 
sales. 

The campaign will be paced by a ful). 
page, four-color advertisement in the Ay. 
gust 17 issue of Life. Display cards and 
ad mats are available to jewelers who wish 
to tie-in with the national campaign. The 
Life ad will unveil the company’s new 
advertising theme: “the watch with the 
heart that never breaks,” built around 
the DuraPower mainspring which is ep. 
cased in a plastic heart. 





Lasko Offers Watch Straps 
In ‘Velvet Finish’ Suede 
| The Lasko Strap Co., Inc., 200 Hudson 


St.. New York, has introduced a new line 
of “velvet finish” suede straps to its Neet 
line of men’s and ladies’ watch straps, 
The straps are available in seven colors 
and are supplied on attractive display 
cards in one dozen assorted colors. 





—_—— 


Ident Bracelets Featured 
In New Flex-Let Display 





The Flex-Let Corp. highlights identif- 
cation bracelels in a window display piece 
which it has recently introduced. The dis- 
play has been designed to focus the shop- 
pers attention upon these items as impor- 
tant and timely gifts. It is constructed of 
wood, finished in blue-gray enamel, and is 
about one fovot in height. Jewelers may 
have the unit upon request with an order 
for six assorted Flex-Let identification 
bracelets. 

All Flex-Let watch bands are now be 
ing distributed in gift packages. The new 
package, in gray plastic, has a large center 
pad of red velvet. 

A unique feature is an easel contained 
in a slightly recessed area in the back of 
the package. By folding the easel out, the 
package becomes a self-display unit. 





Westinghouse President 
Promises No Cut in Quality 


If the defense program demands further 
restrictions on the use of critical raw ma 
terials, Westinghouse will discontinue mak- 
ing any appliance whose quality might be 
“adversely affected.” 
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Sandoz Ad Campaign 
Opens in United States 


The Sandoz Watch advertising cam- 
paign in the United States got under- 
way in July. Four-color trade advertise- 
ments introduced this Swiss watch, which 
is well-known throughout the world, to 
the American retailer. 

Shriro Watch, Inc., of Switzerland will 
distribute the watch direct to jewelers 
in this country. Plans for an advertising 
campaign and selling organization are now 
being formulated. Further details will be 
announced shortly. 

The Sandoz is currently being exhibited 
at the NACJ Convention in Chicago and 
will be shown at the ANRJA Convention 


in New York in August. 





Foster Introduces Children's 
Expansion Watch Bands 





Foster Metal Products, Inc., Attleboro, 
Mass., has introduced a new expansion 
band designed especially for the “‘charac- 
ter” watches for boys and girls. To assist 
jewelers in the merchandising of the bands, 
Foster has designed a counter merchandise 
display card upon which an assortment 
of six of the boys’ and girls’ Ranger 
watch bands can be shown. The bands 
are in four and four and one half inch 
lengths, with the ends made especially for 
the popular types of children’s watches. 
The bands ir stainless steel retail at $1.98. 
They are also available in 1/20-10K yel- 
low gold-filled at $3.50, tax included. 


Anson Four-Color Display 
Features "Shor-tee" Tie Pins 





This four-color display was designed to 
promote the sale of the Anson “Shor-tee” 
lie pins, a new product of Anson, Inc., of 


Providence, R. I. 


The display was introduced to the whole- 
sale trade in Atlantic City in June and was 
carried by Anson salesmen on their annual 
spring trips. Wholesalers received the dis- 
plays in mid-July. They will be furnished 
free to retailers, 
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Feature Ring Winter Campaign 
Will Run in Eleven Magazines 


Henry Peterson, president of Feature 
Ring Co., Inc., announced recently that 
the Feature Lock national advertising pro- 
gram will break in September and con- 
tinue through the Christmas buying sea- 
son in Life, Look, Colliers, Seventeen, 
Modern Screen, Ebony, True Confessions, 
Real Romances, Real Story, Movieland, 
and Screen Guide. The program will be 
keynoted by the theme, “Look Down at 
Your Rings.” It is estimated that the pro- 
gram will reach an audience of more than 
100 million readers. 

Jewelers will be informed of the adver- 
tising schedule and issue dates. Counter 
cards, tags and postcards will be dis- 
tributed to all jewelers who participate in 
the program. Life Magazine darts and 
plugs, pointing up the advertising will also 
be available. 





Bulova Marks Anniversary 
Of First TV Time Signal 


Ten years ago, the Bulova Watch Co. 
sponsored the first commercial time signal 
ever telecast in the United States. To 
commemorate the tenth anniversary, Niles 
Trammell, cliairman of the board of the 
National Broadcasting Co., presented a 
plaque to Join H. Ballard, president of 
the Bulova Watch Co. The presentation 
was made on July 13. 

This first time signal, made on July 1, 
1941, was made when less than 10,000 
television sets were in use in the entire 
country. Almost ten years to the day after 
making its first televised time signal, on 
June 25, 1951, Bulova sponsored the first 
color time signal in television history. 


Seth Thomas Introduces 
Fall Line of Clocks 


A new catalog was released to distrib- 
utors by Seth Thomas Clocks in mid-July. 
The catalog includes illustrations of a 
number of new models which are being 
introduced for fall selling. Both electric 
and keywound clocks are included in the 
line. The outstanding new number in the 
electric line is the Belwyn alarm, which is 
finished in either maple, mahogany or 
modern blonde. New designs in the key- 
wound group include the Classmate and 
the Prim, both for either home or travel, 
and the Doublet twin-faced alarm. 

Retail prices of the new Seth Thomas 
line range from $8.95 to $75, plus tax. 





Admark Reports Increase 
In Scarab Bracelet Sales 


A steady increase in the popularity of 
Scarab bracelets is noted by Admark of 
Philadelphia. 

European stones with Bombay backs are 
used in all Admark Scarab bracelets. The 
stones are worked in heavy, hand-made 14K 
gold and zold-filled mountings with peg 
spring rings. Admark executives report 
that stocks are ample, even in the gold- 
filled designs, at the firm’s headquarters at 
714 Sansom St. A complete catalog is 
available on request. 








international Silver Presents 
Two Films for Retail Jewelers 


For high school, women’s clubs, and 
varied institutional showings, the retail 
jeweler is offered two new films in full 
color by The International Silver Co. The 
films, each of which runs for about 20 
minutes, were produced to aid the jeweler 
to gain prestige and community recognition 
through local showings. 

“Designs For a Homemaker,” issued by 
1847 Rogers kros., illustrates the rules of 
table setting etiquette and shows many in- 
spiring table settings. The new Daffodil 
pattern is featured in the film. It is told as 
the story of a young girl who enters a 
jeweler’s table-setting contest. 

The other film, “Beauty That Lives For- 
ever,” is offered by International Sterling. 
The film shows every step of manufacturing 
and designing with shots of actual produc- 
tion in the factories and offices of The 
International Silver Co. To lend human 
interest, it is introduced and ended with a 
tied-in story cf a young married couple. 

Both films are available without charge 
to dealers who carry International Sterling 
or 1847 Rogers Bros. Requests for their 
use should be addressed to the Advertising 
Department of The International Silver Co., 
Meriden, Coan. 


Jacoby-Bender Releases 
New Display Assortment 
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A new display for jewelry stores has 
been released by Jacoby-Bender, Inc., 
manufacturers of J-B watch bands. The 
display features the new Ident-I-Bands, 
recently added to the J-B line. The display 
Carries six units. Two are men’s expansion 
models with watch ends; one is a heavy 
chain identification bracelet for men; one 
is a light chain model for ladies. The other 
two are full expansion models for men and 
women. Each has a sterling silver center 
plaque. 

All Ident-[-Bands are shown against a 
dark blue fabric background. The assort- 
ments are sojd for the cost of the merchan- 
dise alone, as shown on each unit. No extra 
charge is made for the displays. 
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News of Personnel 





David J. Atchison has joined Elgin 
National Watch Co. as assistant director 
of public relations. He was formerly public 
relations director for Wesley Memorial 
Hospital in Chicago. 

In Chicago, he was night press manager 
for National Broadcasting Co., associate 
editor of Nowadays, and assistant public 
relations director for the American Medi- 
cal Association. 

A native of Elgin, he attended Bradley 
University and the Chicago Academy of 
Fine Arts. During World War II, he 
served in the. Southwest Pacific area as an 
army correspondent. 


M. Flyer & Son, 7 West 45th St., New 
York, has appointed Charles J. Mund- 
henk manufacturer’s representative with 
offices in Chicago. He will handle the 
firm’s line of ladies’ fancy gold and plati- 
num mountings and watch attachments in 
the Midwest and South. He will continue 
to carry the Schwartz Jewelry Co. gold 
ring and Troob-Gordon “Little Folks” line. 





LIN S. WILLIAMS 
Louis Aisenstein 
ros. 


CHARLES MUNDHENK 
M. Flyer & Son 


Lin S. Williams has joined the sales 
staff of Louis Aisenstein & Bros., Inc., 
American distributors of Mido, Roamer, 
Medana, and Heuer Watches. He will 
cover seven states in the Southeast. Wil- 
liams has been active in the jewelry field 
since 1926. He formerly represented the 
W. A. Sheaffer Pen Co. For the past four 
years, he has operated his own retail 
jewelry business in Nashville, Tenn. 


Benjamin Fradkin has been appointed 
Eastern sales representative for the Feature 


Ring Co., New York. 


Raymond P. Spellman, sales manager 
of the television and radio division of 
Arvin Industries, Inc., has announced the 
appointment of West Michigan Electric 
Supply Co., 189 W. Main St., Benton Har- 
bor, Mich., as exclusive distributors for 
several western Michigan and_ northern 
Indiana counties. 

Ray Jeffirs, sales manager, and James 
Cleworth, buyer, will concentrate on pro- 
motion, merchandising and sales of Arvin 
televeision receivers and radios in those 
counties. 
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Robert W. Iler has been made mana- 
ger of the Chicago office of B. A. Ballou & 
Co., Inc., 29 E. Madison St. Edgar Pettit 
former manager of the office, has retired 
on ihe company retirement plan. 

[ler has been with the firm since 1945. 








Cc. W. WILSON, JR. 
M., Sickles & Sons 


ROBERT W. ILER 
B. A. Ballou & Co. a 


M. Sickles & Sons recently announced 
the appointment of Creede W. Wilson, 
Jr., as manager of their Richmond, Va., 
office. He will also travel this district as 
contact man to the Virginia retail jewelry 
trade, showing the firm’s line of Rhapsody 
rings on Sun Line costume jewelry. 


Joseph Reiss is now affiliated with the 
Elite Watch Case Corp., 150 Varick St., 
New York. He will service wholesalers and 
importers throughout the midwest. His 
headquarters will be at 5 N. Wabash Ave., 
Chiczgo, Ill. 

Louis F. Pedrolie, manager in charge 
of the West Coast office of Swank, Inc., 
manufacturers of men’s jewelry, leather 
and other accessories, returned to Dallas, 
Tex., on Julv 1 as district manager. 

He replaces Gerald St. Peter, who is 
now making his headquarters in San Fran- 
cisco as assistant to M. L. Heller, now in 
charge of the West Coast branch. 





M. W. TOWNSEND 
Handy & Harman 


L. F. PEDROLIE 


Swank, Inc. 


M. W. Townsend is the new sales di- 
rector of Handy & Harman. He is covering 
all products used in the arts and industrial 
fields. For the past five years, he has been 
assistant to the vice-president in charge of 
sales. His headquarters are at the com- 
pany’s general offices in New York. 











Norman Gladney has been appointed 
director of television merchandising for the 
Bulova Watch Co. He will supervise this 
newly formed TV-Merchandising division 
that has been designed to assist the firm’s 
dealers to advertise through television. 
John H. Ballard, president of Buloya 
made the announcement. 

Primary emphasis of the new division 
will be placed on merchandising in adj. 
tion to television programming. Gladney 
was previously associated with Franklin & 
Gladney Advertising Inc., where he dj. 
rected the television activities of some of 
the largest 1etail television advertisers, 





_— 


Jerome J. Levy has joined the sales 
staff of Kaspar & Esh, Inc., New York map. 
ufacturers of platinum and gold rings, He 
will represent the firm in New York, New 
Jersey and Pennsylvania. Until his recent 
appointment, Levy was associated with 
S. Nathan & Co., New York. 





“hy 


CHET MANDELBAUM 
Goldstein-Gerson Co. 


JEROME J. LEVY 
Kaspar & Esh, Inc. 


Chet Mandelbaum is the Pacific Coast 
representative of the Goldstein-Gerson Co., 
the House of Fishtails. He will call on 
jobbers with the firm’s line of diamond and 
wedding ring mountings as well as the line 
of men’s diamond ring mountings. 


New Seth Thomas Distributor 


Joseph B. Bechtel & Co., 729 Sansom 
St., Philadelphia, Pa., have been appointed 
distributors for the new Seth Thomas line 
of watches. 


Tschudin Departs For Swiss Visit 


Paul Tschudin, representative in the 
United States for The Watchmakers of 
Switzerland, left New York recently for 
a combination business-vacation visit to 
Switzerland. At the time of his departure, 
he stated that his Swiss agenda included 
review of a number of proposed projects 
to help the American jeweler in forth- 
coming promotional campaigns. 


Los Angeles Ad Firm Offers 
Jewelers Advertising Service 


The Louis Bass Co., Los Angeles adver- 
tising firm, :ecently announced the prepa: 
ration of a new newspaper mat service for 
jewelry stores. 

The service consists of 100 suggested 
newspaper ads, mats and copy. 
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New Revised Edition 


THE STERLING FLATWARE PATTERN IN 








Actual size of book, 
i 2 fi 


Teaspoons are shown 
actual size in book. 


IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 


manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


ti f ’ 
ions of more than 1300 sterling flatware pat In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. ; ; 
has proved its value as an essential reference 


Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00. 

“Help Wanted’’—*“Lines Wanted” and “Side 
Lines”’—regular type $2.50 tirst 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement, 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of ree endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “C., 1217,’’ care J C-K. 





WATCHMAKER;; 15 years’ experience in 
best stores, desires position in warm 
climate, not farther than 30 miles from 
ocean. L. Paul Spigelmeyer, Muncy, Pa. 





YOUNG woman; five years’ experience 
diamond assorting and office routine, 
New York City; highest references. Ad- 
dress “C., 1914,” care J C-K. 





ENGRAVER of jewelry, trophies; carv- 
ing and chasing; cutting for enamel: 
desires steady position with high class 
firm. Address “F., 1923,” care J C-K. 





EXPERIENCED watchmaker, dependable 
and efficient mechanic, seeks position in 
retail store, in Indiana or Midwest. 
Address “C., 1811,” care J C-K. 





JEWELER, stone setter, plain engraver; 
17 years’ experience; A-1 references; 
prefers high class store in Midwest or 
ox Address “J., 1878,” care 





YOUNG man, experienced retail/whole- 
sale jewelry salesman; advanced gem- 
ological training, seeks position with 
fine New York jewelry firm. Address 
“R., 1928,” care J C-K. 





ENGRAVER-diamond setter, first class, 
with 35 years’ experience; wish to make 
change; desires steady position with 
first class concern. Address “J., 1945,” 
care J C-K. 





JEWELER; 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing: no _ setting; 
wishes position: moderate salary. Ad- 
dress “P., 1954,” care J C-K. 





POLISHER, lapper; mirror, wood and 
felt; 20 years’ diversified experience, 
mostly watch cases and attachments; 
capable of taking complete charge. Ad- 
dress “M., 1906,” care J C-K. 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ryix concern. Address “C., 1035,” care 

C-K. 





YOUNG diamond assorter and buyer, ex- 
perienced in Amsterdam, Antwerp and 
New York markets, seeks position with 
New York house; finest references. Ad- 
dress “‘N., 1989,’ care J C-K. 





WATCHMAKER, H.1LA. certified, Brad- 
ley trained; also do jewelry and en- 
graving; two years’ practical experi- 
ence; seeking position with a future; 
references furnished. Address “‘J., 
1901,” care J C-K. 





WATCHMAKER, engraver ; chronographs, 
clocks, jewelry repairing, window trim- 
mer, manager; capable of taking 
charge; 20 years’ experience; best of 
references; don’t drink; trustworthy. 
Address “E., 1896,’’ care J C-K. 





WISHING, waiting produces nothing; 
doubtless I can supply the enthusiasm, 
versatility, productivity, broad execu- 
tive retailing experience your chain or 
department store would timely welcome. 
Address “A., 1912,’”’ care J C-K. 





CAPABLE man; 13 years’ experience in 
most phases of jewelry field, desires 
change; manufacturing or wholesale 
firm preferred; seeking responsible 
position with commensurate salary. Ad- 
dress “G., 1842,” care J C-K. 





BOOKKEEPER - accountant, female ; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business; highly capable executive with 
most outstanding record. Address “A., 
1641,” care J C-K. 





EXPERIENCED watchmaker, engraver, 
jewelry repairman, wants permanent 
position with well established store in 
Pennsylvania town; available October 
or November 1; can furnish reference. 
Address “K., 1903,’ care J C-K. 





WATCHMAKER; married; Elgin Watch 
College trained; 25 years’ experience; 
excellent repairman, estimator, floor 
man and manager; desires position 
with business doing quality work; all 
replies confidential. Address ‘K., 1947,” 
care J C-K. 





MANAGER; retail credit jewelry; with 
last employer eight years; thorough 
knowledge of selling, credit collections, 


advertising, window display, promo- 
tional minded; best references; age 38: 
married. Address “G., 1876,” care 
J C-K. 





RETAIL jewelry salesman; young man, 
experienced, diamonds, precious stones, 
watches; advanced gemologiecal train- 
ing, expert gem testing, gem identifica- 
tion, seeks position with fine retail 
jewelry store, Metropolitan New York. 
Address “*T., 1929,’ care J C-K. 





POSITION wanted as manager by capa- 
ble man; 25 years’ experience in credit 
jewelry management, sales, display, ad- 
vertising, credits, collections; excellent 
references; prefer Arizona, New Mexico, 
Nevada, Colorado. Address “E., 1872,” 
care J C-K. 





BOOKKEEPER, head, office manager; 
long, heavy experience in jewelry busi- 
ness; competent all phases office pro- 
cedure, including production depart- 
ment; top references; seeking execu- 
a — Address “A., 1833,” care 








MANAGER; 25 years’ experience in cash 
and credit jewelry, thoroughly capable 
all phases of credit jewelry business, 
buying, merchandising, credits, adver- 
tising, promotions, window trimming, 
personnel; would like position with 
firm that wants to increase volume and 
profits. Address “B., 1936,’’ care J C-K. 





DESIGNER; outstanding creative ability, 
thoroughly experienced all kinds of 
jewelry, rings, watch cases; practical 
factory and bench experience; recently 
with one of largest jewelry manufac- 
turers; desires interesting connection; 
full or part time. Address “V., 1973,” 
care J C-K. 





MANAGER-buyer-salesman, 39, married 
desires position with future; South 
California preferred; 20 years’ experi. 
ence in all phases of jewelry businegs : 
can handle store in absence of owner: 
presently employed Los Angeles areg: 
available September 1; best references 
Address “R., 1970,’”’ care J C-K. ; 





$$ 


PAWNBROKER and jewelry salesman 
under 35; over 13 years’ intensive ex. 
perience asS_ pawnbroker and _ jewelry 
salesman in New York City ; full know}. 
edge all phases of pawnbroking ang 
jewelry; willing to locate any State in 
Union; finest references. Address “p 
1626,” care J C-K. ;- 








MANAGER, buyer and saleswoman;; for 
13 years with A-1l rated jewelry store 
doing over $100,000 business; owner 
retired; business liquidated; 39 years 
old; a graduate of Bradley Watch- 


maker’s School; desires permanent 
position with reputable jewelry store: 
excellent references; prefer Middle 


West, however, job counts. Address “C.. 
1895,” care J C-K. 








MANAGER, age 39, married, pleasing per- 
sonality; 19 years’ experience in cash 
and credit jewelry; thoroughly capable 
all phases credit jewelry business; buy- 
ing, merchandising, credit, advertising, 
collections, managership, employment 
personnel; diamond expert, top sales- 
man, sales promotor, details; gets 
things done; excellent references; man- 
agership only considered. Address “N., 
1908,’ care J C-K. 





————_—___—____ 


EXPERT watchmaker, wants permanent 
position with reliable, old established 
firm; 18 years at bench; experienced 
railroad and chronograph work; fine 
workman; salary or commission; good 
background and references; now em- 
ployed but have good reason for want- 
ing change; go anywhere, but prefer 
West Coast; available now; congenial 
employment with reputable firm main 
eee Address “E., 1873,” care 





AVAILABLE September; top flight credit 
jewelry executive, 17 years’ proven 
record as outstanding sales producer 
for two progressive chain store or- 
ganizations ; exceptional organizer; 
potent ideas for window displays, ad- 
vertising, merchandising, sales promo- 
tion; nice appearance, pleasing person- 
ality; excellent references; will accept 
position as sales manager retail stores, 
retail sales promotional representative 
for national manufacturer or other 
challenging assignment, where results 
count. Address “R., 1955,” care J C-K. 





WATCHMAKER; 23 years’ general ex- 
perience in the retail jewelry business; 
can do light jewelry repair, size rings, 
buy and sell; have had experience as 
store manager and manager of repair 
department of large store, but specialize 
in fine watch repairing; am now em- 
ployed as head watchmaker and man- 
ager of the repair department of a 
large store; this position I have had 
for the last seven years, but for per- 
sonal reasons I would like to make a 
change; can be available soon; sober 
and dependable; best of references. Ad- 
dress “G., 1924,” care J C-K. 








Lines Wanted 


a 





PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones; commission 
basis. Address “F., 1352,” care J C-K. 


ml 





FOR representation in Puerto Rico 
write, Miguel A. Castro, P. O. Box 
1323, Ponce, Puerto Rico, covering 
a population of 2,200,000 habitants. 
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LINES WANTED—Continued 








AN; now selling for well known 
SALeacturer in New York and Phila- 
delphia, desires change to diamond. or 
name brand watch selling. Address “B., 
1868,” care J C-K. 








DISPLAY line wanted by one of the 
country’s best salesmen ; jewelry boxes, 
sample trays, window and_ showcase 
trims; reference. Address “G., 1899,’ 


eare J C-K 








WHOLESALER, (established 1926), with 
salesmen covering Central States, is in- 
terested in jewelry items and rings re- 
tailing for $1 to $10. P. O. Box 962, 
Kansas City 10, Mo. 








SALESMAN; desires top manufacturer’s 
line; 25 years of traveling experience 
in Southwest; large personal following 
among the better jewelers and chain 
stores. Address “M., 1918,” care J C-K. 








WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





_————_—— 


SALESMAN; experienced, with following 
among jewelry stores in the East, 
wants to represent A-l diamond house 
on commission basis. Address “K., 
1957,” care J C-K. 





SALES representative to the jgmoers 
in New York City, insert in 
watch band or watch case lif’- with 
firm of outstanding reputation only. 
Address “*A., 1320,” care J C-K. 





SALESMAN; seven years’ experience, 
now selling for pearl, gold manufac- 
turer in East, desires change with 
similar line, to sell retailers and de- 
partment stores; will travel. Address 
“A., 1867,” care J C-K. 





PACIFIC Coast salesman, long. estab- 
lished, desires manufacturer’s line of 
better pierced earrings; catering to 


jewelry jobbers; commission basis; 
best references. Address “A., 1990,” 
care J C-K. 





MANUFACTURER’S representative, con- 
siders custom jewelry lines to whole- 
salers, jobbers only for Eastern terri- 
tory, including Metropolitan area; what 
have you to offer? Address “K., 1879,” 
care J C-K. 





SALESMAN; extensive following whole- 
salers, material jobbers, chain stores; 
interested representing manufacturer 
New York City, Philadelphia, Balti- 
more, Washington, Pittsburgh and 
Boston. Address “R., 1956,” care J C-K. 


AGGRESSIVE salesman, wants side line 
calling on jobbers; established South ; 
Midwest following; costume jewelry 
preferred ; references. Address Circular 
— 1415, Heyworth Bldg., Chi- 

£0 4. 











ROCKY Mountain area; diamond man 
open for good side line in above area; 
good following among retailers; young, 
aggressive man on the way to the top; 
headquarters in Denver. Reply to: 
Manufacturers Agent, 618 Denver 
Theatre Bldg., Denver, Colo. 








WANTED ; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
Salesmen who cover entire country ex- 
Clusively for us. Address “H., 2006,” 
care J C-K. 


SELLING organization with following of 
long standing among jewelry and de- 
partment stores in the territory cover- 
ing Western Pennsylvania, Ohio, West- 
ern New York and West Virginia, de- 
sires top credit jewelers and watch 
lines; have office and show room in 





Clark Building, Pittsburgh. Address 
“K., 1985,” care J C-K. 
MANUFACTURER’S representative, 


Chicago headquarters; experienced 
salesman; Midwest territory, with 
proven record of productivity; ex- 
cellent following among wholesalers, 
jobbers, well rated retail accounts 
and department stores; interested in 
established jewelry line sold to 
wholesalers, jobbers and catalogue 
houses; guarantees substantial vol- 
ume on meritorious products; top 
recommendations. Address Circular 
225, Room 1415, Heyworth Bldg., 
Chicago 2. 








Side Lines 





SALESMAN wanted, to carry line of ex- 
clusive items of rings and pins; one 
with department store and jobber con- 
— Address “W., 1934,” care 





SALESMEN, for strong compact line 
chains and identification bracelets; all 
territories open; 15% commission; give 
full information. Address “G., 1982,” 
care J C-K. 





SALESMAN, with following among bet- 
ter retail and department stores; we 
manufacture small, but complete, line 
of diamond watches, rings, pins and 
bracelets in platinum; commission basis 
only. Address “L., 1949,’ care J C-K. 





SEVERAL territories open for a small 
Side pocket line of 24 wedding rings, 
plain, milgrained and fancies; pays 
74%2% commission, including mail 
orders; details in first letter please. 
Address “V., 1931,” care J C-K. 





MANUFACTURER, 14k wedding rings, 
plain, carved, combination colors, ruby, 
diamond set; stock for delivery on 
memorandum; very reasonably priced; 
you add your profit. Address “G., 1943,” 
care J C-K. 





PIERCED earrings; attractively styled, 
solid gold and gold filled; excellent 
side line for salesmen with well rated 
retail following ; commission; state ter- 
ritory and references in first letter. Ad- 
dress “L., 1882,’ care J C-K. 





SALESMAN; wanted by old established 
manufacturer, for the Southwest, to 
carry a top quality 14k mounting and 
wedding band line; must have a fol- 
lowing among wholesalers and jobbers. 
Address “N., 1886,” care J C-K. 





SALESMAN ; wanted by old established 


manufacturer, for the Midwest, to 
carry a top quality 14k mounting 
line; must have a following among 
wholesalers and jobbers. Address 
“B., 1913,” care J C-K. 








SMALL, side pocket line of 24 ladies’ 


and men’s stone rings, each one out- 
standing in styling and price; pays 
10% commission and can be sold to 
both large and small users; details in 
mK: letter. Address “S., 1930,” care 


SALESMEN ; wanted by prominent watch 
bracelet importers, with following watch 
importers, chain, department, navy 
stores; territories open; 30 different 
styles, duty paid, $3 to $7 dozen; please 
give references. Address “W., 1974,” 
care J C-K. 





OPPORTUNITY for increased earnings; 
outstanding line of gold filled attach- 
ments and gent’s jewelry; small, com- 
pact, neatly displayed; retail stores 
only; state territory and reference; 
draw against commission on proven 
wy: * eet Address “D., 1871,” care 





SALESMAN wanted, with following 
among jobbers and chain stores, to rep- 
resent manufacturer of ladies’ 14kt, 
gent’s 10 kt stone rings, diamond mount- 
ings and crosses; also 14kt cuff links; 
on commission basis; for Chicago; also 
man for Pacific Coast. Address “B., 
1742,” care J C-K. 





SALESMAN ; for Middle West and South- 
ern States, featuring an excellent line 
of popular priced costume jewelry; you 
can sell every account; also nationally 
advertised lines; no objection to non- 
conflicting other line; drawing account 
can be arranged. Address “R., 1735,” 
care J C-K. 





SALESMEN ; if you sell jewelers, gift and 
department stores, specialty shops, etc., 
carry our hand dipped domestic, strictly 
made in U. S. A. line of pearls; get 70% 
of volume between August and Decem- 
ber; lily white, high grade, popular 
priced and packaged; single satin roll 
easily carried under arm; high com- 
mission; money maker; state territory, 
references. Write, Dept. K., P. O. Box 
365, Church St. 8, N. Y. 





EXCELLENT opportunity; salesmen, 
calling on jewelry stores, to represent 
established manufacturer fine prong- 
set boxed costume jewelry, also sterling 
identification bracelets ; territories open: 
Ohio, Michigan, Kentucky, Virginia, 
West Virginia, West North Central, 
West South Central and Mountain re- 
gion; details and references first letter ; 
replies confidential; men with car re- 
siding near territory preferred; draw- 
ing when qualified. (Our men know of 
va ” on Address “H., 1476,” care 
J C-K. 








Help Wanted 





WANTED, two A-1 watchmakers; per 
centage basis only. Address “T., 1460,” 
care J C-K. 





JEWELER; on a general line of work; 
also able to do some carving and chas- 
ing. Address “T., 1916,” care J C-K. 





WANTED; experienced jeweler, for re- 
pairing and special order work. Chas 
F. Damm, Inc., Buffalo, N. Y 





WANTED; jeweler, ring sizing, shanks, 
costume repair; experienced and re- 
liable. Address “M., 1987,” care J C-K. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K 





WANTED, diamond setter and all around 
jewelry repair man; some new work. 
Address “B., 1893,’’ care J C-K. 








MANAGER and buyer (female) for sil- 
ver, glass and china; good salary and 
commission. Dahle Jewelers, Mitchell, 

D. 





(Continued on page 314) 
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HELP WANTED—Continued 








SALESMAN ; for side line of manufactur- 
er’s ring line, to retail jewelry stores; 
territory optional; commission. Address 
“A., 1892,” care J C-K. 





LEADING retail jeweler, in large Florida 
city, needs expert engraver; permanent 
position for right man. Address “K., 
1792,” care J C-K. 





JEWELER; from 10 to 15 years’ experi- 
ence, capable of instructing others; 
good opportunity for a future, for a 
peas man. Address “J., 1915,” care 

C-K. 





WANTED; watchmaker, eight to ten 
years’ experience on fine watches; 
Johnstown, Pa.; salary or percentage; 
ee Address “P., 1968,” care 





MANAGER and watchmaker, for jewelry 
store in city of 15,000, in central Penn- 
Sylvania; established many years; op- 
portunity for live man. P.O. Box 126, 
Harrisburg, Pa. 





NEW YORK CITY only; representative 
wanted, for attractive one dollar line, 
with good rated wholesalers and quan- 
tity users; good commission for top 
man. Address “C., 1937,” care J C-K. 





ENGRAVER and diamond setter; pleas- 
ant working conditions; old firm, South; 
permanent employment; send _refer- 
ences and salary expected. Address 
“M., 1756,” care J C-K. 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,” care J C-K. 





WANTED, experienced watchmaker; 
permanent position; must be well 
qualified and not a recent graduate; 
attractive proposition. Hillman’s, 


612 Wabash Ave., Terre Haute, Ind. 





WANTED; combination man: watch- 
maker, jeweler, engraver and clock 
man; must have good references and 
sober; steady job for good man. Will 





Tschumy, 405 21st St., Galveston, 
Texas. 
WANTED, watchmaker, engraver and 


stone setter; permanent position in 
western Montana University city; we 
keep two workmen; oldest jewelry store 
in the city. Kohn Jewelry Co., Missoula, 
Mont. 





SALESMAN, to carry popular priced, na- 
tionally advertised watch line; start 
commission basis, or draw if you have 
proven territory. Write full details to, 
Harman Watch Co., 22 W. 48th St., 
New York City. 





SALESMAN, experienced: well known 
Midwestern manufacturer of fine plati- 
num and gold jewelry has established 
territory in South; no objections to non- 
conflicting line. Schumer Brothers Co., 
5 E. Third St., Cincinnati, Ohio. 





SALESMEN, fer custom costume jewelry 
line to jewelers ; boxed, beautifully styled, 
popular prices; gold filled, rhinestone 
and sterling; high commission basis; 
state territory and references. President, 
Box 365, Church St. 8, N. Y 





LARGE manufacturer of gold ring mount- 
ings and complete stone rings, wants 
salesman experienced in selling gold 
rings to retailers in Metropolitan New 
York area; replies held in strictest con- 
fidence. Address “‘H., 1900,” care J C-K. 


SALESLADY, experienced in silver, china 
and costume jewelry; state experience, 
salary expected and full particulars; 
finest store in coast city of 25,000 popu- 
lation. Alberts, Jewelers, 434 E. Main 
St., Ventura, Calif. 





WELL ESTABLISHED manufacturers of 
exclusive line of quality silverware, sil- 
ver novelties, lamps and book-ends, etc., 
require experienced salesmen with ac- 
tive following; several territories open. 
Address “‘C., 1870,’ care J C-K. 





SALESMAN; exclusive top lines watches 
and jewelry; rare opportunity; experi- 
enced man to take over established 
Jersey territory; New York wholesale 
distributor ; salary and commission. Ad- 
dress “L., 1959,” care J C-K. 





EXPANDING Southern’ chain has 
opening for assistant manager and 
assistant buyer on permanent basis; 
give reference and qualifications in 
first letter. Address “M., 1950,’ 
care J C-K. 





SALESMEN ; to carry outstanding line of 
ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer ; 
desirable territories available; drawing 
against commission. Address “Y., 1547,” 
care J C-K. 





WE have an opening in our organiza- 
tion for an aggressive manager or 
assistant manager, experience neces- 
sary; this is an excellent opportunity 
for the right man. Address ‘“P., 
1951,”’ care J C-K. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, emblems and engagement rings; 
quick selling line; strictly commission 
basis; territory Georgia, Kentucky and 
Tennessee. Address ‘“A., 1917,” care 
J C-K. 





SALESMEN wanted; well known clock 
importer with extensive line needs ex- 
perienced men with following to sell, on 
a commission basis, in Ohio, Pennsyl- 
vania, New Jersey; protected territories. 
Henry Coehler Co., Inc., 220 Fifth Ave., 
New York 1, N. Y. 





SALESMAN, with following among retail 
and wholesale jewelers in Midwestern 
States, to carry a fine line of 14K gold 
jewelry consisting of pins, earrings, 
bracelets, ete.: splendid opportunity for 
experienced man. A. B. L. Jewelers, 125 
W. 45th St., New York City. 





SALESMAN, or salesman and engraver, 
who can estimate jewelry repairs and 
special order work; finest store in coast 
city of 25,000 population; state experi- 
ence, salary expected and full particu- 
lars. Alberts, Jewelers, 434 E. Main St., 
Ventura, Calif. 





SALESMAN, to cover Florida, Georgia, 
Mississippi, Alabama, for extensive line 
of costume and men’s jewelry, Concho 
belts and wallets; experienced with de- 
partment stores, retail jewelers, gift 
and specialty shops: state past experi- 
ence. Address “F., 1898,” care J C-K. 





SALESMEN:;: aggressive, with following 
in department, jewelry, luggage and 
gift stores; wanted by manufacturer, 
established line of boudoir and travel 
alarms; Metropolitan New York and 
Middle West territories open: excellent 
proposition right men; write full details 
in confidence to “A., 1991,” care J C-K. 








WATCHMAKERS: we have several open- 
ings in our Toledo shop for watchmak- 
ers who can later be placed in perma- 
nent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Renair Co., 120 Summit St., 
Toledo, Ohio. 


MODERN watchmaking; learn watch. 
making the better way; save time: 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 








SALESMAN; with following among the 
retail stores, to sell our line of ladies’ 
and gent’s 14k birth stone rings, 10k 
military rings, diamond mountings, din- 
ner rings, 14k cuff links and Crosses ; 
drawing against commission; all terri- 
a. Address “V., 1807,” care 








REPRESENTATIVE, for diamond and 
colored stone ring line, wanted by 
nationally known house for New 
York City and environs; have fol- 
lowing; one with following too pre- 
ferred, but not essential; reply in 
confidence. Address “N., 1962,” 
care J C-K. 





ae 


SALESMEN; by wholesaler, established 
trade Metropolitan New York, New 
York State, Pennsylvania; nationally 
advertised jewelry lines; must be ac- 
quainted with jewelers in territories; 
car necessary; commission; will con- 
sider side line. Address ‘‘D., 1921,” care 
J C-K. 





EXPERIENCED watchmaker, with good 
personality and background; top notch 
ability required; University city; air- 
conditioned department; references, age, 
complete information and salary in first 
letter. Address Moon’s Certified Gemol- 
ogists and Registered Jewelers, Talla- 
hassee, Fla. 





_s 


SALESMAN, with following among re- 
tail jewelers in Middle Atlantic 
States, to represent well-known firm 
selling watches, clocks and jewelry; 
give full details with application; all 
correspondence strictly confidential. 
Louis Sickles, 914 Walnut St., Phila- 
delphia, Pa. 





WATCH salesmen, with good following 
among retail jewelers, wanted for Mid- 
dlewest, Texas and Eastern States, by 
established importer of popular priced, 
complete Swiss watch line ; commission 
basis; no objection to non-conflicting 
lines: state references. Address “V., 
1910,” care J C-K. 








SALESMEN;; to represent established 
manufacturer of high quality rhines- 
stone jewelry selling direct to re- 
tailers; prefer resident men _ with 
following for intensive coverage; 
high commissions; good territories 
available on protected basis; please 
write details. Address “F., 1981,” 
eare J C-K. 








SALESMAN, with established following 
among California retail jewelers and 
department stores, to represent well 
known manufacturer of silver plated 
and chrome hollowware, giftware, and 
electric coffee makers, on commission 
basis; give full particulars ; replies con- 
fidential. Address ‘“‘T., 1972,” care J C-K. 





SALESMAN wanted, for old established 
manufacturers of 14kt gold mountings, 
with large following in Texas, Louisi- 
ana, Oklahoma, Alabama, to carry our 
line; must have his own following 
among retail and chain stores; 10% 
commission basis: give references and 
en Address “N., 1925,” care 
J C-K. 
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HELP WANTED.—Continued 


SALESMAN; well known gold and gold 
filled jewelry manufacturer, with 
long established following amongst 
the better retail trade, has two open- 
ings, in Midwestern and Southern 
territories; applicant must be of 
high caliber; give full particulars in 
first letter; all replies confidential. 


Address “W., 1768,” care J C-K. 











salesman wanted, for _ credit 

oo store in North Carolina; must 
have had some years experience and to 
be able to assume duties of an assistant 
manager; good starting salary and 
chance for advancement, state experi- 
ence, age, references and include small 
photo in first letter. Address “R., 1888,” 


eare J C-K. 








SALESMAN wanted, for Southwest ter- 
ritory, for a line of popular priced ster- 
ling silver hollowware; we have many 
established customers in the territory 
and are seeking a man who has been 
calling on department store and jewelry 
store buyers; please give full details; 
commission basis. Address “H., 1877,” 
care J C-K. 








SALESMAN wanted, for old established 
manufacturers of 14kt gold mountings, 
with large following in Virginia, North 
Carolina, South Carolina, Georgia, Flor- 
ida, to carry our line; must have his 
own following among retail and chain 
stores; 10% commission basis; give 
references and other details. Address 
“K., 1926,” care J C-K. 





JEWELRY SALESMAN, golden oppor- 
tunity, impressive and complete ladies’ 
and men’s line available in established 
Midwest territory; non-conflicting side 
lines permitted ; all replies confidential ; 
drawing against commission ; man with 
strong following and eye for future 
contact, Rosenthal & Kaplan, 126 W. 
46th St., New York 19, N. Y. 





FACTORY superintendent wanted in 
New York City, who can set up plant 
to manufacture ring mountings, 
then take full charge; must under- 
stand casting, tool making, model 
making; write qualifications and 
full particulars; all replies strictly 
confidential; position available Octo- 
ber 1. Address “P., 1927,” care 
J C-K. 


a. 


MANAGER-SALESMAN ; thoroughly ex- 
perienced, in all retail jewelry opera- 
tions, by leading firm in Central Amer- 
ica; age 30-40; permanent position with 
excellent future for ambitious person; 
knowledge of Spanish preferred, but not 
imperative; low income tax; in reply 
State salary desired and references; re- 
plies will be strictly confidential. Ad- 
dress “S., 1971,” care J C-K. 











SALESMEN; manufacturer of popular 
priced sterling silver hollowware 
wants top-notch salesmen with strong 
following, selling department stores, 
jewelers and better gift shops; cover 
Midwest, Texas, South and South- 
west; non-conflicting line permitted ; 
commission basis; give full particu- 
lars and references. Address “E., 


1922,” care J C-K. 


EEE 





DO YOU eall on jewelers; a side line, but 
a profitable, prestige one; add to your 
income ; all you carry is our latest cata- 
log of America’s livest jewelry displays, 
and current unit of our monthly show- 
card and price ticket display service, 
enthusiastically endorsed by over 1,500 
member jewelers. Write, phone or visit, 
Edwin Freed, Inc., 1233 Sixth Ave., 
New York 19. Circle 5-5875. 


-_— 








SALESMEN wanted; excellent oppor- 
tunity for men with following among 
retail jewelry trade, selling manufac- 
turer’s line of gent’s 10k, ladies’ 14k 
stone rings, 14k diamond dinner rings, 
14k cuff links and crosses; Pacific 
Coast; man for Chicago; one grip de- 
livery line; drawing against commis- 
sion; no objection to one side line. Ad- 
dress “K., 1796,” care J C-K. 





SALESMEN; three; aggressive, long es- 
tablished New York jewelry wholesaler, 
carrying extensive diamond line and 
nationally advertised lines; excellent 
opportunity for men calling on retailers ; 
Southern territory Washington, Mary- 
land, Virginia and Carolinas; New 
England, Pennsylvania and surrounding 
areas ; resident men preferred; send de- 
tails and experience. Address “L., 1904,” 
care J C-K. 





JEWELRY SALESMEN, for better line 
of costume jewelry ; also low priced pro- 
motional numbers for account openers 
and leaders; expansion program re- 
quires additional representatives who 
are competent, experienced, and who 
call on department stores, jewelers, and 
specialty shops; New England, Texas, 
California; will turn over existing ac- 
counts; non-conflicting side line per- 
missible; commission basis only; give 
full particulars in first letter; replies 
— Address “W., 1911,” care 





JEWELRY salesmen; experienced, with 
following among jewelry, specialty, and 
department stores, wanted by estab- 
lished wholesaler and manufacturer, to 
Sell smartly styled line of costume 
jewelry, attractively priced, from $1 to 
$25 retail range; Midwest and other 
good territories available on protected 
basis ; small, non-conflicting side line 
permissible; straight commission; pre- 
fer resident men for extensive cover- 
age; give full information, experience, 
territory covered. Address “A., 1666,” 
care J C-K. 





WANTED; five top-notch salesmen, by 
leading importer of pin lever and lever 
watches and movements: excellent ter- 
ritories open; please apply only if you 
are in $10,000 minimum bracket: write 
full particulars and state references. 
Address “B., 1919,” care J C-K. 





JEWELRY salesmen wanted; experi- 
enced, with good following among 
first rated accounts; straight com- 
mission, no drawing; non-conflict- 
ing side line permitted; direct from 
manufacturer to retailer; state all 
qualifications in first letter; our 
sales force know of this advertise- 
ment; all replies strictly confiden- 
tial. S. O. Bigney Co., Jewelry 
Mfrs., 98 County St., Attleboro, 
Mass. 


For Sale 


Stores, Stocks and Businesses 








FULLY equipped special order repair 
shop, downtown Los Angeles: illness 
compels sale. Address “‘M., 1885,” care 
J C-K. 





WHOLESALE jewelry company, New 
York City; $12,000 stock at cost, plus 
250 New Jersey accounts at bargain. 
Address “‘M., 1961,” care J C-K. 





STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
“N., 1484,” care J C-K. 





SMALL jewelry’ store, approximately 
$3,500; only store in County; next to 
theatre; 32 miles to town of equal size. 


Clarence Glover, Matador, Texas. 





MODERN, exclusive jewelry store in cen- 
tral Indiana city, doing fine business; 
$10,000 plus inventory which can be 
reduced. Address “D., 1938,” care J C-K. 





MODERN jewelry store in California; 40 
miles from San Francisco, serving area 
of 50,000; stock, fixtures, lease $30,000; 
clean trade, good lease. Address “H., 
1984,” care J C-K. 





ONE bronze Parker pen display case for 
on a four foot showcase, six glass 
shelves, eight fluorescent lights, cost 
$230; make offer for it, or a watchmak- 
er’s bench. L. Paul Spigelmeyer, Muncy, 
Pa. 





A REAL opportunity; jewelry store, 15 
years established, Bridgeport, Conn. ; 
centrally located; excellent following; 
long lease; fixtures, safe, cash register ; 
x © eee Address “E., 1941,” care 





SMALL jewelry store for sale; watch- 
maker’s ideal location, 40 miles from 
San Francisco, Calif., near Air Base, 
city of 11,000; rent reasonable with five 
year lease; purchase price, $7,000; re- 
tiring. Address “E., 1980,” care J C-K. 





LARGE, credit jewelry store; major 
Tennessee city; excellent main street 
location; new front and fixtures. 
Contact, Morris & Co., 1005 Third 
National Bank Bldg., Nashville, 


Tenn. 





WELL established, active credit jewelry 
store north central Florida; nationally 
advertised watch and jewelry lines; 
$15,000 cash, terms on balance; reason 
for selling, other interests. Address “‘A., 
1975,” eare J C-K. 





LOS ANGELES area jewelry store, 
downtown location; modern front 
and fixtures; $7,500 will handle; 
terms on balance; retiring from jew- 
elry business. Address “A., 1935,” 
eare J C-K. 





VALLEJO, California; valuable long 
jewelry lease for sale; very modern and 
completely equipped; very best location, 
next to chains; minimum stock; some 
terms. Nelson’s Jewelers, 419 Georgia 
St., Vallejo, Calif. Phone 2-3424. 





JEWELRY store; A-1 location stock 
and fixtures $11,009; good for 
watchmaker; plenty repairs; central 
Jersey; population 125,000; army 
base nearby; long lease. Address 


“H., 1944,” care J C-K. 





FOR SALE; in live western Pennsylvania 
industrial town; well known established 
jewelry store, 18 years in same 100% 
location: $50,000 to $60,000 annually ; 
clean, nationally advertised stock; $15,- 
000 cash, terms on balance; health rea- 
son for selling. Address “C., 1920,” 
care J C-K. 





JEWELRY store; same ownership 40 
vears, in thriving Texas city 12,000 
population; stock of finest quality, 
including leading lines of silver and 
china; death of owner, reason for 
selling; unusual opportunity. Ad- 


dress “L., 1881,” care J C-K. 


FOR SALE;; here is a golden opportunity ; 
one of the finest jewelry stores In a 
city of 15,000; most highly industrial- 
ized town per capita in state of Ohio; 
store and fixtures $30,000; building on 
long lease or will sell on land contract ; 
100% Main Street location; failing 
health reason for retiring. Address 
“T,., 1986,” care J C-K. 








(Continued on page 316) 
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FOR SALE—Continued 








JEWELRY store; top lines; clean up- 
to-date inventory of $10,000; 100% 
location at business center, wealthy 
suburban town in New Jersey; lease 
and option, also option to buy prop- 
erty; two man operation; established 
10 years. Address “D., 1979,” care 
J C-K, 





FORCED to sell, because of illness, es- 
tablished jewelry business, including 
good will and accounts receivable; fac- 
tory fully equipped with latest model 
casting machines, stamping, polishing 
and rollers, moulds, models and waxes: 
also available complete line of about 
rae? ins Address “A., 735,’ care 





JEWELRY store in Brooklyn, N. Y., 
established 33 years; neighborhood 
ideal for credit business; stock and 
repair tools about $10,000; owner 
will sell building with business or 


rent; income property; owner wants 
to retire. Address “P., 1909,” care 
J C-K. 





JEWELRY store, established 1927, 
north Louisiana college town; popu- 
lation approximately 13,000; na- 
tionally advertised silver, crystal, 
china and jewelry; approximately 
$35,000 will handle; low overhead; 
air conditioned; details upon re- 
quest. Address “P., 1887,” care 
J C-K, 





FOR SALE; two established jewelry 
Stores, stocked with nationally adver- 
tised lines ; modern display windows and 
fixtures ; best locations in two Berkshire 
County, Massachusetts towns; oppor- 
tunity to gross $100,000 yearly ; suggest 
expanding jewelry chain or interested 
individual investigate this outstanding 
offer; price $20,000 each store, cash. 
Address “T., 1738,” care J C-K. 





CASH jewelry store, located 40 miles east 
of Pittsburgh, Pa.; industrial city, 25,- 
000 population, large drawing com- 
munity ; 100% corner location, ideal for 
credit | chain store operation or live- 
wire individual: clean stock, new fix- 
tures, modern Neon signs, repair de- 
partment; low rental, good lease; $14,- 
000; will pay for itself this Christmas: 
act quickly before doctor changes my 
mind. Address “B., 1978,” care J C-K. 


ARRIETA TA NMR RT OR Rae 


For Sale 


Teols, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, ete. > es 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





WATCHMASTER;; used only few months; 
will sacrifice at substantial saving. 
C. P. Athanas, 88 Highland St., South- 
bridge, Mass. 


FOR SALE; one pair double geared #4 
Oliver flat hand rolls, actually used 
about one month, perfect condition; 
$200 gets it; transportation collect. 
W. A. Hickey, 3734 E. Second St., 
Tulsa, Okla. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references fur- 
nished; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
7 Blackstone Avenue, Chicago 
15. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


WATCHMAKER, desires to locate jp 
small town 4,000-8,000, shopping 
center, good industries and yy. 
roundings, and living conditions fo, 
family; will consider home with 
store front, and would like to rey 
with option to buy after the firs 
year; prefer store without stock. 
more interested to locate central 
Pennsylvania; give full details of 
store in first letter. Address “XK, 
1946,” care J C-K. 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel. 
ers endorsing our method of op. 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Ear! Wilson, 
of Wilson Sales System, 424 Madi. 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 














AUCTIONEER; 8 successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ARE you tired of the responsibilities of 
the repair department; competent, li- 
censed watchmaker, stone setter, jewel- 
ry repairman, interested in leasing re- 
pair department in well established 
store; married; age 30; five years’ ex- 





perience. Address “F., 1942,” care 
J C-K. 
GORDON BROTHERS, oldest and 


largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 


page 33. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 
tionally known for 25 years. 








LOUIS LENHOFF, auctioneer; in 1950 
conducted four sales for Loftis Jewelry 
Stores, Pittsburgh, Pa.; Omaha, Nebr. ; 
two sales Chicago, Ill.; all successful 
and many others; write for details and 
names you may have for reference; 
have been conducting auctions all over 
America the past 30 years; bank ref- 
erence. Write, wire, phone, Louis Len- 
hoff, 3010 W. Chicago Blvd., Detroit 6, 
Mich. Phone Tyler 6-0439. 


AUCTIONEER V. C. Kelley; just fin. 


ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, Ill. 


JACOBS BROS., Ben and _ Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references, 
Write or wire, 510 Madison Ave., 
New York City; 324 Irwin Keasler 
Bldg., Dallas, Texas. 


CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun 
Bradstreet; Union & Planters Na 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. - 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 











Ce iene 
Wanted to Purchase 














CASH for used watchmakers’ and jewel 
ers’ tools, lathes, cleaning machin® 
staking tools, etc. . P. Gallien, 22 
W. Fifth St., Los Angeles 13, Calif. 

——————o sti‘ (étéS 
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BLISHED jewelry store; cash or 
—_— operation ; within 100 mile radius 
of Philadelphia ; all replies will remain 
confidential; if interested send details. 
Address “‘A., 1958,” care J C-K. 








CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware; any make, any pat- 
tern, any quantity; your price paid 
or no deal; references; Citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 
Bldg., Houston, Texas. 





Ee 


SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of pay- 
ment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc., Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 





SS 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





KNOW your specialist ; mail direct ; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y 








FINE Watch repairing for the trade; 
Prompt service; Watchmaster rated; 
reasonable prices. H. B. Boyer, 513 
E. Main St., Elizabeth Ciy, NB. C. 


(eee 





GUARANTEED precision watch repair- 
ing for the trade; Watchmaster timing : 
established 1913. Ben Marinoff, 170 
Broadway, New York 7, N. Y. 








COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 








BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 


109-B Summer St. 
eee. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
Suaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly _ sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
oe York 32, N. Y. Lorraine 





HIGH grade watch repairing; chrono- 
graphs, calendar and automatic 
watches ; five days’ service; all repairs 
Watchmaster rated; guaranteed de- 
pendable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, IIL. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed; hairsprings vibrated, 
isochronal errors corrected, electronic 
timing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 





MY ambition is to build up a circle of 
satisfied Steady customers; I am relia- 
ble, my job is one of finest, guaranteed 
workmanship ; my prices are moderate, 
my service will be prompt for mail 
orders; be convinced and try sample 
order. Louis Rauner, 572 W. 187th St., 
New York 33. Phone Tompkins 7-0232. 





EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out-of- 
town and mail orders solicited; 15 
years’ experience; price list, refer- 
ences on request. A. Guarino, P. O. 
Box 42, Fordham Station, New York 
98, N. Y. Mu. 7-6865, 6866. 





s 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist: using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
N. Y. Recutting and Repairing Dia- 
mond Cutter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service: 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, Knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. lL. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 





STONE encrusting, engraving and drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved ; 
coats of arms; monograms and _ ini- 
tials; military insignias; fraternal em- 
blems ; stone cameos up to 50 mm. size ; 
onyx crosses; special jobs _ invited. 
Braunfeld & Mehlman, 108 Fulton St., 
New York City. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; spe- 
cializing in diamond melee, Rutile 
(Titania), all sizes; cameos, all 
colors and_ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the jew- 
eler for over 35 years. Max Stern & 


Co., Inc., 17-23 John St., New York 





Wanted to Rent 





ee ee 


OPTICIAN: wishes to rent space in 
jewelry store to conduct optical de- 
partment and eye examinations; New 
York City or vicinity. Address “V., 
1953,” care J C-K. 








To Let 





JEWELRY store for rent; next to 
theatre: proven location; only one; 
come and see. Gem Theatre, Quitman, 
Texas. 





Miscellaneous 





WATCHMAKER’S JOURNAL; contains 
valuable information for watchmakers 
and students ; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 





CHICAGO Institute of Watchmaking ac- 
eredited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-8, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 
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Wisconsin Firm Producing 
New Razor Blade Sharpener 
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Albert J. Dremel, president of the 
Dremel Mfg. Co., Racine, Wis., announced 
recently that he had invented an electric 
razor blade sharpener which obtains 100 
or more perfect shaves from one double- 
edge blade. 

The sharpener uses six revolving leather 
rollers, two of which are impregnated with 
fine abrasive. 

Complete details on the sharpener, which 
will retail for $9.85, are available from 
Dremel at 2439 18th St., Racine, Wis. 


Paulson Produces New 
Watch Cleaning Machine 





A new, manual watch cleaning machine 
has been preduced by Henry Paulson & 
Co., Chicago, Ill. The new features of the 
machine are the semi-automatic means by 
which jars are centered and the means by 
which the heating chamber is prepared in 
advance for drying the watch movement. 
The jars used are patented Paulson Non- 
Swirl jars with flanges in each corner. 
The machine sells for $69.50 from Henry 
Paulson & Co., 131 S. Wabash Ave., 
Chicago 3. 











1847 Rogers Bros. Designs New 
Baby Spoon in Five Patterns 


A new baby spoon design is now avail- 
able in all five 1847 Rogers Bros. patterns. 
The new Infant Feeding Spoon has a much 
longer handle, a shallower bowl, and is gift- 
packaged. 


Gross Offers New Group 
Of Birdlife Pictures 


A new series of bird pictures has been 
introduced by the Edward Gross Co., New 
York to coincide with the one hundredth 
anniversary of the death of the famous 
American naturalist, John James Audubon. 
The pictures were painted by James Gor- 
don Irving. 

The series comes in three sizes. The 
smallest pictures are seven by nine inches, 
framed; the largest are 184% by 22% 
inches, framed. Each size is available in 
at least eight different frames. Additional 
information is available from Edward 


Gross Co., Inc. 120 E. 16th St., New York. 


Freed Display Aimed 
At Christmas Lay-a-ways 











To help jewelers get the most from 
Christmas lay-a-ways, Edwin Freed has de- 
signed a new three-dimensional display for 
store windows and interiors. 

The 14 by 22 inch unit attracts the at- 
tention of the shopper with its brightly 
colored Santa Claus and its giant lettering 
which invites the shopper to “Join Our 
Lay-a-way Club. It’s smart. It’s convenient.” 
A streamer at the base of the piece states 
that a small deposit will hold any selection 
safely until Christmas. The unit sells for 
$2.90: two for $4.90 from Edwin Freed, 
Inc., 1233 Sixth Avenue, New York. 


Aisenstein to Back Medana 
Line with National Ads 


Louis Aisenstein & Bros., Inc., American 
distributors of Medana Watches, announced 
recently that the Medana fall line will 
include a complete line of ladies’ and 
men’s watches to retail between 10 and 
20 dollars. Included in this group are 
ladies’ and men’s water-resistant watches, 
calendar waiches and clocks, as well as 
packaged premotions. 

The Medana line will be nationally ad- 
vertised this fall. 
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AND IN CONCLUSION| 





“So there came to pass...’ 


Kenneth Van Cott, president of the ANRJA, spoke on 
“Ethics” before the wholesale jewelers in convention at At- 
lantic City. 

The talk got a warm reception and a good round of ap- 
plause. 

Everybody is against sin. 

Everybody knows the meaning of that word. 

But, “ethics” is a high sounding word, has come to have 
a meaning something akin to “a level of conduct, desirable, 
but humanly unattainable.” 

Too many people consider it, like par for a golf course, 
something to shoot for, with little hopes of achievement. 


y) 


This to us seems to be little more than a problem jin ge. 
mantics. 

Ethics is actually nothing but morality; the basic prin. 
ciples of right behavior. A code of ethics is something to liye 
by; not just to assure your going to heaven in the hereafter, 
but to enable you to enjoy your life and your work on this 
earth. In other words, it’s good business, from a profit as 
well as a personal standpoint. 

For example, assuming that the merchant knows his buysj- 
ness, it would be difficult to conceive a better check list for 
the policy of a successful jewelry store operation than the 
following code of ethics: 


“To do our full share in promoting all things that are for the good of this community.” 
(Good citizenry and an active interest in community projects have always paid off for the jeweler.) 


“To deserve the patronage of this community by rendering service based upon the highest standards of truth and honor.” 
(This is the only way a jeweler can buy an insurance policy on the future value of his business.) 


. . ° ° *. . ° 99 
“To earn, establish and maintain a reputation for giving maximum values and one price to all. 
(This is the main policy on which John Wanamaker built his mammoth business.) 


“To adjust promptly any cause of dissatisfaction and endeavor to make every purchaser a satisfied customer.” 
(This is the now universally accepted principle that it is good business to concede “The Customer is Always Right” 


—even when he isn’t.) 


“To avoid any exaggeration in words of inference so that customers will never be led to expect more in goods, quality or 


service than we can actually deliver.” 


(Any merchant who expects to be around a while either adopts this policy or eventually spends too much valuable time 


making exchanges and adjusting complaints.) 


“To make every transaction a stone in the foundation of confidence.” 


(Without this no business will grow.) 


“To advise every customer as we would wish to be advised were we the purchaser.” 
(This is just The Golden Rule which the jeweler either applies to his conduct, or has applied to his shins.) 


The quotes above are actually the complete Code of Ethics 
of the ANRJA. (The italicized thoughts are ours.) 

In themselves these tenets might sound like doctrines pre- 
scribed by a high-flying moralist. They could also be the 
business policy of the average successful jeweler. 

In speaking of averages, however, we recall the story of 
the man who was a bug on research, who said to the Pullman 
porter, “Sam, what’s the size of your average tip?” 

“Well, boss,” said Sam, “I can’t rightly say, but it seems 
to me that my average tip is about a dollar.” 

‘“Hum-,” pondered the researcher, “If the average tip is a 
dollar you must do pretty well on this run.” 

“I should boss,” the porter said wistfully, “but the trouble 
is, that too few people comes up to the average.” 

Similarly, many good folks in our industry bemoan the 
fact that recently there has come into all industry, operators 
whose ethics don’t come up to the average in the trade. 

Now many of these newcomers are new to our industry; 
they don’t yet know all the truths our older members have 
learned. But they will find out,—and many will find out in 
time to become valuable members of our industry commu- 
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nity and in turn make their contributions to its advancement, 
both morally and commercially. 

There is a phrase which appears on practically every page 
of The Bible. It sounds a bit quaint today, but is still pre 
cisely correct, “So there came to pass . .” 

Now in recent years “there came” to our industry many 
who are not yet smart enough to realize that ethical conduct 
is a must for success in the jewelry business. But, having 
come—as the Biblical phrase suggests, they have come “to 
pass,” either out of our industry, or into a better under- 
standing of what has made it great. 

We have faith in our people and in the efficacy of our in 
dustry in its ability to teach its new members the everlasting 
wisdom of living by a strict moral code of business ethics; 
not only because it’s the “right” thing to do, but because Its 
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1. They’re better value! 2, They’re better styled: 


3. They’re backed by free merchandising that helps 
you sell more rings! 


YOU GET these plus values in O-B rings because of the 
O-B “Partnership Plan’ — selling direct to you, and 
applying the savings to merchandising advantage. 
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NEW! For added appeal and prestige, ) OSTBY & BARTON 


O-B Rings na now be ordered in this 
distinctive, sales-producing Ring Box 
at slight additional cost. 











118 Richmond Street, Providence 2, R. I. 


*Garnet, Amethist, Alexandrite slightly higher. 
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